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Full-Impact  DVD.  Experience  the  excitement  of 
DVD-ROM  with  Toshiba's  new  Satellite®  4000  Series. 
With  14.1"  dia.  TFT  active-matrix  displays,  Toshiba's 
3D  Sound  System  with  Stereo  Bass  Reflex  speakers 
and  more,  it's  the  ideal  combination  of  performance, 
multimedia  and  exceptional  value. 


Performance.  Rocketing  Intel®  Pentium®  II  or  Intel 
Celeron’"  processors  up  to  400MHz  with  as  much  as 
256KB  on-die  Level  2  cache  make  these  the  fastest 
Satellite  4000  Series  portables  ever.  With  hard  drives  up 
to  6.4  billion  bytes  and  up  to  64MB  of  SDRAM  you  get 
topline  performance  that's  attentive  to  your  bottom  line. 


©1999  Toshiba  America  Information  Systems,  Inc.  All  nghts  reserved.  Satellite  is  a  registered  trademark  of  Toshiba  America  Information  Systems,  Inc.  Intel  Inside  logo  and  Pentium  are  registered  trademarks  and  Celeron  is  a  trademark  of  Intel  Corporation.  All  other  products  and  names 
mentioned  are  the  property  of  their  respective  companies.  All  specifications  and  availability  are  subject  to  change.  Licensed  operating  system  installed.  *  Download  speeds  are  limited  to  53kbps.  Upload  speeds  are  less  (in  the  30kbps  range)  and  may  vary  depending  on  line  conditions. 
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Portability  meets  accountability. 


All-in-one  design.  Built  into  every  durable  notebook 
you'll  find  DVD-ROM,  hard  disk,  diskette  drive  and  a 
high-speed  V.90/K56flex  modem*  There's  no  need  to 
swap  or  carry  around  extra  components.  So  your 
investment  yields  maximum  productivity  and  portability 
in  one  convenient  package. 


Expansion.  Easy,  one-touch  peripheral  connec¬ 
tions  through  an  optional  port  replicator  make  the 
Satellite  4000  Series  the  only  computer  you  need 
for  both  on  the  road  and  in  the  office. 
See  why  it  equals  the  best  notebook  value  ever. 
Call  1  -800-TOSHIBA  or  click  on  www.toshiba.com 


TOSHIBA 


The  World's  Best  Selling  Portable  Computers. 


Performance  plus  price 


Satellite®  4100XDVD 

•  Intel®  Mobile  Pentium®  II 
processor  400MHz 

•  6.4  billion  byte  hard  disk  drive 

•  14.1"  dia.  TFT  active-matrix 
color  display 

•  64MB  Synchronous  DRAM 

•  Built-in  DVD-ROM 

•  Integrated  V.90/K56flex  modem' 

•3D  Sound  System 

•  Windows®  98  or  Windows  NT 
operating  system 

$2,799 

Business  Lease  $87/mo,  36  mos2 


Satellite  4090XDVD 

•  Intel  Mobile  Celeron™ 
processor  400MHz 

•  6.4  billion  byte  hard  disk  drive 

•  14.1"  dia.  TFT  active-matrix 
color  display 

•  64MB  Synchronous  DRAM 

•  Built-in  DVD-ROM 

•  Integrated  V.90/K56flex  modem 

•  3D  Sound  System 

•  Windows  98  or  Windows  NT 
operating  system 

$2,399 

Business  Lease  $75/mo,  36  mos2 


Satellite  2590CDT 

•  Intel  Mobile  Celeron 
processor  400MHz 

•  6.4  billion  byte  hard  disk  drive 

•  12.1"  dia.  TFT  active-matrix 
color  display 

•  64MB  Synchronous  DRAM 

•  Built-in  24X3  max.  speed 
CD-ROM 

•  Integrated  V.90/K56flex  modem 

•  3D  Sound  System 

•  Windows  98  operating  system 

$1,699 

Business  Lease  $53/mo,  36  mos2 
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Run  the  numbers  for  yourself. 

Call  1-800-TOSHIBA  or  visit  www.toshiba.com. 

©1999  Toshiba  America  Information  Systems,  Inc.  All  nqhts  reserved.  Satellite  is  a  registered  trademark  of  Toshiba  America  Information  Systems,  Inc.  and  Equium  is  a  trademark  of  Toshiba  Corporation.  The  Intel  Inside  logo  and  Pentium 
are  registered  trademarks  and  Celeron  is  a  trademark  of  Intel  Corporation.  All  other  products  and  names  mentioned  are  the  property  of  their  respective  companies.  All  pnces,  specifications  and  availability  are  subject  to  change.  Licensed 
operating  system  installed.  Dealer  prices  may  vary.  'Download  speeds  are  limited  to  53kbps.  Upload  speeds  are  less  On  the  30kbps  range)  and  may  vary  depending  on  line  conditions.  :$49.50  documentation  fee  due  with  first  pavment 
Lease  rates  based  upon  36  month  lease  ana  does  not  include  taxes,  fees  and  shipping  charges  with  fair  market  value  purchase  options  at  the  ena  of  the  lease  term.  Lease  rates  shown  based  on  transactions  between  $25,000- $50,000. 
Other  lease  options  may  be  available.  Lease  terms  subject  to  change  without  notice.  Financing  through  Toshiba  Financial  Services,  a  service  of  Toshiba  America  Information  Systems,  Inc,  to  qualified  business  customers.  Offer  valid  in  U.S. 
only.  J3,600  KB/s  maximum  speed.  ‘40X  maximum  speed.  28X  average  speed.  'Monitor  sold  separately. 


equals  unbeatable  value. 


Equium1"  7100  Series 

Equium  7100  Series 

Equium  7100  Series 

•  Intel  Pentium  III  processor 

•  Intel  Pentium  III  processor 

•  Intel  Pentium  II  processor 

500MHz 

450MHz 

400MHz 

•  128MB  high  performance 

•  128MB  high  performance 

•  64MB  high  performance 

Synchronous  DRAM 

Synchronous  DRAM 

Synchronous  DRAM 

•  12.9  billion  byte  hard  disk  drive 

•  8.0  billion  byte  hard  disk  drive 

•  6.0  billion  byte  hard  disk  drive 

•  40XS  max.  speed  CD-ROM 

•  40X  max.  speed  CD-ROM 

•  40X  max.  speed  CD-ROM 

•  Integrated  3Com  Fast 

•  Integrated  3Com  Fast 

•  Integrated  3Com  Fast 

EtherLink®  XL  10/100 

EtherLink  XL  10/100 

EtherLink  XL  10/100 

•  Instant  Access  Door  for 

•  Instant  Access  Door  for 

•  Instant  Access  Door  for 

improved  upgradeability  and 

improved  upgradeability  and 

improved  upgradeability  and 

serviceability 

serviceability 

serviceability 

•  Value  Keyboard 

•  Value  Keyboard 

•  Value  Keyboard 

•  Windows  95  operating  system 

•  Windows  95  operating  system 

•  Windows  95  operating  system 

•  Slimline  chassis  with  3  drive 

•  Slimline  chassis  with  3  drive 

•  Slimline  chassis  with  3  drive 

bays  and  2  slots 

bays  and  2  slots 

bays  and  2  slots 

•  Desktop  chassis  with  5  drive 

•  Desktop  chassis  with  5  drive 

•  Desktop  chassis  with  5  drive 

bays  and  4  slots 

bays  and  4  slots 

bays  and  4  slots 

$1,399s 

$1,1 49s 

$999s 

Business  Lease  $43/mo,  36  mos2 

Business  Lease  $36/mo,  36  mos2 

Business  Lease  $31 /mo,  36  mos2 

7100S:  PV1045U-8XEL2 

7100S:  PV1045U-6VEL2 

7100S:  PV1045U-D34J0 

7100D:  PV1046U-8XEJ2 

7100D:  PV1046U-6VEJ2 

7100D:  PV1046U-D34J0 

TOSHIBA 


Know  Your  Customer 

Intimacy,  relationships,  one-to-one — it’s  a  giant  lovefest 
out  there.  By  Louise  Fickel 

Drive  Customer  Loyalty 

DaimlerChrysler  wants  to  understand  what  makes  Jeep 
owners  tick,  on-road  and  off.  By  Daintry  Duffy 


84  Invest  in  People 

Workers  in  the  21st  century  will  want  more  than  entic¬ 
ing  pay  and  benefits.  These  four  companies  can  give  it 
to  them.  By  Gary  Abramson 
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Introducing  The  Quickest  Why  lb  Put 
Ybur  Entire  Enterprise  On  The  Web. 

Monday,  9:00  a.m. 


KP 1 1 . Kindle  Press  -  Confidential  — . - TRXZ2356 

Display  Title  Information 

ISBN:,  0-767-54221-5 

Qty  in  Stuck:  865 

fine:  So  You  Want  to 

Qty  Consigned:  234 

List  Price:  $31.95 

Cost  Each:  15.41 

Author  Code:  PTC 

Sold  to  Date:  12585 

Status:  T 

Royally  Count:  12345 

Group:  7 

Royalty  Paid:  $2839.35 

Reordei  Level:  215 

Current  Sales:  5625 

Royalty  Due:  $1293.75 

Carton  Count:  12 

Ctn  Wt  (lbs):  22.6 

Royalty  Rule:  0 

Tuesday,  2:00  p.m. 
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What  used  to  take  years,  now  takes  days. 

With  Opal™,  you  can  quickly  transform 
your  legacy  applications  into  secure,  Web- 

enabled  applications.  And  deploy  them  just  INFORMATION  IN 
as  fast,  HARMONY- 

Of  course,  it  may  take  some  time  for 
your  users  to  recognize  these  legacy  applications  with  their 
new  multimedia  interfaces  that  go  far  beyond  HTML  and 


Java.  But  in  no  time  at  all,  everyone  will  appreciate  these 
new  smarter,  friendlier  applications  that  are  easier  to  deploy, 
and  much  easier  to  use  and  support. 

Just  think  of  all  that  you  could  do  with 
technology  like  this. 

For  more  information,  call  1-877-GET  OPAL, 
or  visit  www.cai.com/ads/opal. 

Quick. 
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Software  superior  by  design. 


©  1998  Computer  Associates  International,  Inc.,  Islandia,  NY  11788-7000. 

All  product  names  referenced  herein  are  trademarks  of  their  respective  companies. 


Modernizing  Legacy  Applications 
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Turn  Green 

Patagonia  finds  environmental  virtue  is  its  own 
reward — and  there  are  profits  too. 

By  Carol  Hildebrand 

110  Unleash  Innovation 

To  stay  competitive  in  the  years  to  come, 
companies  must  keep  the  new  ideas 
flowing.  By  Tom  Field 

124  Reinvent  Now 

A  gas  will  expand  to  fill  the  available 
space.  This  gas  company  may  do  the  same. 

By  Christopher  Koch 

138  Seize  the  Web 

Innovation,  customer  service  and  a  variety  of  offerings 
are  key  ingredients  to  staying  atop  the  Web  food  chain. 
By  Daintry  Duffy 

148  TheHonorees 

The  list  of  the  1999  CIO-100  honorees  and  their  com¬ 
pany  information. 

170  The  Experts 

Judges  for  the  1999  CIO-100  include  academicians, 
analysts  and  consultants  with  an  expertise  in  a  broad 
range  of  industry  and  technology  areas. 

190  1999  Index  of  Articles 

An  index  of  all  major  articles  published  in  CIO  in  the 
first  eight  months  of  1999,  including  a  cross-reference 
by  article  type. 
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Oracle, 


the  world's  second 


largest  software  company,  is. 


No.1 


on  the  Internet 


IBM  6% 

Microsoft  9% 


Database  Use  -  Top  Web  Sites* 


IBM  18% 


RDBMS  Market  Share** 


No.1 


in  database 


Microsoft  5% 


The  world's  most  successful  companies  rely  on  Oracle  for  e-business.  Do  you : 


? 


u’lvu  .or acle.com I ebusiness  or  call  1-800-462-0220,  ext.  25186 


ORACLE 


©1999  Oracle  Corporation.  All  rights  reserved.  Oracle  is  a  registered  trademark  of  Oracle  Corporation.  Other  names  may  be 
trademarks  of  their  respective  owners.  *Internet  statistics  according  to  1998  Collaborative  Marketing  Survey.  ** Worldwide 
RDBMS  software  revenue  statistics  for  1998,  according  to  IDC  Report  #W19026,  published  April  1999. 


1  -800-ASK. XEROX  WWW.XC 

XEROX.  The  DocuppmCompany.  the  digital  X  and  Keep  the  Conversation  Going 
are  traded  rarfc^tff  XEROX  CORPORATION  36  USC  380 


RP  ™ 

MILLION  SATISFIED  CUSTOMERS 


The  Document  company 


178 


14 

20 

23 

26 

212 

214 


38 


174 


178 


182 


216 


In  Every  Issue 

In  Box 


Letter  from  the  editor,  reader 
feedback  and  how  to  reach  us 
•  On  our  Web  site 


Publisher's  Note 


In  My  Opinion 


Trendlines 

Catch  ’Em  Napping  •  Timeline:  Great 
Moments  in  HR  •  Perks  and  Quirks  • 
Calculated  Risks  •  All  About  People  • 
Foods  for  Thought 
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Products,  programs  and  previews  from 
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Columns 


Risk  Watch 


EXPERT  ADVICE  CIOs  must  master  the  politi¬ 
cal  as  well  as  the  technical  to  lead  in  the  next 
millennium.  By  Eric  K.  Clemons 


Millennial  Alignment 

CHECKS  &  BALANCES  Forget  conventional 
notions  of  aligning  IT  with  business  objectives. 
The  digital  economy  of  2000  moves  much  too 
fast.  By  Tom  Nickles 


216 


Lead  Time 

EXECUTIVE  COUNSEL  A 

newspaper  CIO  helps  an 
embattled  industry  survive 
and  thrive  in  the  21st  century. 
By  Matt  Villano 


The  Customer  Who  Would  Be  King 

EMERGING  TECHNOLOGY  Will  software  help 
you  crown  them  or  give  you  a  headache? 

By  Amy  Helen  Johnson 


Tech  Data's  H.  John  Lochowon 
Business-to-Business  E-Commerce 

SHOP  TALK  This  CIO  talks  about  the  chal¬ 
lenges  of  maintaining  infrastructure  and  cus¬ 
tomer  relationships,  and  planning  for  growth. 
By  Meridith  Levinson 


182 

a||  p  e 

MAGAZINE 

-OF THE - 

YEAR 


•IDG 

INTERNATIONAL  DATA  GROUP 

Board  Chairman  PATRICK  J.  MCGOVERN 

President  and  CEO  KELLY  CONLIN 

IDG  COMMUNICATIONS  INC. 

President  and  CEO  JOSEPH  L.  LEVY 

http://www.cio.com 


W4;'~ «  $* 


;V.c 


'A1  'A  ■ ; 


••••.  '  r-  .’•  •  i:  • 

■:^\Cc: 


i-  ' .1 


•  w  -  .  .  V*r-  -•.•jMMfi-  .r**? 

'■■-,•>•  -  A  *  r*  ;• 

"  *  $  .  ..  .:.  . .  ■ 

*..  •'  I.  ••  -:Jk  *'  • 

v- >-  .  >a  ■  J&:  '.Ok&M*  *«5  -»> 


f»#*l 

ife  ■  C  -SA*V. 

ia 


pi 

1111 


p®'”8 

When  powering 

your  Net,  keep  in  mind  that  our  servers 
work  way  harder  than  their  servers.  Slackers. 

You  grow.  Your  needs  grow.  Suddenly,  your  servers  seem  a 
little  lacking  in  the  skills  department.  Buying  more  could  just 
lead  to  manageability  issues  that  make  things  worse.  Well,  maybe 
what  you  need  isn’t  more  servers,  but  servers  that  do  more.  Enter  Sun. 
With  a  complete  line  of  spunky  workgroup,  mid-range  and  high-end  servers, 
we  offer  power  galore  and  scalability  at  every  level.  Our  mighty  Starfire™  has 
mainframe-class  domain  partitioning  to  manage  independent  jobs  and  tasks. 
It  is  also  scalable  to  64  processors  and  has  60  TB  of  storage.  And  since  all  of  our 
servers  run  on  our  Solaris™  Operating  Environment,  performance  and  growth 
will  never  be  restrained.  In  the  end,  you  buy  less  hardware,  use  less  space, 
have  less  stuff  to  manage  and  — oh,  yeah  — save  money,  too.  If  this  all 
seems  to  make  those  other  servers  look  a  little  weak  in  the  talent 
department,  well,  that’s  purely  intentional.  For  help  with  server 
consolidation,  planning,  implementation  and  training, 
call  us  at  800-SUN-FIND  or  visit  www.sun.com. 


THE  NETWORK  IS  THE  COMPUTER.™ 


^Sun 

microsystems 


We’re  the  det  in  .com" 


.  .  ©1999  Sun  Microsystems.  Inc  AH  rights  reserved.  Sun,  Sun  Microsystems,  the  Sun  Logo,  the  Java  Coffee  Cup  Logo.  Starfire,  Solaris.  The  Network  Is  The  Computer  and  We  re 

JAVA  The  Dot  In  Com  are  trademarks  or  registered  trademarks  of  Sun  Microsystems,  Inc  in  the  United  States  and  other  countries,  www.sun.com 
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We  don’t  care  where  your  data  comes  from.  We  can 
store  it.  As  businesses  and  consumers  become  more 
connected  to  e-services,  volumes  of  new  data  will 
be  arriving  from  unimaginable  sources  and  across 
multiple  platforms.  Whether  from  mainframes,  UNIX  ~ 
based  systems  or  Windows  NT"  servers,  your  data 
needs  to  be  securely  stored  yet  readily  accessible  by 
you,  your  customers  and  your  business  partners. 
Introducing  HP  SureStore  E  — our  stress-free  storage 
solutions  backed  by  a  written  100%  customer  satis¬ 
faction  guarantee*  As  the  #!  UNIX  storage  provider, 
HP  now  delivers  stress-free  storage  solutions  across 
multiple  platforms,  helping  to  prepare  your  business 
for  the  e-service-based  economy.  For  more  information 
about  our  stress-free  SureStore  E  storage  solutions, 
visit  us  at  www.surestore-e.com. 

Stress-Free  Storage  for  the  next  E.  E-services. 
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LETTER  FROM  THE  EDITOR,  READER  FEEDBACK  AND  HOW  TO  REACH  US 


When  the  dust  from  the  transition  to  the  new  e-conomy  settles,  the  corporate 
landscape  will  be  strewn  with  the  carcasses  of  organizations  that  were  unable 
to  adapt.  Don't  let  yours  be  among  them. 


This  year’s  CIO- 100  issue  profiles  the  companies  that  will 
most  likely  not  only  survive  this  tremendous  transition 
but  be  stronger  because  of  it.  These  companies  think  fast, 

know  their  customers, 
innovate  madly,  attract  the 
very  best  people,  seize  the 
Web,  take  care  of  the  envi¬ 
ronment  and  completely 
reinvent  themselves  when 
necessary.  In  this  issue,  we 
celebrate  their  excellence 
and  share  with  you  the 
secrets  of  their  success. 

The  secret  of  our  suc¬ 
cess  in  producing  this 
issue  has  to  do  with  one 
of  those  attributes:  people.  A  magazine  lives  and  dies 
by  the  intellectual  capacity,  creativity  and  commitment 
of  its  staff.  CIO  is  fortunate  to  have  some  of  the  best  and 
brightest  in  magazine  publishing  today. 

The  00-100  is  one  of  the  most  ambitious  projects  we 
do  each  year.  Senior  Writer  Mindy  Blodgett,  who  wrote 
the  overview  article,  “Fast  Forward”  (Page  46),  led  this 
issue  from  start  to  finish.  Mindy,  who  works  a  reduced 
schedule  so  that  she  can  spend  more  time  with  her  baby 
daughter,  is  proof  positive  that  flexibility  in  the  workplace 
is  a  very  good  idea.  Her  commitment  to  this  project  never 
flagged,  even  as  the  issue  moved  on  to  editing  and  design. 

We  began  working  on  this  project  in  December  1998 
with  the  selection  of  a  theme  and  then  raced  forward  to 
recruit  the  judges,  research  the  nominees,  argue  the  mer¬ 
its  of  the  various  companies  and  select  the  top  100. 
Writers  and  editors  refined  story  ideas  in  March,  and 
then  went  on  to  research,  write  and  edit  them. 

Design  kicked  in  at  the  end  of  June.  While  much  of 


what  Senior  Graphic  Designer  Steve  Traynor  contri¬ 
buted  is  visually  obvious  (and  obviously  stunning),  he 
was  also  involved  in  a  lot  behind  the  scenes  that  made 
this  issue  the  powerful  package  it  is. 

There  were  so  many  people  involved  in  this  project, 
there’s  no  way  I  can  name  them  all.  But  a  few  stand  out. 
Lisa  Kerber,  editorial  operations  manager  (and  master  of 
the  timeline),  managed  the  awards  part  of  the  process 
and  gathered  the  winner  data  with  Administrative 
Assistant  Stacy  Hague.  Features  Editor  Sandy  Kendall 
worked  with  Mindy  to  coordinate  our  coverage.  And 
Managing  Editor  of  Production  Cheryl  Asselin  saw  to  it 
that  everything  we  wanted  to  do  was  actually  doable. 

Writers  have  their  bylines  on  their  stories,  so  you 
know  who  they  are,  but  a  whole  team  of  extremely  tal¬ 
ented  editors,  designers,  copy  editors  and  fact  checkers 
helped  make  this  issue  what  it  is.  Our  Web  team  devel¬ 
oped  exciting  content  for  cio.com — check  out  CIO 
Radio  to  find  out  what  the  winners  think  is  the  most 
important  attribute  for  21st  century  survival. 

This  year  for  the  first  time  we’re  celebrating  the 
CIO-1 00  at  a  live  event — the  CIO-1 00  Symposium  at  the 
Hotel  del  Coronado  in  San  Diego  from  Aug.  15  to  18. 
Marketing  Communications  Director  Marcy  Dill  worked 
with  the  editorial  department,  our  conference  group,  our 
sponsor  (Computer  Associates  International  Inc.),  the 
video  crew  and  the  artist  who  created  the  award  sculptures 
to  make  sure  the  entire  program  was  a  success.  Our  confer¬ 
ence  group  did  its  usual  incomparable  job  creating  a  killer 
event.  The  sales  force  sold  an  all-time  record  number  of 
ads,  and  our  production  department  bent  over  backward 
to  create  a  book  that  would  accommodate  the  extra  ads 
while  preserving  the  strength  of  the  editorial  package. 

From  all  of  us  at  CIO ,  we  hope  you  enjoy  this  issue. 
And  we  hope  to  see  you  in  the  21st  century! 


lundberg@cio.com 
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The  people/GartnerGroup  IT  compensation  study 
includes  data  from  leading  recruitment  firms. 

So,  not  only  will  you  know  how  your  current 
IT  professionals  compare  to  the  market,  you’ll 


also  know  what  future  hires  will  cost. 


However,  if  you  want  to  get  and  keep  your 
IT  professionals. ..it  takes  more  than  money. 
Our  study  will  also  give  you  research  based 
strategies  for  recruitment  and  retention  that 
you  won’t  find  anywhere  else. 


Count  on  the  world’s  leading  resource  on  IT 
human-capital.  Count  on  people ‘/GartnerGroup. 
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WHO’S  LAUGHING  NOW? 

I  am  very  disappointed  in  your  article 
by  Tom  Davenport  [“Millennial  Fruit¬ 
cake,”  CIO  Section  1,  June  1,  1999].  I 
have  your  excellent  Winter/Spring  1999 
Special  Issue  on  Y2K  and  have  read  it 
cover  to  cover.  In  contrast,  Professor 
Davenport,  in  the  pages  of  your  rep¬ 
utable  publication,  provides  a  whimsi¬ 
cal  piece  of  disinformation  lulling  more 
IT  professionals  into  complacency.  I’d 
like  to  know  his  basis  for  conjecturing 
the  worst  thing  we  will  have  to  worry 
about  is  a  screwy  VCR.  If  he  has  no 
facts  to  back  this  up  (and  I  don’t  mean 
official  statements  that  “we  expect  to 
be  finished”),  then  you  should  publish 
a  retraction.  This  is  the  height  of  irre¬ 
sponsible  journalism,  providing  your 
readers  with  what  they  want  to  hear 
rather  than  the  truth.  You  should  be 
ashamed. 

Daniel  Oromaner 

President 

The  Qualitative  Difference  Inc. 

Boulder,  Colo. 
guide@compuserve.com 

Thanks  for  the  lovely  essay  on  putting 
Y2K  in  perspective.  It  strikes  me  as  so 
silly  the  way  some  people  carry  on.  I  too 
plan  to  enjoy  the  New  Year’s  holiday, 
and  in  Finland  our  computer  systems  are 
well  prepared  to  meet  Jan.  1 ,  2000 — 
seven  hours  ahead  of  Boston. 

Harri  Laaksonen 
Pori  School  of  Technology  and 
Economics 
Pori,  Finland 
hurry@pori.tut.fi 

I  loved  your  article  about  the  Y2K  bug. 
The  presentation  of  the  different  social 
reactions  to  this  issue  was  brilliantly 
done,  with  the  perfect  humorous  back¬ 
ground.  People  need  to  put  this  entire 
issue  into  perspective. 

Having  said  that,  there  has  been  too 
much  hype  and  news  about  this 
“unknown,”  and  although  I  enjoyed 
your  article,  it  only  adds  to  the  mass 
media  frenzy  surrounding  this  subject. 

AM  Karbassi 
Account  Coordinator 
Initiative  Interactive 
Toronto,  Canada 
akarhassi@iicanada.com 
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FOOD  FOR  ERP 
THOUGHT 

Excellent  snapshot  of  ERP  [“What  Is 
ERP?”  CIO  Section  2,  May  15, 1999]. 
The  author  writes  that  “implementing 
the  software  in  a  company  usually 
involves  changing  business  processes,” 
and  he  cites  employee  resistance  as  a 
drawback  to  this  type  of  implementation. 
A  greater  drawback  may  be  losing  the 
competitive  edge  that  custom  systems 
have  given  an  organization.  Some  com¬ 
panies  have  spent  years  fine-tuning  their 
applications  to  allow  employees  to  do 
business  in  a  unique  way,  which  may  be 
the  very  difference  that  sets  them  apart 
from  their  competitors.  Selling  their 
modules  off  the  shelf  is  the  most  cost- 
effective  method  for  these  ERP  vendors, 
and  resistance  can  be  encountered  when 
trying  to  have  the  vendors  make  changes. 

Could  it  also  be  possible  for  our  com¬ 
petition  to  have  a  good  idea  of  how  our 
business  is  run  by  which  ERP  applica¬ 
tions  we  have  installed? 

Wayne  C.  Francis 
System  Administrator 
Electronic  Data  Systems  Corp. 

Denton,  Texas 
wayne_francis@email.moore.com 


BREAKING  the  code 

I  read  with  dismay  “A  Code  Day  in 
Hell”  [CIO  Section  1,  June  1,  1999].  I 
strongly  disagree  that  source  code 
escrows  are  practically  worthless  and 
that  liquidated  damage  clauses  should 
be  used  instead.  Although  liquidated 
damages  could  be  a  beneficial  addition 
to  a  contract,  it  should  rarely  be  a  sub¬ 
stitute  for  the  escrow  provisions. 

As  mentioned  in  the  article,  one  of  the 
main  reasons  that  a  software  vendor 
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The  horizon  widens 


Suddenly,  e-commerce  is  on  eveiyone's  horizon.  mm 

There's  no  historv.  No  training.  Nothing  but  opportunity.  Anti  Great  Plains  is  here  to  help.  With  a 

solution  today  that  completely  and  seamlessly  integrates  your  Internet  storclront  with  your  back  ollice  at 

linancial  and  distribution  systems.  See  how  we've  already  helped  companies  like  lpvsmarl.com  VJKCMI 
and  you'll  get  agood  idea  of  how  we  can  help.you.  Visit  vVvvw.grcalpltmis.com/econtmcrce.  5 1 
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may  fail  to  fix  problems  is  the  fact  that 
the  vendor  has  financial  problems  or  is 
going  out  of  business.  A  liquidated  dam¬ 
ages  provision  will  be  of  no  use  in  such 
a  case  because  the  vendor  knows  that 
liquidated  damages  will  not  be  recover¬ 
able.  A  properly  drafted  and  adminis¬ 
tered  source  code  escrow  provides  the 
only  practical  remedy  in  such  a  case 
because,  regardless  of  the  financial  via¬ 
bility  of  the  vendor,  the  source  code  can 
still  be  recovered  from  the  escrow. 

There  are  also  many  other  reasons 
(which  are  not  mentioned  in  the  article) 
that  a  source  code  escrow  is  more  effec¬ 
tive  than  a  liquidated  damages  provision. 

Robert  K.  Peddycord 
Partner 
Knight  &  Peddycord 
San  Diego 
rob@knight-peddycord.com 

As  a  commercial  technology  lawyer, 
Wayne  Bennett  earns  his  living  dispens¬ 
ing  sound  advice  to  his  clients,  but  any¬ 
one  who  heeds  his  advice  on  source  code 
escrow  is  taking  considerable  risks.  This 
article  is  riddled  with  errors,  misleading 
information  and  poorly  conceived  ideas. 

First,  Mr.  Bennett  wrongly  concludes 
that  the  beneficiary  of  a  source  code 
escrow  release  would  be  faced  with  the 
burdensome  prospect  of  paying  consul¬ 
tants  to  maintain  that  code  “forever.”  In 
my  13-year  career  working  with  the 
largest  technology  escrow  company  in 
America,  this  has  never  happened. 

The  intent  of  an  escrow  release  is  to 
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provide  clients  with  access  to  the  source 
code  so  that  they  can,  in  the  short  term, 
support  the  technology  themselves.  This 
gives  clients  the  breathing  room  they 
need  to  strategically  negotiate  a  deal 
with  a  new  vendor  while  the  mission- 
critical  functions  that  rely  on  the  tech¬ 
nology  can  continue  without  disruption. 

One  out  of  every  200  source  code 
escrow  deposits  are  released  at  DSI,  but 
most  escrow  release  requests  are 
resolved  before  a  release  occurs  because 
the  licensees  had  the  leverage  to  get  the 
technical  support  they  needed.  Second, 
Mr.  Bennett  assumes  that  if  source  code 
release  from  escrow  requires  third-party 
software  or  specialized  hardware,  the 
licensee  will  find  the  code  useless.  On  the 
contrary,  properly  structured  escrow 
deposits  include  detailed  documentation 
of  required  support  materials. 

Third,  Mr.  Bennett’s  ill-advised  alter¬ 
native  solution  to  escrow  is  to  stipulate 
in  the  software  license  agreement  that  the 
vendor  pay  an  enormous  sum  of  money 
if  it  fails  to  adequately  provide  technical 
support.  Good  luck  collecting  that  from 
a  vendor  who’s  just  filed  for  bankruptcy. 

John  Boruvka 
Vice  President  of  Sales  and  Marketing 
DSI  Technology  Escrow  Services 
Burlington,  Mass. 
jboruvka@dsiescrow.com 

GET  A  GRIP 

Excellent  work  on  your  baseball  article 
about  computerizing  our  national  pas¬ 
time  [“A  Whole  New  Ballgame  (Sort 
of),”  CIO  Section  1,  April  15, 1999].  As 
a  former  all-conference  college  player  and 
now  director  of  e-commerce  at  Oracle,  it 
was  very  interesting  to  read  about  the 
melding  of  technology  into  our  national 
pastime,  especially  the  way  you  tied  the 
IT  terms  to  the  baseball  terms.  I  did  take 
interest  that  both  of  your  IT  executives 
pictured  had  improper  knuckle  alignment 
while  gripping  the  bat,  and  [Bill]  Bolt’s 
top  hand  pressure  would  limit  proper 
wrist  action  on  the  swing.  Maybe  Bolt 
and  [Don]  Brown  should  see  their  respec¬ 
tive  batting  coaches  for  tips. 

James  Bondra 
Senior  Director  of  E-Commerce 
Oracle  Corp. 
Redwood  Shores,  Calif. 
jbondra@us.oracle.com 
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SOUND  OFF:  TAKING 
SIDES  ON  CRITICAL 
I.T.  ISSUES 

What  are  you  going  to  do  about 
faulty  software?  Are  you  taking 
viruses  seriously  enough?  Each 
week  we  take  a  stand  on  the  issues 
that  matter  to  you  and  give  you  the 
chance  to  sound  off. 
comment.cio.com 


ASK  THE  EXPERT 

Have  a  question  about  HR  best 
practices?  Pose  it  to  Robert  Hanig, 
vice  president  and  director  of 
Innovation  Associates,  an  Arthur 
D.  Little  company  based  in 
Waltham,  Mass.  Hanig  will  be 
available  through  Aug.  31  to  offer 
insight  on  how  companies  can 
develop  people  strategies  that 
increase  commitment  and  improve 
performance  at  all  levels  of  the 
workforce. 

asktheexpert@cio.com 


CIO  LEADERSHIP 
RESEARCH  CENTER 

Are  you  the  leader  you  need  to  be? 
Our  quizzes,  case  studies,  articles 
and  other  links  can  help. 
www.cio.com/forums/leadership 


INFRASTRUCTURE 
RESEARCH  CENTER 

Get  the  facts  on  how  information 
systems  operate. 
www. cio.com/forums/ 
infrastructure 
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CAN  YOUR  DATA  CENTER  DO  THIS? 
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Sequent  has  been  the  recognized  pioneer  in  Intel'  processor- based  data  centers  since  1983.  Our  robust,  highly  scalable  server  solutions  are 
leading  the  way  in  mainframe-alternative  systems  and  are  successfully  at  work  in  the  data  centers  of  thousands  of  leading  companies  worldwide. 
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WEB-ENABLED  OR  CLIENT/SERVER? 
CENTRALIZED  OR  DISTRIBUTED? 

YES, 


Just  consider  the  possibility  of  a  data  center 


to  react  to  change.  So  your  data  center  can  be 


Web-Enabled  and  Client/Server.  Run  both  UNIX 


and  Windows  NT  .  And, 


environment  where  you  could  not  make  a 


wrong  decision.  Where 


anxiety  is  replaced  by 


confidence.  Where  the 


answer  to  every  question 


one  data  center  solution 


makes  this  vision  a  true  reality:  Sequent" 


Our  revolutionary  Intel  processor-based 


systems.  Can  your  data  center  do  this?  Visit 


NUMACenter  and  NUMA-Q  server 


pentium®/// 
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us  at:  www.sequent.com/datacenter.htrnl 


technologies  give  you  unequaled  ability 


with  scalability  up  to  64 


processors  in  one  server, 


our  solutions  can  deliver 


the  kind  of  robust  high- 


end  performance  and 


reliability  that  seriously  questions  the  place  of 


proprietary  mainframe  and  RISC-based 
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Publishers  Note 


The  question  du  jour  I  get  from  users  and  vendors  is,  “How  will 
Y2K  affect  investments  in  other  areas  of  the  enterprise?  Will  users  lock  down 

all  non-Y2K  IT  spending,  head  for  the  digi- 
m  gjMZ-zQ  tal  bunkers  and  play  IT  defense  for  the  rest 

of  the  year?” 

Tom  Oleson  ( toleson@idc.com ),  lead 
analyst  on  Y2K  at  International  Data 
Corp.  (IDC),  doesn’t  think  so,  and  he’s  got 
the  research  to  prove  it.  IDC  recently 
interviewed  more  than  1,000  users  on  this 
topic,  and  the  results  are  listed  below. 

Oleson  also  points  out  that  56  percent 
of  the  respondents,  as  they  finish  Y2K 
efforts,  are  planning  new  enterprise 
application  projects,  and  35  percent  will 
initiate  new  Web-enabled  applications  in 
their  organizations.  The  IDC  study  pre¬ 
dicts  that  by  Dec.  31, 1999,  the 
increased  spending  on  these  new  initiatives  will  more  than  make  up  for  any 
spending  cutbacks  caused  by  Y2K. 

We  hear  a  lot  of  negative  press  about  Y2K.  Its  legacy,  however,  could  be 
quite  positive.  Remember  the  oil  embargo  of  the  1970s?  After  some  short¬ 
term  pain,  we  ended  up  with  more  fuel-efficient  cars.  Y2K  has  prodded  the 
entire  world  of  computing 
to  do  an  inventory  of 
infrastructure  and  applica¬ 
tions.  Legacy  applications 
and  hardware  no  longer  in 
use  have  been  retired. 

And,  as  IDC’s  numbers 
underscore,  users  are 
aggressively  planning  their 
infrastructures  for  the  new 
age  of  Internet  computing. 

So,  what  will  you  be 
doing  in  the  coming  four 
months?  Are  you  continuing  to  invest  in  technology  and  services  to  prepare 
your  corporation  for  the  new  millennium?  Or  will  you  be  locking  down  most 
non-Y2K  investments?  Send  me  an  e-mail. 


Gary  J.  Beach 
gary_beacb@cio.com 


Percentage  of  users  who  will  not  reduce  or 
defer  spending  on  the  following  technologies 


because  of  Y2K  efforts: 


Software  development  tools . 84% 

Internet,  extranet  and  intranet  projects  . . .  82% 

Networks  . 82% 

System  software  upgrades  . 81  % 

Host  hardware  upgrades . 80% 

End-user  hardware  upgrades  . 78% 

SOURCE:  IDC,  1999 
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Senior  Sales  Associate 
Sylvia  Weiler  •  415  693-5632 
Advertising  Sales  Associates 
Allison  Pierce  •  415  693-5630 
Sarajane  Robinson-Retondo 
415  693-1993,  Fax  415  398-4649 

SOUTHERN  CALIFORNIA 
Regional  Manager  /  Advertising  Sales 

Nancy  A.  Coy 

Senior  Sales  Associate 

Janis  Wikander  •  949  475-5579,  Fax  949  475-5583 

LIST  SERVICES 
List  Services  Manager 

Kathryn  A.W.  Grayson  •  508  935-4072 
List  Services  Sales  Associate 
Amy  McCabe -  508  935-4151 
800  859-5478,  Fax  508  872-8506 

ONLINE  SERVICES 
VP /Online  Sales 

Lisa  Brown  •  508  935-4470 
Online  Sales  Associate 
Michael  McPhee  •  508  935-461 1 

CUSTOM  PUBLISHING 
VP  /  General  Manager 

Ellen  Romanow  •  508  935-4796 


For  further  sales  information,  visit 

www.cio.com/marketing/salesoffices.html. 
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UNISYS 


We  eat,  sleep  and  drink  this 


©1999  Unisys  Corporation 


<3 

Sometimes  a  solution  comes  to  us  when  we're  not  really 
working  on  it.  That's  what  we  call  a  nice  break. 

It's  gratifying  when  things  fall  into  place.  As  it  did  for  the  people  at  Cathay  Pacific  Airways.  They 
wanted  to  deliver  an  even  higher  level  of  service  to  their  passengers.  So  we  installed  our  Customer 
Loyalty  System  to  let  them  track  individual  customer  travel  patterns  and  preferences.  Even  hobbies  and 
interests.  And  link  them  directly  into  the  new  Asia  Miles  frequent-flier  program.  When  our  clients  care  as 
much  about  their  customers  as  Cathay  Pacific  does,  we  simply  take  our  cue  from  them,  www.unisys.com 


stuff. 


In  business,  lost  data  means  bone-jarring  anguish.  So  protect  yourself.  Look  for  "DLTtape™"  or 
the  authorized  DLTtape  logo  mark  on  all  your  backup  drives  and  media.  It  stands  for  the  genuine 
article,  built  to  the  genuine  DLT™  standard.  It  says  you've  got  one  of  the  fastest,  most  reliable,  most 
scalable  data  backup  systems  in  the  business.  And  it  keeps  your 
DLTtape  warranty  in  one  piece.  Find  out  more  at  www.DLTtape.com.  (DXT 
It  may  very  well  keep  you  from  losing  your  most  valuable  possession. 


PHOTO  BY  WEBB  CHAPPELL 


In  My  Opinion 


This  year's  CIO-1 00  focus — succeeding  in  the  new 

millennium — is  an  appropriate  topic  for  all  CIOs  and  senior  management  to 
consider  in  light  of  the  Internet’s  profound  impact  on  business. 

Thanks  to  the  Internet,  the  business  side  now  pays  a  lot  more  attention  to 
the  IT  function.  Senior  executives  realize  that  the  Internet  is  radically  chang¬ 
ing  the  way  they’ll  do  business,  and  they  are  willing  to  invest  in  enterprisewide 

e-business  applications  as  a  way  of  get¬ 
ting  up  to  speed.  CIOs,  in  turn,  find 
greater  support  for  their  IT  initiatives 
when  they  package  them  as  a  way  to 
achieve  e-business  solutions.  But  just 
agreeing  that  e-commerce  is  the  way  to 
go  will  not  guarantee  success. 

CIOs  are  now  looking  to  satisfy 
management’s  sudden  desire  for 
e-business  applications.  The  Internet 
addresses  distributed  computing  for  an 
increasing  variety  of  businesses  by  pro¬ 
viding  a  universal  service  network 
infrastructure.  Most  CIOs  realize  that  there  is  a  growing  overlap  between  dis¬ 
tributed  enterprise  systems  and  Internet/intranet  systems,  and  have  begun  to 
embrace  distributed  computing  as  the  way  to  achieve  e-business  solutions. 

In  my  opinion,  in  the  rush  to  e-business  applications,  you  need  to  differenti¬ 
ate  between  small  Internet  systems  and  enterprise  Internet  systems.  You  can 
build  a  Web  site  or  small,  discrete  apps  without  a  distributed  computing 
infrastructure.  However,  once  you  start  to  build  a  large-scale  application, 
such  as  a  system  that’s  going  to  support  e-business,  you’ll  need  a  truly  dis¬ 
tributed  computer  architecture.  In  fact,  you’re  likely  to  use  the  Internet  to 
handle  your  network  communications. 

CIOs  who  want  to  thrive — not  just  survive — in  the  next  millennium  must 
look  to  the  Internet  and  build  the  necessary  IT  infrastructure  to  support 
e-commerce.  Companies  that  don’t  step  up  their  IT  investments  are  putting 
their  very  existence  in  jeopardy.  What’s  your  opinion? 


Look  for  the 
authorized  DLTtape™ 
logo  mark  on  all 
your  backup  drives 
and  media. 


Joseph  L.  Levy 
President  and  CEO,  IDG  Communications  Inc. 
jlevy@idg.com 


DLTtape  and  the  DLTtape  logo  are  trademarks  of 
Quantum  Corporation. 


http://www.cio.com 


“Two  and  a  half  years  ago,  we  took  one  of  the  most  mission-critical 
systems  in  the  U.S.  and  put  it  on  Windows  NT.  It  was  a  bold  decision 
at  the  time.  But  it’s  helped  us  lower  our  cost  per  transaction  by 
two-thirds.  In  fact,  I've  had  a  number  of  my  peers  who  had  gone  to 
UNIX  say  that  they  wished  they  had  done  what  we  did.” 

Steve  Randich,  CIO,  Chicago  Stock  Exchange 
on  choosing  Microsoft  Windows  NT  Server  4.0  over  UNIX 


.howstev  e  did  jjL  c 


©  1999  Microsoft  Corporation.  All  rights  reserved.  Microsoft.  Where  do  you  want  to  go  today?  and  Windows  NT  are  either  registered  trademarks  of  trademarks  of  Microsoft  Corporation  in  the  United  States  and/or  other  countfn- 
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Where  do  you  want  to  go  today? 


NEWS,  INSIGHT,  HUMOR,  REVIEWS 


Edited  by  Katherine  Noyes 


Catch  ’Em  Napping 


H.R.  INNOVATIONS 


_ Kids  know  (or  at  least  their 

teachers  do)  that  naps  and  recess  can  make  the 
day  run  more  smoothly.  Today  some  organiza¬ 
tions  are  taking  that  lesson  to  work  and  institut¬ 
ing  similar  sanctioned  breaks  for  their  employees. 

Though  still  a  limited  phenomenon,  new-age 
work  breaks  are  likely  to  gain  ground  among  the 
HR  innovations  that  companies  use  to  attract  and 
keep  scarce  labor,  say  Joyce  L.  Gioia  and  Roger 
Herman,  strategic  business  futurists  at  The 
Herman  Group  Inc.,  a  consultancy  in  Greensboro, 
N.C.  Already,  there  are  workplaces  with  such  poli¬ 
cies  in  place:  Recess  begins,  “and  off  they  go — 
some  take  walks,  some  work  out — and  45  minutes 


CCcompanies  that  think  E-COMMERCE  won't 
affect  their  BUSINESSES  are  wrong.  It  is  a 
shift  from  transactions  to  relationships  in  terms 
of  WORKING  with  the  customer.  The  old  RULES 
of  customer  SERVICE  don't  apply.^^ 


-Paul  Saffo,  a  futurist  and  research  director  with 
the  Institute  for  the  Future  in  Menlo  Park,  Calif. 


TIMELINE:  GREAT  MOMENTS  IN  H.R.  By  David  Rosenbaum 


later  they’re  all  back  at  their  desks, 
refreshed,”  Gioia  says. 

The  rationale  is  clear:  As  more 
employees  struggle  to  balance  per¬ 
sonal  and  work  responsibilities, 
they  spend  longer  hours  at  work 
and  the  stress  builds  up.  Though 
Gioia  and  Herman  estimate  that 
only  2  percent  of  American  busi¬ 
nesses  currently  have  officially  sanc¬ 
tioned  recess  or  nap  time,  “This  is 
something  that  could  catch  on;  it’s  a 
way  of  helping  people  balance  their 
lives,”  Gioia  says. 

For  more  on  HR  trends,  see 
“Invest  in  People,”  Page  84.  ■ 


1066 

Norman  Conquest. 

Brings  the  guild  system 
to  England,  spurring 
commerce  and  the  devel¬ 
opment  of  a  middle  class 
throughout  Europe. 


1215 

Magna  Carta.  Establishes  rule 
of  law.  Even  if  it  applied  only 
to  aristocrats,  it  was  a  start. 


YearO 

Creation.  "And  on  the 
seventh  day,  God  rested," 
thus  establishing  concept 
of  personal  day. 


73  B.C.E. 

Spartacus  leads  slave  revolt 
against  Rome.  Second  job  action, 
bloodier  and  less  successful  than 
the  first,  but  a  better  movie. 


Early  12th  Century 

Robin  Hood.  Takes  from  rich 
to  give  to  poor.  Idea  fails  to 
take  hold. 
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ILLUSTRATION  ABOVE  BY  PETER  FERGUSON;  TIMELINE  ILLUSTRATIONS  BY  KATHRYN  ADAMS 


Connect  the  dots. 


Problem 


85,000  minds 


Solution 


CONSULTING 


ASSURANCE 


©1999  Ernst  &  Young  up 


Trendlines 


Perks  and  Quirks 


BENEFITS 


For  this  year's  CIO-1 00  issue,  we  asked  our 
honorees  to  describe  some  perks  that  make  their 
companies  notable  and  alluring  to  prospective 
employees.  In  addition  to  salary  and  traditional  bene¬ 
fits,  companies  use  the  following  tactics: 

AlliedSignal  Inc.  spends  $150  million  yearly  on 
employee  training  and  provides  onsite  day  care  and  a 
fitness  center. 

Amazon.com  Inc.  allows  employees  to  bring  a  pet 
to  the  office. 

Bloomberg  LP  offers  revenue  sharing  based  on  the 
performance  of  the  company's  strongest  business  for 
all  employees,  regardless  of  division. 

Computer  Associates  International  Inc.  spends 
$25  million  yearly  on  employee  training  and  provides 

onsite  child  development 
centers,  free 


breakfast  and  dinner,  and  matching  charitable  gifts 
programs. 

Corning  Inc.  gives  employees  work-at-home  options 
with  cable  access  along  with  laptops  and  home  PCs, 
and  encourages  employees  to  wear  business-casual 
attire. 

Ernst  &  Young  LLP  touts  its  health  and  wellness  ser¬ 
vices,  pet-care  resource  and  referral  program,  adop¬ 
tion  services  and  a  pre-retirement  "lifestyle  plan¬ 
ning  program." 

Federal  Express  Corp.  gives  part-time  employees  full 
benefits. 

GreenMountain.com  Co.  hosts  concerts  for  employ¬ 
ees  with  top-name  performers  and  grants  flexible 
hours  to  promote  family  time. 

Marriott  International  Inc.  offers  flexible  workhours 
and  24-hour  child  care  in  some  locations,  wellness  and 
family  services  including  support  groups  and  a  special 
fathering  program,  and  transportation  subsidies. 
Millipore  Corp.  gives  new  mothers  in  its  U.S.  locations 
1 6  weeks'  maternity  leave  (1 2  weeks  at  full  pay)  and 
gives  new  fathers  four  weeks  of  paid  paternity  leave. 
Patagonia  Inc.  (see  "Turn  Green,"  Page  94)  provides 
onsite  child  care,  flexible  schedules  and  two-months' 
paid  child-care  leaves  for  both  mothers  and  fathers. 
PeopleSoft  Inc.  says  fun  is  one  of  the  company's  core 
values.  To  this  end,  the  company  provides  free  bagels 
and  pastries  three  times  a  week,  encourages  casual 
attire  and  supports  a  company  rock  band. 

-Mindy  Blodgett 


1450 

Johann  Gutenberg  is  first 
European  to  print  with  moveable 
type.  Ultimately  leading  to  forms, 
memos  and  copy  machines. 


Early  14th  Century 
Invention  of  modern 
mechanical  clock.  No 
clock,  no  hours.  No  hours, 
no  hourly  wages. 


1776 

Adam  Smith  publishes  "An  Inquiry  into 
the  Nature  and  Causes  of  the  Wealth  of 
Nations."  Posits  an  "invisible  hand"  guiding 
individuals'  actions,  not  anticipating  that 
the  invisible  hand  belongs  to  Bill  Gates. 


1776 

Declaration  of  Independence. 

All  men  are  created  equal?  Tell 
that  to  the  boss. 


1793 

Eli  Whitney  invents  the 
cotton  gin.  Industrial 
Revolution  generates  sweat¬ 
shops,  child  labor,  labor 
unions  and  union  unrest. 


1789 

Bastille  falls; 
French  Revolution 
begins.  The  boss 
loses  his  head. 
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ILLUSTRATION  BY  PETER  FERGUSON 


www.sas.com/erp 


E-mail:  cio@sas.com 


919.677.8200 
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There’s  an  Easier  Way  to  Reach  Your  SAP  Data. 


The  SAS®  Data  Warehousing  and  Decision  Support  Solution 

Is  the  Real  Breakthrough. 


You’re  ready  to  start  reaping  a  return  on  your  ERP 
investment.  You’re  set  to  turn  your  operational  data  into 
information  that  supports  strategic  decision  making. 
But  first  you  need  to  go  get  the  data.  And  you’re  tired 
of  waiting  for  a  way  to  get  inside. 

SAS  software— from  the  world’s  leader  in  data 
warehousing  and  decision  support— lets  you  gain 
immediate  access  to  SAP  AG’s  R/3,  or  any  other  data, 
right  now.  Together  with  capabilities  for  transforming 
raw  data  into  real  business  intelligence— and  true 
competitive  advantage. 

Visit  us  at  www.sas.com/erp  for  more  information 
and  to  request  our  free  guide:  Maximizing  Return 
on  Your  SAP  AG  R/3  Investment.  Or  give  us  a  call 
at  919-677-8200. 


♦  Access,  consolidate,  and  integrate  corporate  data 
whatever  its  source  —  R/3,  other  ERP  systems, 
or  other  data  sources 

♦  Arrive  at  profitable  decisions  using  data  mining 

♦  Build  competitive  advantage  through  customer 
relationship  management,  balanced  scorecard, 
and  more 

♦  Fully  Web  enabled 

♦  Year  2000  and  Euro  compliant 


♦  Platform  independent 

♦  Strategic  partnerships 


SAS  Institute  Inc.  The  Business  of  Better  Decision  Making. 

In  Canada,  phone  1-800-363-8397.  SAS  is  a  registered  trademark  of  SAS  Institute  Inc.  Copyright  ©  1998  by  SAS  Institute  Inc. 


he  EvoWinfe 

Service* 

Landscape 


Get  off  the  ledge  and  go  to 
www.inacom.com/services 


for  a  FREE  copy  of  "The  Evolving  Services 
Landscape"  —  a  map  for  navigating  the  IT  revolution,  with 
insights  into  key  service  trends  and  leading  practices.  No 
matter  what  your  IT  dilemmas,  Inacom  offers  a  full  range  of 
distributed  technology  infrastructure  services  and  solutions. 


pushed  you  to  the  edge? 
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Our  team  helps  you  manage  your  complete  distributed 
computing  environment  and  facilitates  migration  to  new 
technologies  —  letting  you  focus  on  taking  your  company 
to  the  top.  Inacom.  Changing  the  way  you  handle  the 
distributed  technology  infrastructure. 


Trendlines 


INNOVATION 


Got  a  nag¬ 
ging  feeling  that  you're  taking 
too  many  risks  in  your  busi¬ 
ness — or,  worse,  not 
enough?  Put  that  hunch 
to  the  test  with  the  new 
Risk  Exposure  Calculator. 

Developed  by  Harvard 
Business  School  profes¬ 
sor  and  research  director 
Robert  Simons,  the 
Risk  Exposure 
Calculator  is  a  sim¬ 
ple  self-test  that 
gauges  a  company's 
level  of  riskto  determine 
whether  the  organization  is,  atone 
extreme,  flirting  with  disaster  or,  at  the 
other,  failing  to  foster  the  innovation 
necessary  to  be  successful.  Simons 
devised  the  calculator  over  a  period  of 
about  six  years  during  which  he  studied 
the  successes  and  setbacks  of  compa¬ 
nies  that  had  achieved  rapid  growth.  "I 
found  that  people  were  being  caught 
unaware  [by  risk],"  Simons  says.  "Their 
companies  had  grown  and  business  was 
very  good,  but  sometimes  along  the  way 
they  had  forgotten  some  of  the  little 
details  necessary  to  keep  business  run- 


Off  the  Shelf 


HOMAN  Mi 


IN  THIS  ISSUE,  WE’RE  HONORING  THE  100 
companies  we  believe  are  best  positioned  to 
succeed  post-2000.  We  looked  for  companies 
that  are  creatively  and  strategically  using  their 
people  in  order  to  gain  competitive  advantage.  The 
following  recently  published  books  expound  on  this  basic 


4  better  Way 
TO  THINK 

''bout  Business 


All  About  People 


theme: 


Beyond  Productivity:  How  Leading  Companies  Achieve  Superior 
Performance  by  Leveraging  Their  Human  Capital  by  Gregory  G.  Dess 
and  Joseph  C.  Picken,  AMA  Publications,  1999.  Read  this  book  to 
learn  how  to  maximize  the  performance  of  your  employees.  It  covers 
such  issues  as  how  to  recruit  talent,  how  to  assess  your  organization’s 
potential  for  leveraging  human  capital,  and  how  to  ease  individual  and 
organizational  learning. 

Human  Capital:  What  It  Is  and  Why  People  Invest  It  by  Thomas  O. 
Davenport,  Jossey-Bass  Inc.,  1999.  Explores  the  notion  of  the  worker 
as  investor,  in  which  the  worker  is  a  free  agent  with  growing  power  in 
the  negotiation  for  labor.  Davenport  describes  the  practices  of 
companies  that  successfully  use  their  human  capital  and  know  how  to 
direct  it  to  areas  critical  for  marketplace  leadership. 

The  Passionate  Organization:  Igniting  the  Fire  of  Employee 
Commitment  by  James  R.  Lucas,  AMA  Publications,  1999.  This  book 
argues  that  companies  need  to  instill  passion  in  their  employees. 
Toward  that  end,  it  aims  to  reveal  tricks  that  can  help  bring  together  a 
diverse,  feisty  staff  and  pull  from  them  their  best.  These  tips  include 
how  to  align  organizational  goals  with  employees’  personal  passions  as 
well  as  how  to  tell  whether  employees  are  truly  passionate  about  a 
company  and  their  role  in  it. 

A  Better  Way  to  Think  About  Business:  How  Personal  Integrity  Leads 
to  Corporate  Success  by  Robert  C.  Solomon,  Oxford  University  Press, 
1999.  This  author  argues  that  business  ethics  is  not  a  contradiction  in 
terms.  He  writes  that  corporations  are  members  of  the  larger 
community  and  that  without  a  base  of  shared  values  and  trust,  today’s 
national  and  international  business  world  would  fall  apart. 

-Mindy  Blodgett 
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1836 

Massachusetts  legislature 
passes  first  child-labor  law. 

Not  anticipating  12-year-old 
Internet  millionaires. 
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1848 

Karl  Marx  and  Friedrich 
Engels  publish  The 
Communist  Manifesto. 
"Workers  of  all  countries, 
unite!"  Good  idea,  bad 
follow-through. 

1865 
Ratification  of  the 
13th  Amendment. 

Slavery  finally 
snuffed  out  in  the 
United  States. 


1  5,  1999 


1894 

New  Zealand  parliament 
passes  first  minimum- 
wage  law.  Things  looking 
up  Down  Under. 


1933 

Out  of  the  Depression,  on  to  the 
New  Deal  and  beyond.  Producing 
federal  wage  and  hour  laws,  Occupa¬ 
tional  Health  and  Safety  Administra¬ 
tion  (OSHA),  etc.  Good  time  for  HR. 


1939 
Rosie  the  Riveter 

Men  go  to  war- 
women  go  to  work. 
Things  will  never  be 
the  same. 
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Resourceful. 

Discovering  new  ways  to  achieve  competitive  advantage. 

In  today’s  rapidly  evolving  business  environment,  your  operations  can  never  be  too  efficient. 

To  stay  ahead  of  the  competition,  you  need  to  leverage  every  resource  to  its  fullest  potential. 

For  more  than  18  years,  the  world’s  most  innovative  companies  have  trusted  BMC  Software 
to  help  them  gain  maximum  business  advantage.  By  making  the  most  of  their  critical  IT 
resources,  we’ve  been  able  to  turn  technical  challenges  into  opportunities  —  and  transform 
cost  centers  into  engines  of  profit. 

Our  customers  know  that  BMC  Software  has  the  enterprise  experience,  technical  know-how 
and  world-class  service  to  keep  them  at  the  forefront  of  business  innovation. 

From  e-commerce  to  data  warehousing,  BMC  Software  has  the  solutions  to  ensure  that 
all  your  critical  resources  operate  at  peak  efficiency  and  availability.  So  you  can  turn  existing 
resources  into  powerful  competitive  advantages  —  and  achieve  your  business  potential. 

800  408-4810  |  www.bmc.com/info  <  bmcsoftware 


Assuring  Business  Availability 


Trendlines 


ning  properly." 

To  determine  the  level  of 
risk,  the  calculator  totals  indi¬ 
vidual  scores  on  three  key  top¬ 
ics — growth,  culture  and  infor¬ 
mation  management — asking 
executives  to  rate  their  busi¬ 
nesses'  levels  of  pressure  in 
such  areas  as  rate  of  expansion, 
level  of  internal  competition, 
and  transaction  complexity 
and  velocity.  When  tallied,  a 
final  score  of  nine  to  20  points 


falls  within  the  safety  zone  of 
low-level  risk,  while  21  to  34  is 
the  caution  zone  and  35  to  45  is 
the  ominous  danger  zone. 

Of  course,  "safety"  isn't 
always  the  best  place  for  a  com¬ 
pany  to  be  and  "danger"  isn't 
necessarily  the  worst.  Some¬ 
times,  Simons  says,  business 
executives  see  their  low  scores 
and  realize  they  aren't  taking 
enough  risks — calculated  risks, 
that  is — to  be  innovative  and 


achieve  growth.  (For  more  on 
innovation,  see  "Unleash 
Innovation,"  Page  1 1 0.)  And 
leaders  who  are  flush  with  their 
companies'  success  suddenly 
blush  when  they  realize  that 
maybe  they're  taking  too  many 
risks  and  could  be  in  danger 
from  within.  Two-thirds  of  com¬ 
panies  score  in  the  midrange  of 
the  risk  levels,  Simons  says, 
leaving  executives  to  ponder 
whether  to  retreat  to  safety  or 


plunge  headlong  into  danger. 

The  fun  part  about  the  Risk 
Exposure  Calculator  is  watching 
people  quiz  themselves, 

Simons  says:  "You  can  see  them 
squirming."  And  although  indi¬ 
vidual  scores  vary,  he  says,  peo¬ 
ple's  reactions  are  almost  invari¬ 
able.  "Typically,  they  say,  'I  had 
this  nagging  feeling  there  was 
something  I  needed  to  worry 
about,  but  I  didn't  know  where 
to  I oo k.'"  -Tom  Field 


Foods  for  Thought 


CUSTOMER  CONNECTIONS 


Veggies  and  tofu 
We  eat  them, 
and  then  we  shine 
The  light  is  within 

Zen  naturalist  poetry?  No,  food  haiku  from 
Wholefoods.com,  a  quirky  e-commerce  site  and 

online  community  for  natural  food  enthu- 
©/Ti^  siasts.  The  site,  which  debuted  in 
March,  is  the  e-presence  of  CIO- 
100  honoree  Whole  Foods 
Market  Inc.  and  is  designed  as 
an  extension  of  the  popular 
cork  bulletin  boards  featured 
at  many  of  the  company’s 
physical  stores. 
Wholefoods.com  features 
interactive  forums,  hosted  by 
Well  Engaged  LLC,  where  mem¬ 
bers  talk  about  issues  as  wide-ranging 


as  food  allergies  and  recipes  for  octopus  pilaf.  Talk 
City  Inc.  regularly  hosts  live  celebrity  chat  events  for 
Wholefoods.com,  and  the  site  features  the  online 
magazine  Whole  Living.  Customers  can  set  up  per¬ 
sonal  shopping  lists;  eventually  the  site’s  search 
engine  will  have  the  added  capability  of  filtering  their 
choices  to  avoid  particular  ingredients — peanuts,  for 
example,  for  those  allergic  to  them. 

According  to  John  Fischer,  Wholefoods.com’s 
director  of  marketing  in  Austin,  Texas,  the  company 
deliberately  established  Wholefoods.com  as  an  online 
community,  not  an  electronic  supermarket.  “This  is 
really  about  understanding  that  your  customers  have 
needs  other  than  consuming  products,”  he  says.  “We 
are  giving  value  that  is  important  to  them.  And  if  you 
do  it  well,  it  will  help  your  bottom  line.” 

It’s  still  too  early  to  tell  what  effect  the  site  will 
actually  have  on  Whole  Foods’  bottom  line,  but  it’s 
a  safe  bet  that  anyone  who  visits  it  will  come  away 
hungry.  ■ 


1972 

E-mail  inventor  Ray  Tomlinson  sends 
first  e-mail  message  over  the  Arpanet. 

Widespread  use  of  voice  mail,  fax 
machines,  cell  phones  and  pagers  not 
long  to  follow.  So  long,  free  time. 


1993 

HarperBusiness  publishes  Reengineering 
the  Corporation  by  Michael  Hammer  and 
James  Champy;  Peter  de  Jager's  "Dooms¬ 
day  2000"  article  in  Computerworld  calls 
attention  to  the  year  2000  problem. 

Not  a  good  year  for  HR. 


1946 

ENIAC,  first  all-electronic  digital 
computer,  plugged  in  at  the 
University  of  Pennsylvania. 
What  a  boon  to  HR-kind!  The 
nature  of  work  changes  forever. 


1990 

Tim  Berners-Lee,  a  fellow  at  the 
particle-physics  lab  CERN  in  Geneva, 
demonstrates  the  first  World  Wide 
Web  server  and  the  first  Web  client. 

Big  changes  in  store  for  corporations. 


1999 
Catbert,  evil  HR 
director.  Waiting 
for  Y2K.  Maybe 
we'll  start  all 
over  again. 
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XEROX  Tlie  Document  Company,  the  digital  X.  Keep  the  Conversation  Going  Share  the  Knowledge,  and  Document  Centre  are  trademarks  of  XEROX  CORPORATION  36  USC  380 
Th.s  model  may  contain  some  recycled  components  that  are  reconditioned 
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www.xerox.com 


You  don’t  want  anything  to  slow  down 
your  network.  The  Xerox  Document 
Centre  family  delivers  on  the  promise 
that  a  digital  system  can  boost 
productivity  and  enhance  the  value  of 
your  network.  Best  of  all,  it  allows  work¬ 


groups  to  go  from  paper  to  digital 
and  back  again.  It’s  also  easy  to  install 
and  maintain.  And  as  an  investment 
it  provides  reliability  and  flexibility. 
It’s  not  a  peripheral,  it’s  the  platform 
that  will  keep  your  business  on  track. 


KEEP  THE 

CONVERSATION 

GOING. 

SHARE  THE 
KNOWLEDGE. 
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CONNECT  A  XEROX  DOCUMENT 
CENTRE  TO  YOUR  NETWORK.  PRINT 
FROM  ANY  PC  OR  MAINFRAME. 
SCAN  TO  E-MAIL  OR  ANY  WEBSITE. 
HOLD  ON,  PRODUCTIVITY  IS  ABOUT 
TO  TAKE  OFF. 


THE  ENTERPRISE  IS  DEMANDING 
MORE  FROM  YOUR  NETWORK. 
TOO  BAD  YOUR  PERIPHERALS 
CAN'T  KEEP  UP. 
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new  Microsoft®  Office  2000,  collaboration  no  longir  nr 
ered  in  e-mails  or  sifting  through  multiple  versions  of  docurne 


30  makes  if 


users  to  create  team  intranets  where  they  can  consolidate  all  their  best  ideas  and 
post  key  documents.  It  also  gives  teams  the  ability  to  have  in-line  discussions  within  those 
documents.  Plus,  it  allows  you  to 
you 


servers,  giving 
ammMmual*  |n  multiple- 


locations.  So  even  while  users  are  collaborating  more,  you'll 
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control  than  ever  before.  To  learn  how  Office  ’ 
your  intranet  to  life,  go  to  www.microsoft.c< 


Now  with  Microsoft  Office  2 
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Help  teams  consolidate  their  best  ideas  and  post  key  documents  to  an  intranet  site 
Easily  turn  ordinary  file  servers  into  Web-based,  team  collaboration  platforms 
Enable  team  members  to  be  automatically  notified  by  e-mail  about  project  changes 


C  1999  Microsoft  Corporation.  All  rights  reserved.  Microsoft,  the  Office  logo  and  Where  do  you  want  to  go  today?  are  either  registered  trademarks  or  trademarks  of  Microsoft  Corporation  in  the  United  States  and/or 
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Expert  Advice 

LESSONS  LEARNED  FROM 


Risk  Watch 


CIOs  must  master  the  political  as  well  as  the 
technical  to  lead  in  the  next  millennium 


BY  ERIC  K.  CLEMONS 

IN  A  VERY  DARWINIAN  WAY,  To¬ 
day’s  CIOs  have  been  shaped  by 
the  challenges  they  have  met  and 
survived  over  the  preceding 
decades.  They  are  the  product  of 
a  brutal  selection  process,  the  best  of 
the  best.  And  yet  it  is  immediately  clear 
that  the  challenges  facing  organiza¬ 
tions  in  the  current  business  environ¬ 
ment  have  changed,  and  thus  the  chal¬ 
lenges  facing  CIOs  have  changed. 
Consequently,  the  very  skills  that  have 


been  honed  and,  more  powerfully, 
have  been  the  basis  of  CIO  success, 
may  now  be  inappropriate.  In  brief, 
the  risks  have  changed,  and  the  CIO 
has  not.  The  CIO  will  need  to  take  his 
or  her  place  in  the  coming  millennium 
as  a  company  leader  rather  than  a 
specialist. 

The  new  challenges  have  less  to  do 
with  the  operation  of  the  IS  organi¬ 
zation  and  more  to  do  with  the  rela¬ 
tionships  between  IS  and  the  rest  of 


the  organization.  Consequently  they 
have  less  to  do  with  cost-effective  sys¬ 
tems  development  and  more  to  do 
with  vision,  with  transforming  the 
company  and  with  preparing  the 
company  to  operate  in  the  business 
environment  in  the  coming  decades. 
The  changing  nature  of  the  risks  that 
threaten  any  strategic  systems  effort 
has  been  the  catalyst  for  pushing  the 
CIO  into  the  role  of  leader. 

The  Changing  Risk  Profile 

Historically,  a  good  systems  manager 
was  capable  of  managing  the  greatest 
of  the  risks  that  she  faced,  including 

■  Financial  risk.  The  danger  that  the 
cost  of  the  system  would  exceed  any 
reasonable  financial  payoff.  This  was 
often  due  to  lateness  in  delivery  or 
cost  overruns. 

■  Technical  risk.  The  intended  sys¬ 
tem  could  be  beyond  the  capability  of 
the  technology.  Hardware  was  slow 
and  limited  in  size;  database  man¬ 
agement  systems  were  unproven  and 
unreliable. 

■  Project  risk.  The  hazards  associated 
with  failure  to  understand  testing,  sys¬ 
tems  integration,  systems  conversion 
or  database  installation.  These  were 
caused  by  lack  of  project  management 
skills. 

This  certainly  held  true  when  hard¬ 
ware  core  memory  measured  in  kilo¬ 
bytes  and  total  DASD  capacity  mea¬ 
sured  in  megs;  with  cycle  speed 
euphemistically  measured  in  SIPS  (sev¬ 
eral  instructions  per  second),  capacity 
was  limited.  Today’s  laptops  come 
equipped  with  faster  processors  and 
more  RAM  than  MIT  had  in  total 
when  I  graduated,  and  more  disk 
capacity  on  a  single  Zip  drive  than  on 
all  the  mainframes  on  campus — and 
for  only  a  couple  of  thousand  dollars. 
Times  and  technology  have  changed. 
Risks  have  changed  as  well.  Financial, 
technical  and  project  risk  have  all 
declined  in  significance. 

And  yet  the  CIO’s  position  entails 
no  less  risk,  as  even  the  most  casual 
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Expert  Advice 

examination  of  CIO  turnover  will  un¬ 
derscore.  Today’s  strategic  develop¬ 
ment  efforts  still  fail,  but  for  different 
reasons.  That  is,  current  strategic  sys¬ 
tems  efforts  are  hampered  by  a  very 
different  risk  profile.  Here  are  two 
examples. 

■  Functionality  risk.  Systems  efforts  fail 
because  we  don’t  know  the  require¬ 
ments  when  we  start  designing.  Indeed, 
sometimes  we  do  not  know  systems 
requirements  even  when  we  complete 
our  first  round  of  implementation. 
What  will  online  trading  look  like  in 
two  or  three  years?  What  will  con¬ 
sumers  want  from  online  shopping, 
and  how  will  product  “market  bas¬ 
kets”  be  sold  to  them?  What  form  of 
strategic  alliances  among  manufactur¬ 
ers,  service  and  support  personnel, 

Increasing  incentives 
may  only  cause  your 
colleagues  to  take  the 
wrong  actions  more 
quickly  and  more  urgently. 

retailers  and  logistics  companies  will 
emerge?  The  answers  to  these  ques¬ 
tions  may  not  be  known  for  years,  but 
they  will  determine  systems  require¬ 
ments.  Companies  without  appropri¬ 
ate  systems  may  fail. 

■  Political  risk.  Systems  efforts  fail  be¬ 
cause  our  colleagues  want  them  to  fail. 
Insurance  agents  will  resist  online  distri¬ 
bution  if  they  fear  it  will  end  their  jobs. 
Brokers  in  traditional  companies  may 
resist  online  trading  if  it  will  reduce  their 
earnings.  Airlines  and  travel  agencies 
may  resist  systems  that  enable  consumers 
to  obtain  tickets  at  the  lowest  possible 
price,  which  may  reduce  profits. 

Why  have  functionality  and  political 
risks  increased?  Principally  because  the 
speed  of  change  in  the  competitive  envi¬ 
ronment  has  also  increased.  It  is  harder 
to  accurately  predict  what  technology 
will  be  needed,  with  enough  lead  time  to 
develop,  test  and  install  it.  Likewise, 
organizational  changes  have  to  be  made 
before  employees  are  ready  to  adopt 
them;  downsizing  or  the  redefinition  of 
skill  sets  required  to  retain  a  position 


occur  before  employees  are  ready  to 
retire  or  before  they  have  time  to  develop 
the  new  skills. 

Much  of  the  IT  strategy  literature 
deals  with  functionality  risk:  By  pre¬ 
paring  a  better  strategic  plan  and  by 
better  understanding  the  future,  it  is 
hoped  that  we  can  ensure  successful 
implementation.  This  rationalist  view 
reflects  the  biases  of  most  of  us  who 
went  into  computing.  When  you  find 
the  right  answer,  the  program — and  the 
organization — will  respond.  We  focus 
here  on  political  risk  and  leadership 
precisely  because  they  have  been  less 
widely  studied  and  internalized  by  the 
systems  community. 

Understanding  Political  Risk 

Increasingly,  implementations  fail  be¬ 
cause  organizations  cannot  successfully 
complete  a  strategic  business  transfor¬ 
mation  effort.  Somewhere  along  the 
way,  between  analysis  and  installation, 
something  goes  awry  with  the  people  in 
our  organizations.  When  faced  with  this 
problem,  many  managers  blame  col¬ 
leagues’  lack  of  understanding.  This 
rationalist  presumption  can  be  summa¬ 
rized:  If  they  are  not  following  instruc¬ 
tions,  they  do  not  understand  the  sig¬ 
nificance  of  the  problem  I  am  trying  to 
solve. 

The  simple  parable  of  the  Christmas 
goose  helps  clarify  that  a  lack  of  coop¬ 
eration  may  not  be  due  to  lack  of 
understanding.  The  goose  is  disap¬ 
pointing  us;  she  is  not  eating,  and  she 
remains  too  thin.  Would  explaining  her 
role  in  the  Christmas  celebration  help 
us  get  her  to  eat?  Would  a  better  expla¬ 
nation  of  the  importance  of  the  family 
holiday  help  us  fatten  her  up?  We  can 
be  sure  that  if  the  goose  understood 
our  plans  for  Christmas  she  would  not 
cooperate.  Her  lack  of  enthusiasm  is 
not  produced  by  a  lack  of  understand¬ 
ing,  and  a  better  explanation  will  not 
produce  better  compliance! 

Some  failed  transformation  efforts 
are  due  to  resistance,  and  this  resis¬ 
tance  is  frequently  caused  by  a  rational 
desire  of  colleagues  to  do  what  is  best 
for  themselves  rather  than  what  is  best 
for  the  company.  This  is  called  a  prin¬ 
cipal-agent  problem;  the  decision 
maker,  as  an  agent  of  his  employer,  still 
does  what  is  best  for  himself  and  not 


for  the  employer,  the  principal.  In¬ 
surance  agents  will  resist  direct  distri¬ 
bution,  account  executives  will  resist 
systems  that  allow  investors  to  bypass 
them  and,  in  general,  employees  will 
resist  changes  that  devalue  their  exist¬ 
ing  skill  sets. 

Still,  failure  is  sometimes  caused  by 
bounded  rationality.  Some  colleagues 
really  do  not  understand  what  is  re¬ 
quired  or  why,  and  they  are  unable  to  act 
appropriately. 

Managing  Political  Risk 

Diagnostic  skill  becomes  a  leadership 
quality,  for  a  correct  diagnosis  of  resis¬ 
tance  will  be  critical  to  improving  the 
behavior  and  the  performance  of  col¬ 
leagues.  If  an  employee’s  behavior  is 
driven  by  principal-agent  problems, 
explaining  the  situation  carefully — like 
teaching  the  goose  about  Christmas — 
will  only  make  the  problem  worse. 
Alternatively,  if  the  problem  is  caused  by 
a  failure  to  understand,  increasing  incen¬ 
tives  will  cause  your  colleagues  to  take 
the  wrong  actions  more  quickly  and 
more  urgently. 

Bounded  rationality — failure  of  un¬ 
derstanding — can  have  many  forms. 
Perhaps  the  two  most  prevalent  are  fail¬ 
ure  to  perceive  the  need  to  change  and 
failure  to  understand  the  nature  of 
change  required.  The  former  often  oc¬ 
curs  because  we  become  programmed 
by  our  history  of  success.  Just  as  a  lab¬ 
oratory  pigeon  in  a  Skinner  box  can  be 
trained  to  peck  at  the  cross  on  the  right 
to  receive  a  kernel  of  corn,  a  floor 
broker  can  be  trained  to  trade  on  the 
floor  of  the  New  York  Stock  Exchange 
to  receive  his  high  salary  and  bonus. 
Moreover,  just  as  the  pigeon  will  con¬ 
tinue  to  peck  at  the  cross  long  after  the 
experimenter  has  changed  the  program 
and  stopped  the  reward  for  previous 
behavior,  the  floor  broker  will  disregard 
signals  that  his  environment  has 
changed  and  will  continue  with  the  pro¬ 
gram,  trying  to  earn  his  living  on  the 
floor.  The  other  common  failure  to 
understand  often  occurs  simply  be¬ 
cause  of  the  complexity  of  the  change 
required,  the  degree  to  which  it  differs 
from  current  operations  and  the  speed 
with  which  complexity  and  uncertainty 
must  be  resolved. 

Bounded  rationality  is  easier  for  most 
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The  need  for  computing  independence 
has  never  been  greater! 

That’s  why  Citrix®  iForum’99 "  is  this  year’s  must-attend  conference.  Learn  more 
about  server-based  computing  and  the  independence  it  offers  to  enterprises 
of  all  sizes.  Find  out  how  to  consistently  create  competitive  advantages  in  a  global 
market,  driven  by  the  Internet,  e-business,  new  applications  and  new  technologies. 


Keynote  —  Robert 
Carter,  Corporate 
Vice  President  and 
Chief  Technology 
Officer  of  FDX  Corp 
holding  company 
for  Federal  Express. 
Maintaining  a  competitive 
advantage,  while  simul¬ 
taneously  improving 
productivity,  customer  care  and  the  bottom 
line,  are  key  to  FDX  Corporation.  Hear  first¬ 
hand  how  server-based  computing  is  playing 
a  critical  role  in  helping  FDX  Corporation  to 
align  IT  with  its  business  imperatives. 

Keynote — Jostein 
Eikeland,  President 
and  Founder, 
Telecomputing  Inc., 
an  Application 
Service  Provider 
with  a  track  record 
of  success. 

The  Application 
Service  Provider 
(ASP)  Industry  is 
red  hot.  Jostein  will  share  his  secrets  of  how 
Telecomputing  has  used  server-based  computing 
to  deliver  consistent,  top-quality  results  for 
over  50  organizations  in  180  locations. 


CITRIX 

Now  everything  computes 
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Telecomputing 


Keynote  —  Stan 
Davis,  Author  of 
Blur:  The  Speed 
of  Change  in  the 
Connected  Economy. 
Today’s  businesses  have 
been  catapulted  into 
unprecedented  transitions 
due  to  “connectivity, 
speed  and  the  growth  of  intangible 
value.”  Stan  will  explain  what  it’s  going  to 
take  to  compete  at  the  speed  of  change. 

More  Successes 

Three  information-intensive  tracks  will  give 
you  real  success  stories  and  real  knowledge. 

Track  1 — The  Role  of  IT  in  Business  Imperatives. 
Real  stories  on  how  IT  is  delivering  on  the 
promise  of  helping  to  generate  top  line  revenues, 
enhance  profitability  and  improve  customer 
care.  And  how  server-based  computing  is  key. 

Track  2 — Real  World  Solutions.  The  power 
of  single-point  management  of  applications  and 
servers.  The  advantages  of  reliable  performance 
and  security.  The  tangible  benefits  of  lower 
total  cost  of  application  ownership.  Get  the 
details  from  the  people  who  have  already 
experienced  it  all. 

Track  3 — Technology  Insights.  Straight  talk 
on  how  to  achieve  99.999%  uptime,  deploy 
applications  at  record  speed,  and  rapidly 
develop  applications  for  server-based 
computing  environments. 

More  Insights 

Why  are  96  of  the  Fortune  100  already  using 
Citrix  server-based  solutions?  How  are  Citrix 
solutions  enabling  Internet,  e-business  and  ASP 


initiatives  around  the  globe?  Find  out  during 
the  keynotes  by  Mark  Templeton,  President  and 
CEO,  Citrix  Systems,  Inc.,  and  Ed  Iacobucci, 
Founder  and  Chairman,  Citrix  Systems,  Inc. 

More  Innovations.  Over  60  Exhibitors! 

Learn  more  about  server-based  solutions  with 
new  product  introductions,  demonstrations, 
and  informative  Q  &  A  sessions.  Hear  from 
event  sponsors  in  the  Solutions  Theater. 

More  Excitement 

Don’t  miss  Citrix  iForum’99  at  the  Walt  Disney 
World  Swan  &  Dolphin  Resort.  It’s  the  place 
to  learn  about  server-based  computing  and  the 
independence  it  offers  you  to  serve  applications 

fast,  to  anyone, 
anywhere  via  any 
connection — 
wireless  to  Web. 
While  you’re 
there,  network 
and  celebrate 
with  your  peers  at  the  Citrix  Tropical  Beach 
Party.  There’ll  be  lots  of  food,  fun  and  enter¬ 
tainment  for  everyone  to  enjoy. 
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great  knowledge 
exchange  of  the  century. 

For  more  information  or  to 

REGISTER  NOW! 
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800-341-6993  (U.S.A.) 
415-844-2250  x8353  (International) 
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Expert  Advice 


CIOs  to  resolve  than  principal-agent 
problems,  since  it  is  consistent  with  the 
rationalist  presumption  and  all  their  for¬ 
mal  training.  Numerous  exercises,  from 
briefings  to  active  demonstrations  and 
from  simulations  to  role-playing  and  sce¬ 
nario  analysis,  can  improve  colleagues’ 
understanding. 

In  contrast,  principal-agent  problems 
are  harder  for  most  analytical,  rational 
CIOs  to  address.  They  do  not  represent 
a  failure  to  understand  what  is  required 
but  rather  are  a  willful  refusal  to  go 
along.  These  problems  are  best  resolved 
by  understanding  employees’  incentives 
and  understanding  when  they  differ 
from  those  of  the  business,  and  then 
providing  new  incentives  that  are 
aligned  with  those  of  the  company  and 
thus  encourage  the  desired  behavior. 
CIOs  must  have  the  insight  and  author¬ 
ity  to  effect  these  changes  in  order  to  act 
as  leaders. 

Alignment  of  incentives  basically 
means  making  sure  that  employees  and 


colleagues  will  not  be  damaged  finan¬ 
cially  by  doing  what  the  business  needs 
them  to  do.  It  will  include  changing 
workflow  so  that  people  have  useful 

The  CIO's  job  is  not  any 
easier,  but  it  has 
changed  in  ways  that 
reward  new  skills. 

new  jobs — where  possible — and  com¬ 
pensation  for  doing  this  work,  compa¬ 
rable  to  their  previous  compensation. 
It  will  include  attractive  termination 
packages  for  employees  who  will  be 
made  redundant,  especially  if  their 
cooperation  is  essential  during  the 
switch-over  period.  This  is  not  paying 
for  good  behavior,  nor  is  it  bribery.  It  is 
good  business.  And  it  is  frequently  less 
expensive  to  retain  the  people  who 
might  destroy  the  transition  associated 


with  any  implementation  effort  than  to 
pay  the  far  higher  costs  of  failure. 

The  CIO’s  job  is  not  any  easier,  but 
it  has  changed  in  ways  that  reward  new 
skills.  The  CIO  for  the  new  millennium 
will  focus  more  on  leadership.  He  or 
she  will  remember  that  leadership  is 
about  vision,  about  deciding  where 
information  access  and  availability  will 
take  the  company  and  its  business  envi¬ 
ronment.  He  or  she  will  also  remember 
that  leadership  is  not  about  power  or 
forcing  compliance  but  about  under¬ 
standing  and  incentives  and  encouraging 
willing  followership.  (For  more  on  CIO 
leadership,  visit  www.cio.com/forums/ 
leadership.)  BEI 

Eric  K.  Clemons  is  professor  of  opera¬ 
tions  and  information  management  at 
The  Wharton  School  of  the  University 
of  Pennsylvania.  He  also  served  as  a 
judge  for  the  1999  CIO-lOO  selection 
process.  He  can  be  reached  via  e-mail  at 
clemons@wharton.upenn.edu. 


Before  you  cm  protect  this... 


— ^  i 


Theft.  Vandalism.  Espionage.  Accountability. 


You've  got  a  lot  to  worry  about.  The  first  step  in  safeguarding 
your  vital  information  is  securing  who  has  access  to  your  proper¬ 
ty,  and  when.  Hirsch  offers  a  full  line  of  security  management 
systems  to  meet  individual  needs,  from  single-door  controllers  to 
MOMENTUM ",  Hirsch’s  complete  Enterprise-Class  solution 


that  can  scale  up  to  cover  multiple  sites  around  the  globe. 
More  and  more  facilities  are  choosing  to  put  their  door  access 
control  systems  on  the  corporate  LAN/WAN  and  controlling 
hundreds  of  doors  for  thousands  of  users. 
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Upgrade  to  Hirsch.  Securing  people  and  property  since  1981. 

949-250-8888  www.hirschelectronics.com 
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are  driving  us  to  change. 


I'm  one  of  them 


I  found  a  place 

where  I  can  make  a  difference. 

I  found  a  place 

where  technology  can  make 
a  difference. 

We  may  not  be  a  big  place. 

But  we’re  going  to  do  big  things. 
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What's  the  key  to  success  in  a  technology-driven 
economy?  In  a  word,  people. 
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HE  PASSING  OF  A  CENTURY — AND  A  MILLENNIUM, 

t«::j 

no  less — is  a  somewhat  arbitrary  boundary  between 
today  and  tomorrow.  But  the  event  captures  our  imag¬ 
inations  nonetheless.  And  as  we  enter  2000,  all  manner  of  changing 
forces  are  roiling  the  waters  for  companies  in  all  industries.  With  the 
advent  of  such  phenomena  as  e-commerce  and  globalization,  the  pace 
of  change  has  become  terrifying.  How  will  companies  not  just  survive 
but  thrive  post-2000? 

For  the  12th  annual  00-100,  we  have  chosen  100  companies 
we  think  are  best  positioned  to  prosper  in  the  new  millennium.  Of 
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course,  attempting  to  gauge  future  success  is  a  somewhat 
dicey  endeavor.  But  we  have  condensed  myriad  winning 
attributes  into  one  overriding  theme:  Companies  will  fail 
unless  they  understand  that  people  are  the  key  to  their 
success. 

More  precisely,  companies  that  hope  to  win  in  this 
technology-driven  economy  must  focus  on  people  both 
within  and  outside  the  enterprise.  Leading  companies 
will  get  close  to  their  customers,  and  they  will  use  their 
people  strategically  and  innovatively.  Getting  the  best 
people  and  inspiring  them  to  pull  ahead  of  the  competi¬ 
tion  will  be  the  primary  challenge  in  the  coming  years. 

And  a  challenge  it  is.  Companies  are  now  managing 
changing  workforces,  building  workplaces  that  balance 


profitability  with  the  demands  of  a  new,  independent- 
minded  generation  of  workers.  Businesses  can  no  longer 
just  be  good  at  the  traditional  tasks  of  recruiting,  retain¬ 
ing  and  training  their  employees — hurdles  that  are  daunt¬ 
ing  enough  in  their  own  right — but  must  also  find  new 
and  different  ways  to  unleash  the  creative  powers  of  their 
workers.  Today  diversity  is  a  desirable  commodity  to 
these  winning  enterprises.  Dissent  should  be  encouraged 
because  it  lets  staffers  think  for  themselves,  and  failure 
should  not  be  a  dirty  word,  because  fear  of  failure  begets 
fear  of  risk.  Creating  such  a  culture  is  not  an  easy  task. 
It  is  a  critical  one,  though,  for  timidity  and  conservatism 
can  cause  a  company  to  lag  behind. 

“Very  few  companies  have  been  able  to  harness  inno¬ 
vation,”  says  Eric  K.  Clemons,  professor  of  operations 
and  information  management  at  the  University  of 
Pennsylvania’s  Wharton  School  in  Philadelphia,  who  was 
a  member  of  this  year’s  CIO-1 00  distinguished  panel  of 
judges.  “If  you  want  people  to  take  risks,  you  have  to 
reward  them  when  they  are  right.  But  you  also  can’t  per¬ 
form  an  amputation  when  they  are  wrong.” 

In  their  classic  book  The  Temporary  Society  (Jossey- 
Bass  Publishers,  revised  1998),  coauthors  Warren  Bennis, 
a  professor  of  business  administration  and  founding 
chairman  of  the  Leadership  Institute  at  the  University  of 
Southern  California,  and  Philip  Slater,  a  former  Brandeis 
University  sociology  professor,  argue  that  companies  need 
to  move  beyond  the  pyramid  structure  of  the  bureaucratic 
model.  “Instead  of  pyramids,”  they  write,  “these  post- 
bureacratic  organizations  will  be  structures  built  of  en¬ 
ergy  and  ideas,  led  by  people  who  find  their  joy  in  the  task 
at  hand,  not  in  leaving  monuments  behind.” 

Easier  said  than  done,  some  might  say,  and  too  many 
companies  are  holding  onto  aging  models  and  career 
paths,  even  as  the  world  around  them  shifts.  “In  the  old- 
fashioned  career  path,  employees  came  to  the  same  build¬ 
ing  for  the  same  hours,  paid  their  dues  and  climbed  the 
ladder,”  says  Bruce  Tulgan,  founder  and  CEO  of 
RainmakerThinking  Inc.,  a  workplace  consultancy  based 
in  New  Haven,  Conn.  “But  a  smaller  and  smaller  num¬ 
ber  of  employees  fit  that  model.  You  have  to  do  business 
now  with  a  fluid  talent  pool.  It  means  a  fundamental 
rearrangement  in  the  way  you  organize  your  business 
and  the  way  you  handle  staffing,  a  new  way  of  looking 
at  your  human  resources,  a  new  way  of  motivating 
employees  that  goes  beyond  simple  retention  strategies.” 

Embrace  Creativity 

Reengineering,  a  word  that  has  often  simply  meant  cut¬ 
ting  staff  and  squeezing  the  life  out  of  budgets,  has  been 
done.  Now  companies  are  beginning  to  understand  that 
the  only  real  path  to  maintaining  growth  and  creating 
new  value  for  customers  is  innovation.  While  most  com¬ 
panies  are  just  starting  to  put  more  resources  into  R&cD, 
our  100  companies  have  all  demonstrated  innovation  in 
some  way,  through  their  development  of  new  products, 
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MISSION:  When  Bank  of  America  invested  in  new  technology,  they  knew  success  required  that  people  could 
use  it.  But  how?  Traditional  training  was  too  slow;  hiring  new  employees  too  expensive.  Lockheed  Martins  solution: 
a  business-smart  process  called  reskilling.  It  uses  real  projects  to  teach  new  skills,  guided  by  experienced  coaches. 
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SUCCESS:  Reskilling  did  more  than  train  people  to  run  computer  systems;  it  taught  people  to  rethink 
how  they  used  those  systems.  The  result:  competitiveness  sharply  higher  across  the  company,  and  a  workforce 
with  lower  turnover.  To  see  what  Lockheed  Martin  IT  expertise  can  do  for  you,  visit  www.lockheedmartin.com. 


FAST  FORWARD 


processes  or  customer  services.  Indeed,  many  of  this 
year’s  00-100  honorees  have  long  been  hotbeds 
of  new  ideas  and  new  ways  of  conducting  business, 
including  stalwarts  such  as  3Mf  IBM  Corp.  and 
Xerox  Corp. 

On  Page  110,  you’ll  read  why  innovation  is  the 
key  to  success  for  many  of  our  honorees  and  why 
a  company  like  3M  spends  more  than  $1  billion 
annually  on  R&D.  With  a  shorter  and  shorter 
grace  period  for  companies  to  grab  market  atten¬ 
tion  for  their  products,  technological  break¬ 
throughs  can  no  longer  assure  a  company’s  domi¬ 
nance  for  years  to  come.  So  innovation  needs  to  be 
an  integral  part  of  a  company’s  culture — and  orga¬ 
nizations  need  to  provide  the  room  and  encour¬ 
agement  for  staffers  to  excel  at  it.  For  instance,  3M 
asks  employees  to  spend  15  percent  of  their  work 
time  daydreaming  about  new  inventions.  Nokia 
routinely  polls  employees  for  product  suggestions. 
Such  policies  must  be  seen  as  potential  revenue 
builders — not  as  new  ways  for  employees  to  gold- 
brick.  It’s  a  leap  of  faith  that  companies  must  be 
willing  to  make. 

Rethink  Your  Plan 


Reinventing  the  company,  whether  in  response  to 
increased  competition,  globalization  or  any  of  the 
other  factors  driving  businesses  today,  is  another 
post-2000  success  trait  among  this  year’s  honorees. 
Reinvention  can  mean  many  things,  such  as  chang¬ 
ing  a  company’s  underlying  business  or  substan¬ 
tially  altering  its  corporate  structure  or  culture. 
Amazon.com  lnc.f  based  in  Seattle,  has  created  a  new 
model  for  bookselling,  forcing  old-line  book  companies 
to  scramble  to  catch  up  to  its  Web  sales  success.  (See  Page 
138  for  our  story  on  how  Internet  companies  have 
learned  that  customers  rule  the  Web.)  Enron  Corp.,  an 
energy  company  based  in  Houston,  has  made  reinven¬ 
tion  a  central  theme  of  its  strategy  of  rapid,  new  business 
development.  Read  the  profile  on  Page  124  to  learn  how 
this  CIO-1 00  honoree  has  expanded  into  investment 
banking  as  well  as  fiber-optic  cables,  all  in  pursuit  of  con¬ 
stant  business  innovation. 

But  sometimes  business  reinvention  is  a  desperate 
response  to  failure.  For  instance,  Yellow  Corp.,  a  freight 
transportation  company  based  in  Overland  Park,  Kan., 
was  caught  off-guard  when  deregulation  hit  in  1980, 
leaving  it  ill-equipped  to  compete  in  an  increasingly 
crowded  industry.  After  a  1994  Teamsters  union  strike, 
nonunion  carriers  began  taking  a  big  bite  out  of  its  mar¬ 
ket.  Yellow  in  turn  discounted  its  prices  and  continued 
to  lose  money.  In  April  1996,  A.  Maurice  Myers  joined 
the  company  as  president  and  CEO,  becoming  chairman 
in  June.  His  immediate  task,  he  says,  was  to  begin  a  rein¬ 
vention  phase  strategy. 

“Prior  to  the  deregulation,  and  even  after,  Yellow  was 


an  internally  focused  company,”  Myers  says.  “We 
needed  to  look  outside  and  determine  what  our  cus¬ 
tomers  were  demanding.”  By  surveying  customers, 
Yellow  learned  that  they  wanted  just-in-time  deliver¬ 
ies  and  specialized  services  such  as  electronic  data  inter¬ 
change  (EDI).  Andersen  Consulting  had  been  hired  to 
develop  a  client/server-based  system  and  two  call  cen¬ 
ters  to  help  the  flow  of  freight  information.  In  February 
1997  Thomas  L.  Smith,  who  reports  directly  to  Myers 
and  is  president  of  Yellow  Services  Inc.  and  CIO  of 
Yellow  Corp.,  was  hired  to  continue  the  work 
Andersen  had  begun.  Under  his  supervision,  the  com¬ 
pany  has  overhauled  its  Web  site  (www.yellow 
corp.com),  going  from  10,000  hits  per  month  a  year 
ago  to  4  million  a  month  now.  The  old  site  was  pri¬ 
marily  used  to  post  company  information;  now,  cus¬ 
tomers  can  use  the  site  to  track  their  shipments  and  link 
to  the  call  center.  Mobile  data  terminals — small, 
portable,  wireless  communications  devices — have  been 
installed  in  the  trucks  so  that  dispatchers  can  keep  bet¬ 
ter  track  of  where  shipments  are  heading. 

The  numbers  show  that  the  effort  has  paid  off.  After 
functioning  in  the  red  between  1994  and  1996,  the  com¬ 
pany  posted  a  sales  growth  of  9  percent  in  1997,  with 
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MISSION:  You’re  going  home.  At  United  Health  Services,  that  sound  of  success  is  heard  more  quickly  these  days. 
How?  A  Lockheed  Martin  network  that’s  turning  paper  systems  into  digital  systems.  The  result:  medical  data  that 
appears  when  it’s  needed,  where  it’s  needed:  at  bedside,  in  the  lab,  or  viewed  by  physicians  in  several  locations  at  once. 
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SUCCESS:  What’s  behind  better  patient  care?  The  Lockheed  Martin  enterprise  network  lets  physicians  see 
what  other  physicians  have  done.  When  used  with  laptops,  these  networks  provide  mobile  access  to  information  that 
is  fast,  accurate,  and  secure.  To  see  what  Lockheed  Martin  IT  expertise  can  do  for  you,  visit  www.lockheedmartin.com. 


“...I’m  70,  and  TECH  CORPS®  reminds  me  of  a  tradition  I  grew  up 
with. ...Here  in  Pennsylvania  Dutch  country,  people  understand  our 
‘technology  barn-raising.’  It’s  dramatic  to  see  the  ‘barn’ — the  wiring — 
go  up  in  a  day,  but  what  you  put  in  it  afterward  is  equally  important.... 

TECH  CORPS  is  helping  teachers  realize  that 
computers  are  teaching  tools,  like  blackboards. 
I’ve  watched  teachers  walk  in  with  tremendous 
apprehension,  then  walk  out  confident,  laughing, 
excited... .As  a  businessman,  my  background  is  in 
team-building  and  raising  funds.  In  TECH  CORPS 
I’m  using  those  same  skills  to  put  technology 
to  work  in  our  schools.” 


-Weston  C.  Vogel 

Weston  Petroleum,  Inc. 

TECH  CORPS  State  Chairman 


TECH  CORPS... technology  volunteers  in  K-12  schools. 

Visit  us  at  www.ustc.org,  e-mail  us  at  info@ustc.org,  or  write  to 

TECH  CORPS,  PO  Box  832,  Sudbury  MA  01776. 
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Special  Thanks  to  TECH  CORPS  National  Sponsors: 

Cellular  Telecommunications  Industry  Assoc*  •  Cisco  Systems,  Inc.  •  Computerworld*  •  Digital  Equipment  Corp*  •  MCI*  •  MediaOne  •  National  Cable  Television  Assoc. 
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“...Today,  children  need  to  learn  how  to  access  new  information  instead 
of  simply  memorizing  things.. ..When  our  school  tapped  into  the  ’Net,  our 
students  began  to  see  learning  as  an  adventure  instead  of  a  chore.. ..We 
couldn’t  have  done  it  on  our  own. ...TECH  CORPS®  made  it  so  simple, 

from  the  wiring  to  the  teacher  training.. ..Even 
those  of  us  who  were  technophobes  ended  up 
enthusiastic.. ..The  community  saw  they  can  make 
a  difference.  Now  our  volunteer  support  is  up 
even  in  areas  outside  of  technology.  So  is  staff 
morale. ...Now  we  realize  how  much  support  there 
is  for  public  schools,  even  among  people  without 
children.  TECH  CORPS  made  people  see  how 
much  their  involvement  can  accomplish.” 


— Jeanette  Butler  Adams 

Principal,  Kenilworth  Elementary  School 
Washington  D.C. 
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revenues  of  $3  billion.  Whereas  Yellow 
was  once  a  company  whose  philosophy 
was  “if  we  are  efficient,  then  the  cus¬ 
tomer  will  come,”  as  Myers  puts  it,  it  is 
now  a  rapidly  growing  organization 
using  technology  to  get  closer  to  its  cus¬ 
tomers. 

Cater  to  Customers 

Know  your  customer — this  is  the  mantra 
for  companies  moving  away  from  sim¬ 
ple  cost-cutting  to  actual  growth  in  rev¬ 
enues  in  the  coming  millennium.  Across 
all  industries,  the  increasing  transforma¬ 
tion  of  products  into  commodities  has 
created  a  dilemma  for  companies 
attempting  to  stand  out  in  the  market¬ 
place.  The  answer?  Differentiation 
through  services.  A  lot  of  buzz  surrounds 
the  phrase  customer  relationship  man¬ 
agement,  but  few  companies  have  taken 
the  steps  necessary  to  accomplish  this — 
to  link  the  back  and  front  offices  di¬ 
rectly  to  the  customer.  With  this  model, 
the  goal  is  not  just  to  retain  customers 
but  to  sell  them  on  even  more  services. 

By  mining  information,  companies  can 
go  beyond  gathering  simple  account  his¬ 
tory  to  accessing  information  on  cus¬ 
tomer  likes  and  dislikes.  A  call  center 
agent  or  Web  interaction  should  then  be 
able  to  use  this  information  to  make  an 
offer  in  real-time.  But  the  point  is  not  to 
blast  the  customer  with  scattershot  sales 
pitches — the  aim  is  to  customize  the 
offers  to  fit  the  individual.  Our  story  on  Page  62  exam¬ 
ines  how  five  CIO-lOO  honorees,  The  Charles  Schwab 
Corp.,  Cisco  Systems  lncM  Dell  Computer  Corp., 
Rosenbluth  International  and  United  Services 
Automobile  Association  (USAA),  have  effectively 
managed  their  customer  relationships  to  raise  their  indus- 


“You  have  to  have  a  very 
strong  customer  vision. 

The  goal  is  to  get  customers 

LIFE." 


Methodology 


THIS  YEAR'S  HONOREES  WERE 
selected  through  a  three-step  pro¬ 
cess.  First,  a  panel  of  1 8  distin¬ 
guished  academicians,  consultants 
and  analysts  with  a  broad  range  of 
expertise  nominated  the  compa¬ 
nies  they  felt  best  fit  our  criteria  for 
being  well  positioned  to  succeed 
beyond  2000.  (For  a  complete  list 
of  experts,  see  Page  170.) 

Then,  the  CIO  staff  conducted 
extensive  research  on  the  151 
nominees  via  the  Web  and  other 
sources.  Finally,  a  team  of  CIO  edi¬ 
tors  and  writers  voted  on  the  1 00 
companies  they  believed  best  met 
the  requirements. 

The  CIO  staff  would  like  to 
thank  our  panel  of  experts  as  well 
as  our  own  editorial  staffers — 
including  Kathleen  Carr,  Stacy 
Hague,  Meridith  Levinson,  Carol 
Zarrow  and  Lynne  Zouranjian — 
for  their  hard  work  on  researching 
the  nominees. 

-M.  Blodgett 


for 


-WILLIAM  BRADWAY,  RESEARCH  DIRECTOR, 
MERIDIEN  RESEARCH 


try  profiles,  increase  market 
share  and  build  consumer 
loyalty. 

“You  have  to  have  a  very 
strong  customer  vision,”  says 
William  Bradway,  a  research 
director  with  Meridien 
Research  Inc.,  a  consultancy 
in  Newton,  Mass.  “The  goal 
is  to  get  customers  for  life.” 

Customization  is  at  the 
heart  of  the  marketing  strat¬ 
egy  at  Capital  One  Financial 
Corp.,  based  in  Falls  Church, 
Va.  Jim  Donehey,  senior  vice 
president  and  CIO  at  Capital 
One,  says  that  whereas  other 
credit  card  companies  stan¬ 
dardize  credit  programs  to 
maximize  efficiency,  Capital 
One  pulls  in  business  using 
multiple  variations  of  pro¬ 
grams  built  upon  the  interests 
of  individual  consumers. 
Capital  One  started  its  life 
in  1988  as  the  Signet  Bank 
with  1  million  customers  and 
$1  billion  in  managed  loans. 
Signet  spun  off  the  division  in 
1994,  and  it  currently  has  18 
million  customers  and  $17.4 
billion  in  managed  loans. 

“We  offer  over  3,000  dif¬ 
ferent  credit  card  products, 
whereas  most  of  our  com¬ 
petitors  have  only  a  few  stan¬ 
dard  offers,”  Donehey  says.  “You  know  those  pieces  of 
paper  with  program  offers  that  come  with  your  credit 
card  statement  that  you  mostly  throw  out?  Why  not  tai¬ 
lor  those  offers  to  the  specific  hobbies  of  the  customer?” 
By  using  massive  databases,  Donehey  says  Capital  One 
sales  representatives  are  able  to  instantly  access  infor¬ 
mation  on  individual  customers,  allowing  them  to  effi¬ 
ciently  pitch  further  services.  In  1998  the  company  saw 
its  sales  grow  45.5  percent  over  the  previous  year  while 
its  market  value  soared  48.5  percent.  (For  more  on 
Capital  One’s  marketing  systems,  see  “Invested 
Interests,”  CIO  Section  1,  Feb.  1,  1999,  or  visit 
www.cio.com/printlinks.) 

Building  brand  loyalty  is  a  particular  challenge  in  the 
food  manufacturing  business,  where  fads  frequently  pull 
consumers  in  unexpected  directions.  Few  companies 
know  this  better  than  Kraft  Foods  lnc.r  which  claims 
that  99  percent  of  North  Americans  are  Kraft  consumers 
in  any  given  year.  Kraft  has  recently  mounted  a  multi¬ 
pronged  effort  to  raise  sales  for  its  retail  partners — and 
therefore  itself — through  use  of  the  Web,  and  data  ware- 
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But  with  new  rewards  come  new  risks.  HP  OpenView 
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HP  OpenView. 


Managing  the  next  E 


HEWLETT 

PACKARD 


FAST  FORWARD 


housing  and  data  mining  services.  A  retailer  software 
program  written  by  the  Kraft  Information  Services 
group,  based  in  Northfield,  Ill.,  has  helped  grocery  retail¬ 
ers  analyze  customer  preferences  and  stock  shelves 
accordingly,  which  led  to  a  5  percent  growth  in  sales  and 
cut  category  management  research  from  days  to  hours. 
Kraft’s  Interactive  Kitchens  Web  site  (www.kraft 
foods.com),  meanwhile,  offers  consumers  extensive 
information  about  nutrition  and  helps  them  build  meal 
plans.  The  company  is  now  working  on  linking  up  infor¬ 
mation  obtained  from  the  Web  site,  its  toll-free  number 
and  e-mail  messages  to  further  aid  grocery  stores  in  man¬ 
aging  stock  and  raising  sales. 

“Part  of  getting  closer  to  our  customer  is  to  learn  more 
about  them  and  to  create  demand  for  our  products,”  says 
Senior  Vice  President  and  CIO  James  R.  Kinney.  “We 
need  to  build  a  buzz  around  our  products  and  services, 
and  the  Web  site  helps  with  that.”  There’s  no  doubt  Kraft 
is  growing:  Between  1997  and  1998,  its  operating 
income  increased  by  7.2  percent  to  $3.1  billion.  Since 
1995,  Kraft  has  shown  a  compound  annual  earnings 
growth  rate  of  8.8  percent. 

Look  to  Your  People 

New  demands  from  a  changing  marketplace  are  forcing 
companies  to  come  up  with  inventive  ways  to  inspire 
superior  performance  from  employees.  The  pur¬ 
suit  of  a  job  for  life  no  longer  drives 
employees  in  today’s  information 
economy;  instead,  flexi¬ 
ble  career  paths 


are  becoming  the  norm.  Our  story  on  Page  84  profiles 
the  unconventional  efforts  of  four  CIO- 100  honorees  to 
attract,  retain  and  empower  the  best  in  their  industries. 

RainmakerThinking’s  Tulgan  argues  that  companies 
hoping  to  benefit  from  the  new  economy  will  have  to  be 
less  committed  to  certain  staffing  levels  or  positions  and 
instead  focus  on  the  task  at  hand,  evaluating  projects  and 
needs  as  they  arise.  “You’ll  need  to  start  asking  yourself, 
‘What  do  we  need  to  accomplish  here?’  and  then  come 
to  terms  with  a  smaller  number  of  full-time  employees, 
with  many  of  your  employees  wanting  to  work  on  a  con¬ 
tract  basis.”  Managers  will  become  more  important, 
Tulgan  says,  meaning  that  companies  “will  need  to  admit 
that  many  people  who  are  [typically]  moved  into  super¬ 
visory  positions  aren’t  actually  very  good  at  managing 
employees.  For  too  long  organizations  have  tolerated 
mismanagement.  ” 

One  way  to  raise  the  quality  of  management  is  to 
develop  a  coaching  style  of  supervising:  setting  concrete 
goals  and  deadlines  for  employees,  creating  clear  per¬ 
formance  specifications,  giving  fast  feedback,  then  stand¬ 
ing  back  and  resisting  micromanaging.  “You  are  leading 
by  engaging  your  staff,”  Tulgan  argues.  “With  cutting- 
edge,  flexible  managers,  morale  often  goes  up,  turnover 
goes  down  and  innovation  happens.”  The  new  man¬ 
ager  doesn’t  reward  face  time  and  seniority  but  instead 
promotes  employees  who  are  speedy;  compensation  is 
commensurate  with  performance,  not  seniority.  “The 
person  who  boasts  they  spent  80  hours  in  the  office  this 
week  on  a  project  will  not  win,”  Tulgan  says.  “Instead 
of  saying,  ‘That’s  great,’  the  manager 
says,  ‘You  needed  80  hours  for 
this?’  Speed  and  efficiency  mat¬ 
ter  now.” 


Care  About 
Others 


empowering 
employees  is  just 
part  of  the  puzzle 
for  some  new  economy 
companies.  Incorporating 
socially  responsible  behavior  into 
the  core  corporate  culture  is  another. 
For  companies  like  Patagonia  Inc.,  based 
in  Ventura,  Calif.,  doing  good  by  treating 
employees  well  and  weaving  environmentalism  into 
its  business  model  has  led  to  handsome  profits.  (For  more 
on  Patagonia,  see  Page  94.)  Some  business  gurus  even 
argue  that  companies  with  a  social  agenda  as  their  under¬ 
pinning  can  thrive  better  than  those  focusing  solely  on 
the  bottom  line. 

And  prospering  is,  of  course,  the  ultimate  goal. 
Companies  can  no  longer  win  by  creating  the  coolest 


Engaging  and 
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What  begins  with  a  few  minutes  to  find  a  document  rapidly  grows  to  a  couple  of  days  to  re-create, 
route  and  approve  it.  Which  in  turn  takes  weeks  to  update,  reroute  and  get  approved  again. 
Productivity  takes  a  dive.  Cooperation  jumps  ship.  And  you’re  stuck  sinking  in  a  sea  of  poor  customer  service,  inefficiency 
and  lost  revenue.  A  little  overwhelming  wouldn’t  you  say?  #■  Well,  that  is  until  now.  FileNET’s  integrated  document 
management  (IDM)  software  allows  you  to  retrieve,  access,  distribute  and  store  any  document  instantaneously  -  saving 
time,  money,  and  improving  customer  service.  #■  It’s  the  only  software  solution  that  integrates  electronic  document 
management,  imaging  and  workflow  into  a  single  seamless  environment,  even  over  the  Internet.  American 
Management  Systems  (AMS)  is  the  leader  in  implementing  FileNET  integrated  document  management  solutions. 
Contact  us  today  at  (800)  682-0028  or  visit  amsinc.com. 
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technology  or  by  having  the  smartest  CEO — or  CIO. 
Companies  must  be  flat,  fast  organizations,  with  even  the 
newest  employees  engaged  in  helping  the  company  suc¬ 
ceed.  Employees  given  the  chance  to  share  in  the  invention 
of  their  companies — given  a  voice  in  a  pluralistic  process — 
will  embrace  the  institutional  change  necessary  for  leading 


in  the  new  millennium.  Using  technology  to  support  ener¬ 
getic  and  engaged  staffs — to  free  up  employees  to  team,  to 
dream,  to  invent — may  be  the  key  to  future  success.  HID 

Senior  Writer  Mindy  Blodgett  can  be  reached  via 
e-mail  at  mblodgett@cio.com. 
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www.ifsec.com 


►  A  single  lapse  in  system  security 
can  have  serious  consequences. 

That’s  why  IFsec  is  called  on  to  help  information  technology  professionals  protect  their 
company’s  vital  networks  and  data.  Corporations  guarding  sensitive  client  files,  e-commerce 
retailers  looking  to  provide  their  customers  with  secure  transaction  sites,  and 
telecommunications  companies  expanding  their  infrastructure  all  rely  on  IFsec’s  expertise. 
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Do  you  spend  more  time  thinking  about  your  network  going  down 

than  your  ROI  going  up?  Are  you  dragged  into  pedestrian  problems  with  your 
LAN  or  your  WAN?  Or  with  help  desk  support?  Or  security?  You  shouldn’t  be.  You 
should  be  dealing  with  the  biggest  challenge:  how  your  IT  systems  can  make  your 
business  more  productive ,  more  cost-efficient ,  and  more  profitable.  Don’t  WOITy. 


We’re  GTE  Communications  Corporation.  We’re  part  of  one  of  the  largest,  most 
experienced,  most  innovative  communications  companies  in  the  world.  And  we’re 
here  to  help  you.  Because  we  have  the  products,  the  services,  and  the  scalability 
to  meet  your  varying  needs.  With  solutions  that  give  you  the  maximum  advantage 
and  minimize  your  risk.  For  your  broadest  range  of  problems,  GTE  Communications 


has  solutions.  Solutions  that  let  you  focus  on 


the  issues  that  truly  excite  you,  because  they  are 


critical  to  keeping  your  company  competitive. 


GTE  COMMUNICATIONS 
CORPORATION 


We  focus  on  your  network,  so  you  can  focus  on  your  business. 


SPECIAL  DELIVERY  Dell  CIO 
Jerry  Gregoire  believes  no 
customer  management  detail 
is  too  small,  right  down  to  the 
design  of  its  shipping  boxes. 
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LEADERS  FOR  THE  NEXT  MILLENNIUM 


Intimacy,  relationships,  one-to-one — it's  a 
giant  lovefest  out  there 

:by  louise  fickel: 


Eell  computer  corp.  recently 
responded  to  a  disgruntled  customer 
by  building  a  better  box — shipping 
box,  that  is.  The  customer  was  one  of  many  who 
had  been  invited  to  the  company’s  usability  lab  to 
test  the  length  of  time  needed  to  get  a  new  PC  up  and 
running.  While  unpacking  a  Dell  Dimension  tower, 
the  customer  struggled  and  struggled  with  the  ship¬ 
ping  box.  He  finally  became  so  frustrated  that  he 
picked  it  up  and  turned  it  upside  down.  The  tower 
fell  to  the  floor — and  died.  Although  the  purpose  of 


the  test  was  to  learn  how  long  it  took  a  customer  to 
install  a  computer,  seeing  someone  destroy  a  tower 
was  so  startling  that  executives  quickly  decided  to 
redesign  the  box  and  its  packing  materials. 

Known  for  its  phenomenal  success  with  mass  cus¬ 
tomization  and  for  possessing  one  of  the  world’s 
most  advanced  IT  infrastructures,  the  PC  giant  is, 
in  some  cases,  adopting  a  surprisingly  low-tech 
approach  when  it  comes  to  getting  closer  to  its  cus¬ 
tomers.  In  fact,  Dell’s  interest  in  making  it  easier  to 
unpack  a  new  computer  is  part  of  its  Customer 
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KNOW  YOUR  CUSTOMER 


Experience  strategy,  which  puts  the  cus¬ 
tomer  at  the  heart  of  everything  the  com¬ 
pany  does. 

Dell’s  approach  isn’t  unique.  Compa¬ 
nies  everywhere  are  scrambling  to  adopt 
new  ways  of  learning  what  their  cus¬ 
tomers  want  and  deliver  customized 
products  and  services  that  will  satisfy 
their  demands. 

And  while  the  “customer  is  king” 
credo  is  also  not  new,  the  growing  fasci¬ 
nation  with  customers  represents  a  dra¬ 
matic  shift  from  recent  years,  when  com¬ 
panies  focused  on  increasing  revenues 
by  eliminating  jobs  and  streamlining 
business  processes.  Today,  the  hot  strat¬ 
egy  calls  for  getting  to  know  your  cus¬ 
tomers  intimately — Window  or  aisle 
seat?  Magenta  or  taupe?  Shaken  or 
stirred? — and  then  using  that  informa¬ 
tion  to  retain  your  most  profitable  ones 
while  improving  the  bottom  line. 

Some  refer  to  this  strategy  as  cus¬ 
tomer  relationship  management  (CRM). 
Others,  like  Dell,  simply  coin  their  own 
corporate  phrases.  Regardless  of  what 
you  call  it,  it’s  a  strategy  that  is  steadily 
gaining  popularity — and  producing 
impressive  results. 

Why  Now? 

Several  factors  have  recently  converged 
to  produce  this  trend.  For  one  thing, 
technology  has  improved.  “Customer 
relationship  management  attempts  to 
maximize  the  relationship  with  each  cus¬ 
tomer  via  better  service,  a  piece  of  which 
is  the  technology  infrastructure,”  says 
Peggy  Menconi,  research  director  for 
CRM  at  AMR  Research  Inc.  in  Boston. 
Hardware  has  become  more  powerful 
and  affordable.  And  painstakingly  devel¬ 
oping  customer  service  applications  in- 
house  is  no  longer  mandatory — off-the- 
shelf  software  such  as  sales-force 
automation  (SFA)  and  other  CRM  prod¬ 
ucts  can  deliver  a  wealth  of  information 
about  customers  at  a  fraction  of  the  pre¬ 
vious  cost.  Recent  data  shows  that  com¬ 
panies  are  embracing  the  new  products: 
AMR  Research  predicts  that  sales  of 
CRM  software  alone  will  total  $2.9  bil¬ 
lion  this  year  and  jump  to  $16.8  billion 
by  the  year  2003. 

At  the  same  time,  the  advent  of  the 
Internet  has  forced  companies  to  rede¬ 


fine  the  way  they  do  business.  With  so 
much  competitive  information  available 
online,  customers  are  far  more  demand¬ 
ing.  They  can  quickly  determine,  for 
example,  if  your  product  is  priced  lower 
or  has  more  features  than  your  com¬ 
petitor’s  product.  Competing  in  this 
webified  environment  requires  compa¬ 
nies  to  be  faster,  more  agile  and  perhaps 
more  creative  than  was  necessary  a  few 
short  years  ago. 

Finally,  with  more  and  more  compa¬ 
nies  putting  out  products  that  simply 
replicate  features  found  in  competitors’ 
products,  companies  are  finding  it 
increasingly  difficult  to  differentiate 
themselves  in  the  marketplace. 

All  these  factors  are  forcing  compa¬ 
nies  to  take  a  closer  look  at  their  cus¬ 
tomer  relationships.  “We’ve  been  think- 


By  Definition _ 

Customer  Relationship 
Management  (CRM):  Linking 
back-office  and  front-office  func¬ 
tions  with  all  of  a  company's 
touch  points  (for  example,  call 
centers,  the  corporate  Web  site) 
with  the  customer.  Can  refer  to 
either  a  business  strategy  or  soft¬ 
ware  tools. 

Enterprise  Relationship 
Management  (ERM):  Extends 
CRM  to  include  other  relation¬ 
ships,  such  as  those  with  busi¬ 
ness  partners  and  suppliers. 

Sales-Force  Automation  (SFA): 

Software  that  automates  mun¬ 
dane  tasks  such  as  tracking  cus¬ 
tomer  contacts  and  forecasting. 
The  goal  is  to  free  up  the  sales 
force  to  concentrate  more  on 
selling. 

One-to-One  Marketing: 

Marketing  that  effectively  targets 
individual  customers  with  cus¬ 
tomized  products  and  services. 

-L  Fickel 


ing  too  statically  and  looking  on  the  cus¬ 
tomer  relationship  as  a  fixed  asset  rather 
than  a  continuous  stream  of  interactions 
that  can  build  or  destroy  that  asset,” 
says  Paul  Cole,  national  director  of  the 
CRM  practice  at  Ernst  &  Young  LLP  in 
Boston.  “It’s  the  relationship  and  not  the 
customer  with  an  account  number  that 
drives  your  growth.”  Cole  believes  that 
the  daily  contacts  with  customers — the 
phone  calls  from  customers  requesting 
additional  information,  the  onsite  con¬ 
versation  between  customer  and  the 
sales  engineer — are  extremely  important 
elements  of  an  effective  customer- 
driven  strategy. 

Cole’s  view  represents  a  180-degree 
turn  from  previous  years  when  it  was  the 
company,  not  the  customer,  that  dictated 
what  appeared  in  the  market.  You 
wouldn’t  have  dreamed  of  asking  Levi 
Strauss  &  Co.  years  ago  to  custom-fit  a 
pair  of  jeans  for  you — now  the  company 
will  do  it  and  it  won’t  break  your 
trouser  budget.  Nor  would  you  have 
considered  asking  a  car  manufacturer  to 
build  a  car  that  suited  your  individual 
tastes.  Today,  the  car  of  your  dreams  is 
only  a  few  clicks  away. 

The  five  CIO- 100  honorees  profiled  in 
this  story — The  Charles  Schwab  Corp., 
Cisco  Systems  Inc.,  Dell  Computer 
Corp.,  Rosenbluth  International, 
and  United  Services  Automobile 
Association  (USAA) — are  managing 
their  customer  relationships  effectively 
with  the  following  key  elements:  a  well- 
planned  strategy  that  calls  for  learning 
more  about  the  customer  and  sharing 
that  knowledge  companywide,  a  corpo¬ 
rate  culture  that  reinforces  that  strategy 
and  effective  use  of  technology.  The 
result?  More  satisfied  and  loyal  cus¬ 
tomers,  and  a  smarter  company  that 
knows  more  precisely  what  its  cus¬ 
tomers  want. 

Fare  Thee  Well 

Rosenbluth  International,  a  Philadelphia- 
based  company  that  specializes  in  corpo¬ 
rate  travel  management,  has  spent  years 
perfecting  the  management  of  travel 
information  and  customer  information. 
“Our  Client  Advocacy  approach  is  a  set 
of  values  that  begin  with  our  relationships 
with  our  associates,”  says  Vice  President 
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CONFERENCE  OVERVIEW 


IT  and  business  executives  are  increasingly  re-evaluating  their  abilities  to  com¬ 
pete  alone  in  the  next  century.  The  irreversible  globalization  of  markets,  swift 
technology  advancements,  and  new  market  opportunities  are  expanding  the  gap 
between  what  an  organization  may  want  to  achieve  and  what  it  is  able  to  real¬ 
istically  achieve  on  its  own. 

Partnerships  allow  organizations  to: 

■  extend  the  enterprise  and  maximize  strategic  advantage 
■  reduce  costs  and  increase  shareholder  value 
■  gain  reciprocal  knowledge  and  enhanced  capabilities 
■  prevent  long-term  obsolescence 

Join  your  peers  at  the  century’s  last  CIO  Perspectives®  conference,  Anatomy  of  IT 
Partnerships:  Exploring  the  Heart  of  the  Enterprise,  October  3-6,  1999  at  the 
Hyatt  Grand  Cypress  in  Orlando  to  examine  how  organizations  increasingly  use 
unique  internal  and  external  strategic  partnerships  to  strengthen  their  market  pres¬ 
ence  and  competitive  advantage. 

Our  Wednesday  keynote  presenter,  Don  Tapscott,  author  of  Blueprint  to  the  Digi¬ 
tal  Economy:  Creating  Wealth  in  the  Era  of  E-Business ,  is  leading  two  research  initia¬ 
tives:  the  first  on  governance  and  the  changing  role  of  governments  in  the  future, 
and  the  second  on  what  the  opportunities  in  e-commerce  really  mean  for  business 
strategists  and  the  enterprise.  Tuesday  keynote  presenter,  Arthur  Miller,  highly  respect¬ 
ed  Harvard  law  professor  and  copyright  expert,  offers  insight  into  the  legal  com¬ 
plexities  of  intellectual  property  that  executives  must  consider  in  partnership  agree¬ 
ments.  Featured  presenter,  B.  Joseph  Pine  II,  co-author  of  The  Experience  Economy: 
Work  Is  Theatre  &  Every  Business  a  Stage,  discusses  the  new  economic  era  in  which 
businesses  create  authentic,  memorable  events  to  encourage  future  sustainable  growth. 
He  candidly  discusses  how  CIOs  can  deliver  ultimate  experiences  within  their  organ¬ 
izations  and  to  their  customers. 


General  Session  presenters  include  Rock  Regan,  CIO  of  the  State  of  Connecticut; 
Roger  Ham,  CIO  of  the  Los  Angeles  Police  Department;  Tom  Hanigan,  vice  president 
and  CIO  of  Pioneer  Hi-Bred  International,  Inc.;  Mike  Hughes,  CIO  ofThomas  Cook 
Travel;  Joyce  Wrenn,  CIO  of  Union  Pacific  Railroad;  James  Schmidt,  senior  vice  pres¬ 
ident  ofTechnology  Services  of  the  First  National  Bank  of  Omaha;  and  Robert  Sweeney, 
executive  director  of  the  Applied  Information  Management  Institute. 

Participants  also  have  the  opportunity  to  meet  the  executives  of  our  Corporate 
Host  companies  during  a  series  of  business  briefing  sessions.  Please  take  a  few 
moments  to  turn  the  page  and  view  the  complete  agenda. 

To  enroll,  or  for  more  information,  please  visit  our  Web  site  at  www.cio.com/ 
conferences  or  complete  the  enrollment  form  on  the  back  of  this  brochure  and  fax  it  to 
508  879-7720;  or  call  our  conference  hotline  at  800  366-0246. 


Register  now  .  .  .  you  cannot  afford  to  miss  this  important  and  exciting  event. 
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Lynda  Rosenthal 

Senior  Vice  President 

General  Manager,  Executive  Programs 


Gary  Beach 
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IT  Takes  Two 

One  is  the  deadliest  number  business  ever  knew.  That's  never  been  more  true 
than  right  now.  by  david  pearson 


Here’s  a  little-known  historical  tidbit  to  chew  on:  It  was 
Herbert  Hoover  who  inserted  the  phrase  “rugged  indi¬ 
vidualism”  into  the  national  lexicon.  He  uttered  the  words 
in  a  1928  campaign  speech  while  paying  homage  to  those 
Americans  “whose  stamina  and  character  and  fearless  assertion  of 
rights  led  them  to  make  their  own  way  in  life.” 


Hoover  won  the  election  and,  the  next  year,  the  stock 
market  collapsed  and  the  nation  plunged  headlong  into 
the  Great  Depression. 


“Forget  about  ‘quality’  and  ‘re-engi¬ 
neering’  and  ‘effective  use  of  infor¬ 
mation,”’  says  Don  Tapscott,  chair¬ 
man  of  the  Alliance  for  Converging 
Technologies  in  Toronto  and  author 
of  several  bestsellers,  including  Blue¬ 
print  to  the  Digital  Economy:  Creat¬ 
ing  Wealth  in  the  Era  of  E-Business. 
“The  key  to  competitiveness  right 
now  is  business-model  innovation,  and  the  new  models 
that  work  are  partnerships.  And  they’re  whole  new  class¬ 
es  of  partnerships  —  they  make  our  old  views  of  part¬ 
nerships  look  quaint.” 


"Partnerships  will  be  the  foundation  for  the 
design,  production,  marketing,  sales  and 
support  of  products  and  services." 


to  exploit  the  Internet  to  enable  new  models  of  the  firm, 
says  Tapscott. 

None  of  this  can  take  place,  however,  if  decision  makers 
within  individual  enterprises  refuse  to  share  knowledge 
with  their  partners  inside  and  out.  Human  nature  being 
what  it  is,  that’s  a  definite  potential  scenario  in  many 


Today,  70  years  removed  from  the  worst  economic  blight 
the  country  has  known,  it  would  be  foolish  to  value 
untethered  autonomy  over  collective  might.  In  these 
times,  partnering  isn’t  just  a  contingency  option.  It’s 
often  the  differentiating  factor  between  those  who  suc¬ 
ceed  and  those  who  succumb.  The  hard  part  at  this 
moment  is  that  the  very  parameters  defining  what  con¬ 
stitutes  a  partnership  are  up  for  grabs. 


Tapscott,  keynote  speaker  at  the  fall  CIO  Perspectives  con¬ 
ference,  Anatomy  of  IT  Partnerships:  Exploring  the  Heart 
of  the  Enterprise,  has  been  studying  the  Internet  strate¬ 
gies  of  120  new,  partnership-based  businesses.  By  early 
October,  he’ll  have  insights  to  share  from  that  research. 


“We’ve  been  talking  about  partnerships  forever,  but  what 
we’re  seeing  now  is  completely  different,”  he  says.  “For 
example,  in  the  future  manufacturing  companies  won’t 
make  things,  partnerships  will.  Partnerships  will  be  the 
foundation  for  the  design,  production,  marketing,  sales 
and  support  of  products  and  services.”  What  will  be  the 
IT  executive’s  role  in  the  new  models?  Innovating  ways 


IT  TAKES  TWO 


enterprises  struggling  to  get  new  partnerships  up  and 
running.  “People  have  historically  been  very  proprietary 
about  what  they  do.  They’re  reluctant  to  give  away  what 
they  see  as  their  base  of  power,”  says  Jim  Wetherbe,  pro¬ 
fessor  at  the  University  of  Minnesota  and  Federal  Express 
Professor  at  the  University  of  Memphis  and  returning 
CIO  Perspectives  conference  moderator  for  the  14th  time. 
“The  question  for  them  is,  who  are 
you  trying  to  make  powerful  — 
your  company  or  yourself?” 


finer  points  of  partnering  with  folks  inside  and  outside 
the  organization.  The  LAPD  recognized  it  would  need 
friends  in  high  places  if  it  were  to  rise  from  the  ashes  of 
several  highly  publicized  snafus,  and  came  up  with  some 
creative  approaches  to  win  them  over  as  partners. 

First  the  department  raised  $15  million  in  contributions 


as  a  few  ideas  for  IT 
Ives  who  find  themselves  in 
ticklish  position  of  having  to 
coax  business-side  colleagues  into  sharing  intelligence. 
“Certainly  the  exhortation  to  share  information  has  to 
come  from  the  CEO,  president  or  someone  else  who  has 
the  authority  to  say,  ‘This  information  doesn’t  belong  to 
you;  it  belongs  to  the  company,”’  says  Wetherbe.  “But 
few  CIOs  recognize  how  aggressive  they  need  to  be  to 
support  that  imperative  and  make  sure  it  gets  done.” 

Of  course,  there’s  a  counterbalancing  danger  in  being 
too  willing  and  eager  to  open  the  information  pipelines 

—  and  some  of  the  gravest  peril  lies  in  the  uncharted 
legal  waters  of  inter-organizational  partnerships.  “It’s 
critical  in  entering  partnerships  that  there  be  the  clear¬ 
est  understanding  as  to  who  has  the  intellectual  prop¬ 
erty  rights  in  whatever  is  produced  by  a  joint  venture,” 
cautions  Arthur  Miller,  Esq.,  the  Harvard  law  professor 
best-known  for  his  national  television  commentary  on 
complex  court  cases.  “It’s  not  only  a  matter  of  sorting 
out  who  will  have  the  right  to  reproduce  what,  but  also 
dealing  with  issues  raised  by  licensing  and  creating  new 
derivatives  from  the  shared  information.” 

Matters  that  were  never  part  of  a  partnership  in  the  past 

—  or  never  very  important  to  it  —  now  may  prove  to  be 
the  real  economic  core  of  a  relationship,  says  Miller.  “I’ve 
seen  lots  of  instances  in  which  the  failure  to  clarify  joint 
interests  has  proven  very  damaging,”  he  adds. 

That’s  not  to  say  fear  of  legal  exposure  ought  to 
make  anyone  partnership-shy.  Indeed,  on 
the  bright  side  of  the  law,  Roger  Ham  of 
the  Los  Angeles  Police  Department  — 
not  only  its  CIO,  but  also  a 
commanding  officer  —  has  i 
learned  a  few  things  about  the 


"You  have  to  develop  relationships,  let  everyone 
have  their  say,  and  make  partners  out  of  people  who 
mistrust  your  motives." 


from  corporations  and  private  individuals  for  technolo¬ 
gy.  Then  they  set  about  finding  ways  to  stretch  their 
windfall  budget.  For  example,  a  vendor  that  helped  set 
up  automated,  camera-based  ticketing  for  cars  that  run 
red  lights  shared  the  expense  of  the  implementation  — 
and  they’ll  share  in  its  fruits  by  taking  a  percentage  of 
the  revenues  it  produces. 

“You  can  have  a  cop  on  every  corner  and  crime  will  still 
take  place,”  says  Ham.  “Technology  helps  us  get  the  job 
done  in  a  much  more-cost  effective  way  than  just  put¬ 
ting  more  officers  on  the  streets.  Partnering  with  the 
community  in  myriad  ways  means  we  can  make  the  city 
a  safer  place  to  live  and  a  better  place  to  do  business.” 

Half  a  country  away,  IT  leaders  in  metropolitan  Omaha, 
Nebraska,  have  found  partnering  indispensable  to  the 
health  of  their  technology  infrastructure.  Specifically, 
they  recognized  seven  years  ago  that  the  staffing  short¬ 
age  had  become  so  dire  that  it  was  a  matter  of  join  togeth¬ 
er  or  die.  Today  Nebraska  has  a  dynamic  set  of  programs 
comprising  everything  from  applied  research  to  a  boom¬ 
ing  IT  curriculum  in  area  high  schools.  “We’re  totally 
apolitical,  and  we’re  united  in  our  desire  to  keep  this  area 
in  the  thick  of  things,  technology- wise,”  explains  Bob 
Sweeney,  executive  director  of  the  Applied  Information 
Management  Institute,  the  organizing  body  behind  the 
effort.  “That  allows  us  to  enable  our 
business,  academic  and  government 
communities  to  come  together  in  a 
non-threatening  way  and  work  on 
problems  that  we  all  have,  but 
that  no  individual  entity  could 
solve  on  its  own.”  Sweeney 
will  be  joined  onstage  in 
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Orlando  by  two  active  AIM  members,  Joyce  Wrenn,  CIO 
of  the  Union  Pacific  Railroad,  and  Jim  Schmidt,  senior 
vice  president  of  Technology  Services  at  the  First  Nation¬ 
al  Bank  of  Omaha. 

The  Nebraska  students  getting  a  taste  of  technology  would 
appreciate  the  message  B.  Joseph  Pine  II  has  lately  been 
spreading.  Cb-author  of  The  Experience  Economy:  Work 
is  Theatre  &  Every  Business  a  Stage,  Pine  says  that,  as  the 
agricultural  age  gave  way  to  the  industrial  age 
earlier  this  century,  the  service  economy 
is  now  moving  past  peak  and  giving 
way  to  a  new  era.  “ Were  moving 
to  an  economy  of  experiences 
—  memorable  events  that 
engage  each  customer  in  an 
inherently  personal  way,”  he 
says.  “IT’s  role  will  be  to  partner 
with  business  so  it  can  stage  the  expert 
ences  the  customer  will  demand.” 

Asked  how  at  Orlando  this  fall  he 
might  convince  an  audience  of  skep¬ 
tics  of  the  certainty  of  such  a  prog¬ 
nostication,  Pine  says  he  believes  the 
underlying  framework  of  his  pres¬ 
entation  will  bear  out  its  gravity. 

“We’ve  already  seen  one  epochal  shift 
in  our  lifetime,”  he  says.  “Twenty 
years  ago  people  mourned  the  ‘hol¬ 
lowing  out’  of  our  manufacturing 
base,  crying  that  doomsday  had 
arrived.  Well,  manufacturing  is  now 
less  than  20  percent  of  the  gross 
domestic  product,  and  the  Internet 
is  the  greatest  force  of  commoditi¬ 
zation  ever  —  for  both  goods  and 
services.  This  is  no  fad;  it’s  another 
epochal  shift.” 

Gregg  "Rock"  Regan  knows  a  thing 
or  two  about  seismic  events,  the 
chaotic  effects  they  spawn  and  the 
importance  of  strong  partnerships  in 
weathering  them.  CIO  of  the  State 
of  Connecticut,  he’s  had  to  live  up 
to  his  nickname  as  he’s  endeavored 
to  outsource  the  entire  IT  operation 
of  that  state’s  government.  First  he 


was  buffeted  at  every  turn  by  unions,  the  media,  legisla¬ 
tors,  vendors  and  employees.  Then  he  could  only  watch 
as  the  initiative  went  belly-up.  By  the  time  the  ordeal  had 
ended,  he  had  learned  some  hard  lessons  about  partner¬ 
ing.  “When  consesus  counts,  innovation  is  not  always 
rewarded,”  he  says.  “You  have  to  develop  relationships, 
let  everyone  have  their  say,  and  make  partners  out  of  peo¬ 
ple  who  mistrust  your  motives.  After  all,  if  you  don’t  have 
buy-in,  you  don’t  have  real  partners.” 


And  if  you  don’t  have  strong  partnerships 
of  the  contemporary  kind  —  bold, 
dynamic  and  innovative  alliances  that 
make  your  enterprise  far  greater  than  the 
sum  of  all  its  parts  —  you  don’t  have  a 
future. 

Senior  writer  David  Pearson  may  be 
reached  at  dpearson@cio.com. 

Digital  Dynamos 

In  the  new  economy,  partnerships  will  prevail 


From  Don  Tapscott's  latest  book,  "Blueprint  to  the  Digital 
Economy:  Creating  Wealth  in  the  Era  of  E-Business":  A  clear 
framework  and  strict  regimentation  worked  on  many 
battlefields  and  marketplaces  of  the  past.The  role  of  the 
overarching  infrastructure  of  the  firm  or  army  was  clear  and 
indivisible. 


But  today,  as  Riel  Miller,  a  collaborator  of  the  Alliance  for 
Converging  Technologies,  puts  it: 

"The  Net  changes  what  is  possible.  It  opens  up  new  horizons  for  what  is  eco¬ 
nomically  and  practically  feasible.The  costs  of  information  and  coordination 
are  dropping.  More  than  ever  we  are  in  a  position  to  create  wealth  by 
adding  knowledge  to  each  product  at  each  step." 

So  how  are  these  developments  changing  the  nature  of  the  firm?  What  are 
the  new  concepts  to  be  implemented  for  success  in  the  new  economy? 

Most  important  is  the  concept  of  community  —  much  touted  but  little 
understood.  Relationships,  both  business-to-business  and  business-to-con- 
sumer  —  are  key  as  firms  learn  to  co-evolve  in  online  business  communities. 

Driven  by  the  need  to  reduce  supply-chain  costs  and  respond  more  quickly 
to  end-user  demands,  communities  of  companies  are  using  networks  to 
trade  with  one  another  and  create  products  or  services  that  draw  on  the  tal¬ 
ents  of  many  players.  Digitally  savvy  firms  in  every  industry  are  beginning  to 
use  this  model  to  establish  the  conditions  for  value  creation  and  dominance. 

Every  attendee  will  receive  a  complimentary  copy  of  Tapscott's  latest  work. 
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SUNDAY,  October  3 


11:30  a.m. 

The  Leaderboard  Classic 
Golf  Tounament 

Hosted  by  Cabletron  Systems  and 
Lockheed  Martin  Corp. 

3  p.m.  —  6  p.m. 

Conference  Registration 

7  p.m.  —9  p.m. 

Welcome  Reception  and  Registra¬ 
tion 

9 p.m.  -  midnight 

Hospitalities/Networking 


MONDAY,  October  4 


7:30  a.m.  —  8:30  a.m. 

Breakfast 

8:30  a.m.  -9  a. m. 

Welcome,  Opening  Remarks  and 
KnowPulseSM  Poll 

CIO  magazine 

The  KnowPulse  (“Knowledge”)  poll, 
an  ongoing  opinion  poll  conducted 
by  CIO  magazine,  captures  IT  and 
business  executives’  perspectives  on 
current  topics  in  the  news.  Past  polls 
have  been  covered  by  CIO  magazine, 
as  well  as  other  prestigious  media 
organizations,  including  CNN, 
Newsweek,  The  Wall  Street  Journal, 
and  U.S.  News  &  World  Report. 


9  a.m.  -  9:45  a.m. 

Interorganizational  Partnering: 
Competitive  Advantage  Through 
Information  Sharing 


Dr.  Jim  Wetherbe 

Professor 

University  of  Minnesota 

Federal  Express  Professor 

University  of  Memphis 


Conference  Moderator 

Since  the  possession  of  information 
denotes  power,  interorganizational 
information  sharing  has  traditionally 
been  problematic.  However,  organi¬ 
zations  are  learning  that  enormous 
cost-reducing  competitive  advantage 
is  available  when  they  partner  in  ways 
that  allow  them  to  share  their  infor¬ 
mation  resources. 

In  this  session,  Wetherbe  will  pro¬ 
vide  colorful  and  dramatic  examples 
of  how  competitive  advantage  can  be 
gained  through  information  sharing. 

9:45  a.m.  -  10:45  a.m. 

Partners  in  Travel 

Mike  Hughes 

CIO 

Thomas  Cook  Travel 

Thomas  Cook  is  one  of  the  world’s 
largest  travel  and  financial  services 
companies,  and  its  Global  Traveler 
Services  business  handles  the  needs  of 
travelers  anywhere  in  the  world,  24 
hours  a  day.  With  a  single  call,  cus¬ 
tomers  gain  access  to  a  comprehensive 
range  of  services  that  include  hotel, 
plane  and  car  reservations;  emergency 


cash  within  ten  minutes;  translation 
and  courier  services;  and  medical  and 
legal  assistance  worldwide.  This  global 
call  center  handles  thousands  of  calls 
per  day  in  more  than  30  languages. 
Hughes  shares  the  planning,  analysis 
and  implementation  of  this  world- 
class  call  center  and  its  unique  busi- 
ness-to-business  role. 


10:45  a.m.  -  11:15  a.m. 

Coffee  Break 

11:15  a.m.  -  12:30 p.m. 

Omaha  AIMs  High:  A  Model 
Business/Education  Partnership 

Jim  Schmidt 

Senior  Vice  President 
Technology  Services  Division 

First  National  Bank  of 
Omaha 

Robert  Sweeney 
V  ^  Executive  Director 

Applied  Information  Man- 
agement  Institute  (AIM) 

Joyce  Wrenn 

CIO  and  Vice  President  of 
Information  Technologies 

Union  Pacific  Railroad 

The  AIM  Institute  was  created  in 
1992  as  a  non-profit  membership 
organization  composed  of  corporate, 
academic,  and  state  and  local  govern¬ 
ment  members  to  support  Omaha 
and  Nebraska’s  IT-related  business 
growth.  Over  the  past  seven  years, 
AIM  has  focused  on  secondary  and 
post-secondary  IT  curriculum,  con¬ 
tinuing  education,  research  and  labor 
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availability  within  the  state. 

Wrenn  and  Schmidt  discuss 
their  partnerships  with  AIM  member 
organizations  have  helped  to  bridge 
the  critical  IT  communications  and 
skills  needs  within  their  organiza¬ 
tions. 


4  p.m.  -  4:50  p.m. 

Business  Briefings 

:30  p.m.  —7  p.  m. 

Reception 

Gather  to  share  today’s  experiences 
with  each  other  and  our  Corporate 
Hosts. 


12:30  p.  m.  —  1:30  p.  m. 

Luncheon 


1:30 p.m.  -  2:45 p.m. 

Welcome  to  the  Experience  Economy: 
Strategies  for  the  Next  Era  of  Business 

B.  Joseph  Pine  II 

Co-author 

The  Experience  Economy: 
Work  Is  Theatre  &  Every 
Business  a  Stage 

The  service  economy  of  the 
last  30  years  is  about  to  be 
superseded  by  an  “experi¬ 
ence”  economy  in  which 
businesses  distinguish  themselves  by 
orchestrating  authentic,  compelling 
and  memorable  experiences.  By  look¬ 
ing  beyond  traditional  business  mod¬ 
els,  Pine  provides  a  blueprint  for  a 
new  economic  era  to  encourage 
future  sustainable  growth  in  organiza¬ 
tions  that  engage  clients  in  inherently 
personal  ways.  Pine  offers  a  creative, 
highly  original  and  eminently  practi¬ 
cal  strategy  for  CIOs  to  script  and 
stage  the  experiences  that  will  trans¬ 
form  the  value  of  what  they  produce 
by  delivering  ultimate  experiences 
within  their  organizations  and  for 
their  customers. 


2:45  p.m.  —3:35  p.m. 
Business  Briefings 


7  p.m.  —  midnight 

Hospitalities/Networking 


TUESDAY,  October  5 


7:30  a.  m.  —  8:30  a.  m. 

Breakfast 


8:30  a.m.  -  9:30  a.m. 

Private-Public  Partnerships: 
Are  They  Really  Possible? 


Rock  Regan 

CIO 

State  of  Connecticut 


In  an  effort  to  significantly  improve 
the  effectiveness  of  its  government 
services,  the  State  of  Connecticut 
embarked  on  a  unique  IT  outsourc¬ 
ing  initiative  to  turn  over  the  man¬ 
agement  of  its  entire  IT  operations  to 
a  private  vendor.  Although  contract 
negotiations  were  eventually  termi¬ 
nated  and  the  state  decided  to  pro¬ 
ceed  with  the  modernization  in- 
house,  Regan  was  able  set  a  precedent 
in  exploring  external  partnerships  for 
other  states  to  follow.  He  will  discuss 
the  state’s  negotiations  with  employ¬ 
ees,  unions,  legislators,  media,  ven¬ 
dors  and  citizens,  while  addressing 
lessons  learned  for  other  public  and 
private  sector  CIOs. 


9:30  a.m.  —  10:15  a.m. 

Creating  a  New  Agricultural 
Enterprise: The  DuPont/Pioneer 
Hi-Bred  Story 

Thomas  Hanigan 

CIO 

Pioneer  Hi-Bred 
International 

DuPont,  the  world’s  16th  largest 
U.S.  industrial/service  provider  and 
Pioneer  Hi-Bred,  the  world’s  largest 
seed  manufacturer  are  committed  to 
improving  life  all  over  the  world. 
These  two  research  and  manufactur¬ 
ing  giants  have  announced  their 
impending  merger,  promising  more 
efficient  research  and  development 
and  innovative  products  to  enhance 
the  quality  of  life.  Developing  a  plan 
to  merge  cultures  has  proved  to  be  a 
significant  IT  challenge. 

How  do  you  merge  diverse  tech¬ 
nology  organizations  that  differ  in 
their  core  competencies?  DuPont 
relies  heavily  on  external  partnerships 
and  has  a  decentralized  approach 
while  Pioneer  Hi-Bred  has  a  recog¬ 
nized  centralized  management  style 
and  in-house  information  technology 
architecture.  Each  has  realized  success 
in  its  approach  and  implementation 
of  technology  and  information  man¬ 
agement.  Hanigan  discusses  how  this 
partnership  and  the  blending  of  each 
company’s  core  competencies  and 
management  styles  are  being  carefully 
calculated  and  considered.  He  identi¬ 
fies  the  steps  taken  in  examining, 
testing  and  re-inventing  each  compa¬ 
ny’s  individual  partnerships. 


10:15  a.m.  -  10:45  a.m. 

Coffee  Break 
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10:45  a.m.  —  noon 

IT  Partnerships  —  The  Heart  of 
Life  on  the  Beat 

Roger  W.  Ham 

CIO 

Los  Angeles  Police 
Department 

As  the  world’s  twelfth  largest  econo¬ 
my  with  over  1 5  million  residents, 

Los  Angeles  is  at  the  forefront  of 
media  and  entertainment  access,  man¬ 
ufacturing  innovation,  scientific 
advancement,  academic  research  and 
technological  advancement.  With  its 
goal  to  reduce  crime  and  the  fear  of 
crime  in  this  thriving  metropolis,  the 
Los  Angeles  Police  Department 
(LAPD)  has  made  significant  changes 
to  redefine  itself  as  a  safer  and  more 
attractive  location  to  do  business.  The 
department  has  developed  a  compre¬ 
hensive,  coherent  and  coordinated 
approach  to  providing  police  and 
security  services,  with  particular 
emphasis  on  community  policing. 
Partnerships  with  federal,  state,  and 
local  agencies,  technology  corpora¬ 
tions,  universities  and  community 
advisory  boards  have  created  opportu¬ 
nities  for  funding  support  of  major 
technology  initiatives.  Ham  discusses 
how  these  alliances  have  reduced 
crime  in  the  area  to  a  level  lower  than 
the  state  average. 

Question  and  Answer  with  Roger 
Ham  Moderated  by  Arthur  Miller 

Noon  —  1  p.m. 

Luncheon 


1  p.m.  —  1:50  p.m. 
Business  Briefings 

2  p.m.  —  2:50  p.m. 
Business  Briefings 

3 p.m.  -  3:50 p.m. 

Business  Briefings 

3:50  p.m.  —  4:15  p.m. 

Coffee  Break 


4:15  p.m.  —  5:30  p.m. 

What  CIOs  Need  to  Know 
About  Intellectual  Property 


■HK  Arthur  R.  Miller 

HU  Harva|,d  Law  School 

Today’s  CIO  must  know  the  basics 
about  intellectual  property  law  in 
order  to  ensure  that  his/her  organiza¬ 
tion  does  not  engage  in  acts  of  copy¬ 
right  or  patent  infringement  or  jeop¬ 
ardize  important  information  property 
rights.  Copyright  law  has  been  com¬ 
pletely  transformed  by  modern  tech¬ 
nology  into  one  of  the  most  dynamic 
and  important  areas  of  contemporary 
law.  In  the  last  two  decades,  copyright 
protection  has  been  recognized  in  soft¬ 
ware,  databases  and  computer-generat¬ 
ed  works.  These  forms  of  expressive 
information  are  now  among  the  most 
valuable  of  corporate  assets  —  making 
their  protection  and  the  avoidance  of 
their  infringement  absolutely  critical. 
What  are  the  basic  rules  that  ensure 
maximum  protection  is  secured  and 
the  risks  of  infringement  minimized? 
Miller  discusses  the  guidelines  for 
these  objectives,  as  well  as  the  implica¬ 
tions  of  Internet  communication  to 
assure  that  corporate  copyrights  are 
protected  and  infringement  avoided. 


5:30 p.m.  -  7 p.m. 

Reception  with  Arthur  Miller 


8:30  a.m.  -  10:30  a.m. 

E-Business  Communities 
and  the  Creation  of  Wealth 


BLUEPRINT 


ECONOMY 


Don  Tapscott 

Chairman 

The  Alliance  for  Converging 
Technologies 

Author,  Blueprint  to  the 
Digital  Economy:  Creating 
Wealth  in  the  Era  of 
E-Business 

The  key  to  competitiveness 
in  the  digital  economy  is  business 
model  innovation.  New  models  are 
emerging  that  are  about  as  different 
from  the  integrated,  industrial  age 
corporation  as  they  were  from  the 
feudal  craft  shop  of  the  prior  agrarian 
economy.  The  traditional  organization 
is  being  usurped  by  e-business  com¬ 
munities  —  the  emerging  model  for 
wealth  creation  and  successful  com¬ 
merce.  Digitally  savvy  organizations  in 
every  industry  are  changing  business 
models  to  establish  the  conditions  for 
value  creation  and  dominance.  Mar¬ 
keting,  advertising  and  the  creation  of 
brands  are  all  turned  upside-down  in 
this  new  world.  Tapscott  describes  the 
different  types  of  e-business  commu¬ 
nities  —  open  markets,  aggregators, 
value  chains  and  alliances  —  with 
examples  of  business  strategy  changes 
and  the  role  of  the  IT  executive  in 
achieving  transformation. 


WEDNESDAY,  October  6 


7:30  a.m.  -  8:15  a.m. 

Breakfast 

8:15  a.m.  —  8:30  a.m. 

KnowPulseSM  Results 

aAbbie  Lundberg 

Editor  in  Chief 

CIO  magazine 

Lundberg  will  present  the  results  of 
Monday  morning’s  poll. 


10:30  a.m.  -  1 1  a.m. 

Coffee  Break 

11  a.m.  —  11:30  a.m. 

Question  &  Answer  Session  with 
Don  Tapscott 

1 1:30  a.m.  -  11:45  a.m. 

Closing  Remarks 
Jim  Wetherbe 
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Business  Briefings 


Making  Customer  Profitability 

Measure  Up 

Paul  Zaffaroni 

Services  Division  Leader 

Acxiom  Corporation 

How  does  a  savvy  CIO  respond  to 
today’s  constantly  changing  business 
landscape  and  build  a  framework  to 
create  strategic  advantage  for  the 
enterprise?  By  organizing  and  provid¬ 
ing  access  to  data  inside  and  outside 
the  organization,  a  savvy  CIO  can  use 
customer  information  for  customer 
acquisition  and  retention  for  many 
other  profitability  levers  within  the 
company.  CIOs  can  implement  cus¬ 
tomer  retention  models  that  can  mul¬ 
tiply  ROI  and  create  additional  mod¬ 
els  to  predict  early  defection. 

As  the  CIO  tears  down  silos  of 
data  within  the  business  and  over¬ 
comes  obstacles  presented  by  legacy 
systems,  he/she  is  able  to  capitalize  on 
the  impact  customer  knowledge  can 
have  as  an  enterprise  change  agent. 

Delivering  a  Higher  Form  of 
Enterprise  Business  Intelligence 

Katherine  Glassey 

Co-founder  and 
Chief  Technology  Officer 

Brio  Technology 

More  so  than  at  any  other  time  in 
history,  delivery  and  use  of  corporate 
data  is  critical  for  organizational 
growth  and  survival.  Only  now  has 
the  infrastructure  existed  to  connect 
disparate  systems  and  provide  infor¬ 
mation  access  across  the  enterprise, 
regardless  of  its  format  and  who 
needs  to  use  it  and  where.  For  today’s 
extended  enterprise  —  from  cus¬ 
tomers,  suppliers  and  partners  to 
internal  end  users  of  all  skill  levels  — 
business  intelligence  for  the  enterprise 
is  not  what  it  used  to  be.  In  this  ses¬ 
sion,  Glassey  reveals  five  common 
misconceptions  about  business  intelli¬ 
gence,  and  discusses  ways  to  derive 
higher  value  and  achieve  competitive 
advantage  throughout  the  enterprise. 


Anatomy  of  an  E-Commerce 
Partnership 

Henry  Fiallo 

Executive  Vice  President 
and  CIO 

Cabletron  Systems,  Inc. 

In  developing  and  deploying  an 
e-commerce  strategy,  companies 
need  to  be  visionary  while  looking  to 
streamline  their  business  processes. 
You  must  first  understand  your  inter¬ 
nal  strengths,  weaknesses,  external 
opportunities  and  threats  (S.W.O.T. 
analysis).  Increasingly,  companies  in 
all  industries  are  implementing 
e-commerce  solutions  to  gain  the 
competitive  edge.  Most  of  these 
companies  strive  to  offer  faster  cus¬ 
tomer  service,  superior  hosting  capa¬ 
bilities,  and  extended  global  points  of 
presence.  But,  for  a  more  efficient 
and  less  painful  e-commerce  deploy¬ 
ment,  companies  shouldn’t  go  it 
alone.  Indeed,  by  forming  strategic 
partnerships  with  leading  players  in 
e-commerce  development,  companies 
can  ensure  themselves  a  more  success¬ 
ful  site  with  a  higher  return  on 
investment. 

In  this  session,  Fiallo  discusses  the 
essentials  to  building  a  successful 
e-commerce  partnership.  He  explores 
some  of  the  keys  to  finding  the  right 
partner,  as  well  as  break  down  the 
roles  each  company  should  play  in 
completing  the  project. 

Does  Your  Front  End  Know  What 
Your  Back  End  is  Doing? 

Sam  Spadafora 
President  and  CEO 

Chordiant  Software,  Inc. 

For  large  consumer  companies,  the 
Web  raises  significant  challenges:  why 
is  it  important  to  integrate  electronic 
commerce  centers  with  traditional 
customer  centers  such  as  branch 
offices  and  call  centers?  Can  large  con¬ 
sumer  companies  leverage  e-business 
while  maintaining  continuity  with 
existing  operations?  Can  call  centers 
mirror  the  pace  of  change,  the  popu¬ 
larity,  and  the  personalization  of  elec¬ 


tronic  commerce?  Will  the  Web  ulti¬ 
mately  overtake  the  call  center  and 
traditional  operations?  Or  will  the 
Web  be  integrated  into  existing 
organizations? 

As  e-commerce  becomes  increasing¬ 
ly  accepted,  savvy  companies  are  lever¬ 
aging  their  existing  resources  to  extend 
and  expand  their  customer  relation- 
ship-building  efforts.  Spadafora  will 
discuss  strategies  that  global  consumer 
companies  are  using  today  to  unite 
their  customer  relationship  manage¬ 
ment  operations  from  the  branch 
office  to  the  Web  to  the  call  center. 


Anatomy  of  an  IT  Partnership 


Jeff  Biggs 

Senior  Director,  NT  Systems 
Engineering 

LEXIS-NEXIS 


Courtesy  of  Compaq 
Computer  Corporation 


Strategic  partnerships  between  IT 
companies  enable  them  to  expand 
their  business  markets  in  scope  and 
quality.  The  partnership  between 
Compaq  and  LEXIS-NEXIS  demon¬ 
strates  the  synergy  of  leveraging  each 
company's  core  competencies. 
LEXIS-NEXIS  delivers  high  quality, 
value-added,  decision  support  infor¬ 
mation  and  services  to  their  cus¬ 
tomers.  The  alliance  that  LEXIS- 
NEXIS  has  forged  with  Compaq  has 
provided  numerous  benefits.  Compaq 
has  delivered  leading  edge  technology, 
quality  hardware,  responsive  service, 
competitive  pricing,  and  the  opportu¬ 
nity  to  influence  future  designs  and 
technology.  Compaq  has  benefited 
from  the  relationship  by  collaboratin 
with  LEXIS-NEXIS  in  building  a 
modern  Web  environment. 
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Revenue  Generation 
Through  Visualization 

Sandeep  Divekar 
Senior  Vice  President 
Visualization  Strategy 

Computer  Associates 
International,  Inc. 

E-commerce  is  now  growing  into  a 
multi-billion  dollar  opportunity  for 
companies  that  are  technology  savvy. 
Some  applications  involve  enhancing 
existing  business  models,  while  others 
involve  creating  entirely  new  ones. 

But  along  with  these  new  opportuni¬ 
ties  comes  the  new  problem  of  attract¬ 
ing  and  retaining  customers  through 
the  Web.  Design  of  compelling  con¬ 
tent  through  visualization  technology, 
including  3-D,  sound  and  animation 
is  critical  to  the  success  of  this  new 
breed  of  application. 

Storage...  At  the  Heart  of  Your 
Enterprise 

Peter  Gibbs 

Director  of  Marketing,  CLARiiON 
Advanced  Storage  Division 

Data  General  Corporation 

Providing  continuous  access  to  critical 
business  information  demands  a 
strategic  focus  on  storage.  Since  stor¬ 
age  can  account  for  more  than  half  of 
the  IT  infrastructure  cost,  it  is  rapidly 
becoming  the  most  valuable  and  polit¬ 
ical  issue  in  businesses  today. 

Advanced  storage  technology  can 
leverage  the  productivity  of  IT  organi¬ 
zations  and  enable  businesses  to  pro¬ 
tect  and  optimize  their  most  competi¬ 
tive  corporate  asset  - —  information. 

Fibre  channel  and  storage  area  net¬ 
works  (SANs)  are  driving  dramatic 
changes  in  the  IT  landscape,  much 
like  the  effect  Ethernet  had  in  client- 
server/LAN  computing.  Understand¬ 
ing  the  benefits  of  these  new  technolo¬ 
gies  and  how  they  are  being  applied  to 
enterprise  storage  has  never  been  more 
important.  Gibbs  will  explore  where 
high-availability  enterprise  storage  is 
headed  and  what  it  can  mean  to  the 
success  of  your  IT  organizations. 


Project  Oracle  —  EDS  and  Delphi 
Automotive  Systems:  A  Case  Study 
on  Total  Customer  Collaboration 

Peter Janak 
Vice  President  and  CIO 

Delphi  Automotive 
Systems 

tWes  Arrington 

EDS  Delphi  Group 

On  schedule.  On  budget.  Achieved 
customers’  demanding  production 
readiness  requirements.  Those  state¬ 
ments  precisely  defined  the  outcome 
of  Project  Oracle,  a  mission-critical, 
global  business  and  systems  project 
that  enabled  Delphi  Automotive  Sys¬ 
tems  to  go  from  a  General  Motors 
subsidiary  to  a  $28.5  billion,  NYSE 
publicly-traded  Fortune  36  company 
on  February  5,  1999,  in  only  108 
days.  The  primary  challenge  of  the 
project,  co-led  by  EDS,  GM  and 
Delphi,  was  to  allow  Delphi  to  split 
its  systems  from  GM  to  enable  Del¬ 
phi  to  operate  as  an  independent 
company. 

Listen  and  learn  how  the  compa¬ 
nies  collaborated.  Explore  the  process 
that  enabled  the  cloning  of  125  sys¬ 
tems  in  the  US  and  Brazil  for  finan¬ 
cial,  human  resources  and  other  func¬ 
tional  areas;  collected  and  analyzed 
information  on  almost  900  software 
vendors;  and  designed  and  deployed 
a  computing  and  communications 
infrastructure  to  support  Delphi’s 
operating  needs.  Examine  the  bene¬ 
fits  and  possible  pitfalls  of  a  collabo¬ 
rative  IT  partnership. 


Using  the  Internet  to  Maximize  the 
Value  of  Your  Enterprise  Relation¬ 
ships  —  How  to  Put  Analytical 
Applications  to  Work  for  You 

Roger  Siboni 
President  and  CEO 

E.piphany,  Inc. 

The  Internet  is  the  new  corporate 
backbone  for  establishing  a  customer 
supply  chain  —  beginning  within  the 
enterprise  and  extending  externally. 
With  Web-based  analytic  applica¬ 
tions,  a  company  can  now  identify 
and  differentiate  its  most  valuable 
customers.  The  company  can  interact 
with  the  customers  and  customize 
their  products  and  services  on  a  one- 
to-one  basis.  Siboni  will  demonstrate 
how  specific  companies  are  using 
these  analytic  applications  to  gain  a 
single  integrated  view  —  one  that 
connects  information  from  ERP,  lega¬ 
cy,  e-commerce,  third-party  and 
front-office  sources.  He  will  also 
illustrate  how  these  organizations 
infuse  new  customer  data  back  into 
the  supply  chain  in  which  informa¬ 
tion  now  flows  seamlessly  throughout 
the  enterprise  —  helping  to  build 
lifetime  relationships  with  customers 
—  and  creating  a  competitive  advan¬ 
tage  for  the  company. 
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Focus  on  the  Customer  —  The 
Information  Technology  Partnershi 

John  Parkinson 
Chief  Technologist  and 
Head  of  Global  Solutions 
E-Business  Group 

Ernst  &  Young  LLP 
National  Consulting 
Services 


Many  factors  in  the  technology  land¬ 
scape,  most  critically  the  Internet, 
have  made  it  essential  for  the  IT 
organization  to  understand  what  cus¬ 
tomers,  both  direct  and  indirect,  want 
from  the  technologies  with  which  they 
interact.  Learning  to  take  the  cus¬ 
tomer’s  point  of  view  will  be  a  critical 
competency  for  successful  IT  organi¬ 
zations  in  the  future,  and  the  basis  for 
a  new  kind  of  business  partnership. 
Building  this  competency  will  not  be 
easy,  yet  the  effort  cannot  take  too 
long  or  alternative  sources  for  technol¬ 
ogy  enablement  will  rapidly  displace 
internal  groups.  Parkinson  discusses 
some  of  the  essential  strategies  for 
transforming  the  IT  organization  into 
a  truly  customer-centric  culture. 


Analytic  Applications:  Leveraging 
Business  Information  as  a  Strategic 
Weapon 


t  Daniel  Druker 

Vice  President 
Product  Marketing 

Hyperion  Solutions 


Analytic  applications  dramatically 
increase  competitive  advantage  by 
deriving  knowledge  from  the  raw  data 
generated  or  stored  in  ERP  systems, 
data  warehouses,  and  other  opera¬ 
tional  systems  —  knowledge  that 
enables  managers  across  organizations 
to  make  better,  faster  decisions  that 
significantly  improve  the  bottom  line. 

Druker  will  discuss  the  latest 
trends  in  the  fast-growing  market  for 
analytic  applications,  and  how  these 
solutions  foster  partnerships  between 
IT  and  individual  lines  of  business  as 
organizations  strive  to  deliver  critical, 
actionable  information. 

Druker  addresses  how  to  leverage 


analytic  applications  for  business 
reporting,  analysis,  modeling  and 
planning;  extending  ERP  and  transac¬ 
tion  processing  systems  with  an  enter¬ 
prise  platform  for  ad-hoc  analysis  and 
enterprise  reporting  solution;  and 
optimizing  enterprise-wide  business 
analysis  and  information  delivery  sys¬ 
tems  to  adapt  to  organizational 
changes  and  market  volatility. 

Web  Sites  Are  Just  the  Tip  of  the  Ice¬ 
berg  ...  It's  What  was  Below  the 
Water  that  Sank  the  Titanic 

Towney  Kennard 

Vice  President 
Enablement  Services 

IBM  Corporation 

The  wonderful  thing  about  electronic 
commerce  is  immediacy  and  reach. 
How  many  virtual  storefronts  have 
gone  global  in  minutes? 

The  flip  side  is  ...  immediacy  and 
reach.  If  your  site  fails  to  perform, 
your  problems  are  instantly  visible. 
One  bad  experience  will  frustrate  your 
employees  and  partners,  and  send 
your  customers  to  the  competition. 

Kennard  believes  that  in  the  rush 
to  get  Web  sites  up  and  running,  the 
“business”  side  of  e-business  can  be 
taken  for  granted.  Proper  planning, 
design,  systems  management,  security, 
testing  and  recovery  services  are  the 
basis  for  a  successful  Web  site.  He  also 
sees  the  CIO’s  role  as  critical  for 
ensuring  a  successful  site. 

The  E-commerce  Thrust:  Exploiting 
the  Full  Potential  of  the  Web 

Mark  Leary 

Vice  President 

IDC 

The  advent  of  e-commerce  is  radically 
altering  the  way  organizations  do 
business.  More  than  just  a  new  rev¬ 
enue  source,  e-commerce  is  funda¬ 
mentally  a  new  model  for  enhancing 
customer  relationships  and  business 
practices,  including  alliances  and  part¬ 
nerships. 

Making  sure  that  the  “e”  portion 
of  an  e-commerce  thrust  is  in  line 


with  current  business  expectations  — 
and  is  able  to  readily  adapt  to  those 
ever-intensifying  demands  —  has 
become  the  number-one  focus  for  IT 
management. 

Within  an  e-commerce  environ¬ 
ment,  the  IT  infrastructure  — 
servers,  networks,  software,  databases 
and  staff  —  becomes  a  vital  business 
conduit.  How  should  CIOs  respond 
to  the  mounting  pressure  for  more 
timely  and  accurate  information, 
higher  speed  and  wider  ranging 
access,  and  absolute  integrity?  Leary 
highlights  technologies,  solutions  and 
practices,  as  well  as  the  risks  and 
rewards  associated  with  leading 
e-commerce  projects. 

Leading  with  E-Business:  A  Success 
Story  from  Intel 

Sandra  K.  Morris 

Vice  President  and  Director 
Internet  Marketing  and 
E-Commerce 

Intel  Corporation 

The  rise  of  e-business  has  added 
additional  layers  of  complexity  to 
many  corporate  Internet  strategies. 
The  value  to  the  company  is  obvious: 
improved  customer  service  and 
expanded  sales  coverage.  However, 
the  development  and  maintenance  of 
these  systems  can  be  daunting. 

Morris  will  discuss  how  to  develop 
a  worldwide  deployment,  including 
strong  encryption;  how  to  prioritize 
features  and  functionality;  how  to  use 
the  Web  site  to  complement  existing 
business  channels;  and  how  to  meas¬ 
ure  success. 
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Information  Continuance: 
Integrated,  Independent  and 
Intelligent  Solutions  for  the 
Enterprise 

Nora  Denzel 

Senior  Vice  President 
Product  Operations 

Legato  Systems,  Inc. 

Today,  customers  are  telling  us  that 
they  must  increasingly  leverage  their 
corporate  data  assets  to  make  timely 
and  knowledgeable  business  deci¬ 
sions.  To  do  so,  they  require  a  solu¬ 
tion  that  is  complete,  open  and  inte¬ 
grated.  However,  all  too  frequently, 
data  and  applications  are  still  man¬ 
aged  independently.  As  a  result,  busi¬ 
nesses  are  having  difficulty  scaling 
their  information  systems  across  a 
variety  of  platforms  —  and  across 
their  enterprise.  And  the  steadily 
shrinking  “backup  window”  further 
impedes  their  ability  to  implement 
time-critical  decisions. 

Denzel  will  discuss  how  businesses 
must  manage  data  movement  across 
the  enterprise  to  make  the  most  of 
their  data  assets  and  enhance  cus¬ 
tomer  value.  She  explains  how  to 
deploy  the  infrastructure  and  technol¬ 
ogy  necessary  for  effective  manage¬ 
ment  of  data  movement. 


Managing  a  Successful  Electronic 
Commerce  Project 

Bert  Gallo 

President 

Retex 

Courtesy  of  Lockheed  Martin 
Corporation 

How  should  your  company  effectively 
conceive,  develop  and  deploy  an 
information  technology  project  in  this 
new  world  of  e-commerce  (EC)? 

What  makes  this  type  of  undertaking 
different  from  your  traditional  client 
server,  imaging,  datawarehousing  or 
other  information  technology  proj¬ 
ects?  Where  does  EC  and  your  infra¬ 
structure  information  base  intersect? 
Take  a  journey  through  a  successful 
EC  project  to  learn  about  partnership 
roles,  management  techniques  and  les¬ 
sons  learned. 

Real  World  Communications:  Power¬ 
ful  Choices  to  Advance  Your  Business 

Mary  Ann  Littler 

Director  of  Enterprise 
Marketing 

Worldwide  Marketing 

Lucent  Technologies 

A  communications  revolution  is  tak¬ 
ing  place  and  this  is  affecting  every 
aspect  of  communications  —  from 
the  network,  to  the  enterprise,  to 
your  fingertips.  Network  infrastruc¬ 
tures  that  were  once  separate  and  dis¬ 
tinct  —  voice,  data,  wired  and  wire¬ 
less,  premise  and  wide  area  —  are 
merging  together. 

These  advancements  are  creating 
applications  that  transform  a  con¬ 
verged  infrastructure  into  a  competi¬ 
tive  asset  —  an  asset  that  lowers  costs, 
increases  revenue,  enables  better  cus¬ 
tomer  service  and  removes  the  barri¬ 
ers  of  time  and  space.  Littler  will  dis¬ 
cuss  how  and  why  CIOs  must 
manage  these  networks  and  applica¬ 
tions  effectively  while  delivering  the 
greatest  reliability  and  availability. 


Application  Flow  Management  in 
Business  Critical  Networks 

Michael  Szabados 
Vice  President  of  Marketing 

NetScout  Systems,  Inc. 

In  the  typical  enterprise,  the  business 
operates  at  the  application  layer,  while 
traditional  tools  are  confined  to  the 
device  and  connectivity  layers.  Appli¬ 
cation  Flow  Management  (AFM)  is  a 
method  of  managing  enterprise  net¬ 
works  by  tracking  applications  flows 
and  their  impact  on  the  network. 
AFM-based  monitoring  illuminates  all 
aspects  of  network  traffic,  focusing  on 
the  applications  at  the  heart  of  the 
business:  ERPs,  supply  chain  manage¬ 
ment  systems,  collaborative  front 
office  applications,  and  a  host  of  other 
Internet  and  intranet  applications. 

AFM  provides  accurate  real-time 
and  historical  information  about 
application  performance  and  network 
availability,  and  information  for  pri¬ 
oritizing  traffic  flows,  tuning  network 
and  application  performance,  and 
planning  for  growth. 
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Merging  Traffic  Ahead:  A  Practical 
Roadmap  to  Unified  Networks 


R  Lloyd  Carney 

President 

Enterprise  Data  Solutions 

Nortel  Networks,  Inc. 


The  convergence  of  data  and  telepho¬ 
ny  applications  is  creating  opportuni¬ 
ties  for  organizations  to  enhance  cus¬ 
tomer  service,  improve  operating 
efficiencies  and  flexibility,  and  elimi¬ 
nate  redundant  equipment  and  serv¬ 
ices  from  network  infrastructure. 

Carney  leads  a  roundtable  at 
which  several  top  CIOs  will  share 
ideas  and  address  your  questions  for 
managing  the  opportunities  and  chal¬ 
lenges  posed  by  network  convergence. 
The  session  addresses  how  organiza¬ 
tions  are  preparing  their  network 
infrastructure  for  the  integration  of 
data  and  telephony  applications. 
Carney  identifies  the  best  strategies 
for  staging  and  phasing  investments  in 
converged  network  services;  which 
applications  are  being  driven  by  the 
convergence  of  voice,  data  and  video, 
and  how  they  are  being  used  to 
improve  business  practices;  and  how  a 
unified  voice  and  data  network  can 
simplify  management,  reduce  operat¬ 
ing  costs  and  improve  asset  utilization. 


Can  Your  Data  Center  Do  This? 


Jeff  Pancottine 

Vice  President  of  Marketing 

k  ^dEi  Sequent  Computer 


Unix  or  NT?  Distributed  or  central¬ 
ized?  Virtual  or  physical?  OLTP  or  e- 
commerce?  The  answer  is  yes.  Pancot¬ 
tine  will  define  and  describe  the 
“new”  data  center;  one  that  is  capable 
of  adapting  to  changing  business 
requirements  while  keeping  pace  with 
the  latest  technology  breakthroughs. 
Participants  will  take  a  closer  look  at 
a  flexible  data  center  architecture 
model  and  an  operating  system  strate¬ 
gy  needed  to  support  new  age  appli¬ 
cations  and  e-business  solutions.  He 
will  also  use  specific  real-world  exam¬ 
ples  and  industry  insights  to  highlight 
the  changing  role  of  the  current  data 
center. 


Next-Generation  Networks:  Chang¬ 
ing  the  Way  You  Do  Business 


m  Kathryn  A.  Walker 

Sprint  Business 


Businesses  today  face  a  challenging 
array  of  issues,  from  providing  superi¬ 
or  customer  service  to  building  a 
skilled  workforce  to  moving  products 
to  market  more  quickly.  But  imple¬ 
menting  IT  solutions  that  serve  the 
needs  of  businesses  in  a  changing 
environment  are  becoming  far  less 
challenging,  thanks  to  the  advent  of 
next-generation  networks.  By  offering 
new  communications  applications 
that  better  link  internal  and  external 
stakeholders  —  employees,  customers, 
telecommuters,  branch  offices,  Web 
site  visitors  and  so  forth  —  next-gen¬ 
eration  networks  make  creative  solu¬ 
tions  possible  for  businesses’  most 
critical  communications  problems. 
Walker  will  offer  a  case  study  in  devel¬ 
oping  such  solutions. 


Multimedia  Communications  in  a 
Web-Connected  World 

Paul  Johnson 

Managing  Director,  Equity 
Research  Department 

BancBoston  Robertson 
Stephens 

Courtesy  of  VideoServer,  Inc. 

The  result  of  the  massive  and  rapidly 
growing  adoption  of  the  World  Wide 
Web  has  had  a  dramatic  effect  on  the 
world’s  telecommunications  net¬ 
works.  The  challenges  of  meeting  the 
demands  for  IP  data  connectivity 
generated  by  over  100  million  users 
are  compounded  by  growth  of  up  to 
5%  a  month.  For  the  first  time,  a  sin¬ 
gle  network  pipe  can  carry  any  and 
every  type  of  media  simultaneously. 

As  a  direct  result  of  this  new  land¬ 
scape,  the  multimedia  communica¬ 
tions  industry  will  change.  The  con¬ 
vergence  of  data,  text,  voice  and  video 
enabled  applications  will  break  down 
the  boundaries  of  traditional  markets. 
Similarly,  the  rapidly  increasing  pro¬ 
portion  of  broadband  connected 
homes  brings  comparable  access  to 
bandwidth  from  both  the  home  and 
office  for  many  users,  blurring  the 
distinction  between  public  and  pri¬ 
vate  enterprise.  Johnson  reviews  the 
trends  that  are  impacting  the  shape  of 
the  multimedia  communications 
industry  and  highlights  the  key 
threats  and  opportunities  for  the  large 
enterprise. 
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AQUOM  HK„ologv 


Brio  Technology,  Inc.  [Nasdaq: 
BRYO]  is  a  leading  provider  of 
enterprise  business  intelligence  soft¬ 
ware.  Brio  develops,  markets  and 
supports  an  integrated  business  intel¬ 
ligence  (BI)  platform  that  provides 
the  most  complete  range  of  enter¬ 
prise-ready  products  designed  to 
improve  the  ability  of  business  pro¬ 
fessionals  to  make  timely,  fact-based 
business  decisions.  The  Brio  BI  plat¬ 
form  enables  organizations  to  build 
and  deliver  enterprise  reporting, 
business  intelligence  and  analytical 
applications  to  users  in  intranet  and 
extranet  environments,  and  enables 
customers  to  derive  higher  business 
value  from  their  existing  ERP,  data 
mart,  data  warehouse  and  other 
enterprise  applications.  Brio  has 
commercial  relationships  with 
companies  such  as  Hewlett  Packard, 
IBM,  Microsoft,  Oracle,  PeopleSoft, 
SAP  and  Sun  Microsystems.  Brio 
Technology  is  based  in  Palo  Alto, 

CA,  and  can  be  reached  at 
877-279-BRIO  or  on  the  World 
Wide  Web  at  www.brio.com. 


Acxiom  can  help  CIOs  tap  into  the 
valuable  data  captured  in  operational 
systems  and  make  it  part  of  an  accu¬ 
rate,  comprehensive  and  accessible 
warehouse  of  customer  information 
—  ultimately  enabling  you  to  deliver 
timely  and  appropriate  information 
to  end  users  throughout  the  enter¬ 
prise.  Acxiom’s  expertise  in  data  inte¬ 
gration  assists  you  in  transforming 
data  into  customer  knowledge  to 
drive  powerful  decision  support 
applications. 

Acxiom  Corporation,  voted  one  of 
Fortune  magazine’s  ‘TOO  Best  Com¬ 
panies  to  Work  for  in  America,”  pro¬ 
vides  a  wide  spectrum  of  data  prod¬ 
ucts,  data  integration  services, 
modeling  and  analysis,  and  informa¬ 
tion  technology  outsourcing  services 
to  major  U.S.  and  international 
firms.  For  more  information,  please 
visit  www.acxiom.com  or  e-mail  us  at 
info@acxiom.com. 


caBLeTRon 

_ SYsrems 

Cabletron  Systems  —  a  recognized 
leader  in  high-performance  networking 
solutions  —  has  provided  reliable 
LAN,  WAN,  ATM  and  remote  access 
communications  to  millions  of  people 
throughout  the  world.  Among  its 
many  customers  are  Fortune  1000 
companies;  service  providers  and  tel¬ 
cos;  federal,  state  and  local  government 
agencies;  universities  and  academic 
institutions;  health  care  and  financial 
institutions;  small  businesses  and 
more. 

Through  its  award-winning  tech¬ 
nology  backed  by  an  unrivaled  service 
and  support  organization,  Cabletron 
is  your  e-business  communications 
specialist. 

©Chordiant® 

SOFTWARE,  INC. 

Chordiant  Software  builds  customer 
relationship  management  applications 
tailored  for  business-to-consumer 
companies,  serving  traditional  and 
e-business  environments,  with  a  single 
view  of  the  consumer. 

Unlike  Web-only  and  customer 
relationship  point  solutions,  Chor- 
diant’s  flagship  product,  Chordiant 
CCS  —  Customer  Communications 
Solution  —  embraces  new  customer 
communications  methods  while  lever¬ 
aging  existing  ones. 

Chordiant  unifies  Web,  branch  and 
call  centers  through  a  single  customer 
model  that  integrates  all  services,  offer¬ 
ings  and  business  goals.  As  a  result, 
Chordiant  allows  enterprises  to  retain 
customers  and  grow  revenue  by 
enabling  more  sophisticated  relation¬ 
ships. 
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COMPAQ 

Compaq  Computer  Corporation, 

a  Fortune  Global  100  company,  is 
the  second  largest  computer  compa¬ 
ny  in  the  world  and  the  largest  global 
supplier  of  computer  systems.  Com¬ 
paq  develops  and  markets  hardware, 
software,  solutions,  and  services, 
including  industry-leading  enterprise 
computing  solutions,  fault-tolerant 
business-critical  solutions,  network¬ 
ing  and  communication  products, 
commercial  desktop  and  portable 
products,  and  consumer  PCs.  The 
company  is  an  industry  leader  in 
environmentally  friendly  programs 
and  business  practices.  Compaq 
products  are  sold  and  supported  in 
more  than  1 00  countries  through  a 
network  of  authorized  Compaq  mar¬ 
keting  partners.  Customer  support 
and  information  about  Compaq  and 
its  products  are  available  at 
www.compaq.com  or  by  calling 
800-OK-COMPAQ.  Product  infor¬ 
mation  and  reseller  locations  are 
available  by  calling  800-345-1518. 

(Computer® 

Associates 

Software  superior  by  design. 

Computer  Associates  International, 
Inc.  was  founded  in  1976  with  three 
employees.  Today,  with  over  $6.5  bil¬ 
lion  in  annual  revenue,  the  Islandia, 
NY-based  company  has  a  true  global 
presence,  with  16,000-plus  employ¬ 
ees  in  more  than  43  countries. 
Throughout  the  years,  our  mission 
has  remained  the  same:  to  provide 
mission-critical  solutions  that  run 
businesses.  That’s  all  we  do.  And  it’s 
this  single-minded  focus  that  enables 
us  to  deliver  superior  software  and 
services  for  all  kinds  of  businesses. 


tw  Data  General 


Data  General  ( www.dg.com )  special¬ 
izes  in  providing  open  storage  sys¬ 
tems,  servers  and  services  for  cus¬ 
tomers  worldwide  in  industries  such 
as  healthcare,  retail/distribution, 
manufacturing  and  financial  services. 
Data  General’s  CLARiiON  high- 
availability,  full  fibre  channel  storage 
solutions  feature  flexible,  scalable, 
SAN-ready  products  for  UNIX  and 
Windows  NT  platforms.  Our  Intel 
architecture-based  AViiON  servers 
offer  enterprise  solutions  using 
NUMA  technology  for  Windows  NT 
and  high-end  UNIX  platforms. 
AViiON  servers,  ranked  number  one 
in  the  Windows  NT  midrange  server 
market,  provide  a  robust  foundation 
for  such  strategic  applications  as  ERP 
and  data  warehousing. 


EDS 


EDS  is  a  professional  services  firm 
that  applies  consulting,  information 
and  technology  in  innovative  ways  to 
enable  clients  to  improve  their  overall 
performance. 

Through  an  “end-to-end”  portfo¬ 
lio  of  services  that  includes  all  aspects 
of  electronic  business,  EDS  is  the 
provider  of  choice  for  thousands  of 
leading  businesses  and  governments 
around  the  globe.  EDS’  business  is 
making  clients  more  successful.  The 
company  works  with  its  clients  to 
extend  their  enterprises  and  catapult 
them  ahead  of  the  competition.  It 
provides  thought  leadership  and  cre¬ 
ates  measurable  value  by  unleashing 
the  full  potential  of  information  and 
technology. 

For  more  information  about  EDS, 
please  visit  www.eds.com. 


epiphany 


E.piphany  is  an  industry  leader  in 
analytic  applications  that  offer  Web- 
based  efficiency  and  ease  of  use.  The 
E.piphany  e.4  System  connects  and 
analyzes  customer  data  from  inside 
and  outside  the  enterprise  —  from 
ERP,  legacy,  e-commerce  and  third- 
party  sources.  And,  since  it  was  built 
using  open  industry  standards,  the 
E.piphany  e.4  System  easily  interfaces 
with  all  customer  touchpoint  sys¬ 
tems,  including  Web,  e-mail,  sales 
force  automation  and  call  centers 


HI  Ernst  &  Young  llp 

From  Thought  to  Finish 

Ernst  &  Young  LLP,  a  leading  profes¬ 
sional  services  firm,  today  operates 
one  of  the  world’s  largest  and  most 
influential  management  consulting 
practices.  Our  business  improvement 
professionals  create  and  implement 
solutions  for  clients  that  help  them  to 
improve  operational  efficiencies, 
grow  their  companies  and  use  capital 
effectively.  E&Y  consultants  work 
with  leading  companies  all  over  the 
world  on  large-scale  business 
improvement,  organizational  change 
and  information  technology  initia¬ 
tives  to  achieve  measurable  and  rap¬ 
idly-realized  business  value.  As  a  lead¬ 
ing  electronic  commerce  strategies 
and  solutions  provider,  E&Y  enables 
clients  to  rapidly  respond  to  market 
changes  and  gain  critical  first-mover 
advantage  in  new  markets. 
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HEWLETT® 

PACKARD 


Hewlett-Packard  Company  (HP) 

—  a  leading  global  provider  of  com¬ 
puting  and  imaging  solutions  and 
services  for  business  and  home  —  is 
focused  on  capitalizing  on  the  oppor¬ 
tunities  of  the  Internet  and  the  pro¬ 
liferation  of  electronic  services.  It  is 
the  second-largest  computer  supplier 
in  the  world,  with  computer-related 
revenue  in  excess  of  $39.5  billion  in 
its  1998  fiscal  year.  HP  has  123,000 
employees  worldwide  and  had  total 
revenue  of  $47.1  billion  in  its  1998 
fiscal  year. 

HP  is  extending  its  acknowledged 
worldwide  leadership  position  in 
enterprise  computing  to  the  Internet 
and  intranet  marketplace,  specifically 
in  the  area  of  e-services.  An  e-service 
is  any  asset  that  is  made  available  via 
the  Net  to  drive  new  revenue  streams 
or  create  new  efficiencies.  The  win¬ 
ners  in  the  world  of  e-services  will  be 
those  companies  that  determine  how 
to  turn  their  assets  into  services  deliv¬ 
ered  via  the  ’Net.  These  services  will 
be  modular  and  combine  and  recom¬ 
bine  to  solve  problems,  complete 
transactions  and  make  life  easier. 


GTE  Internetworking,  a  unit  of  GTE 
Corporation  (NYSE:  GTE)  offers  cus¬ 
tomers,  from  consumers  to  Fortune 
500  companies,  a  full  spectrum  of 
integrated  Internet  services  using  IP 
networking  technologies.  GTE  Inter¬ 
networking  delivers  complete  network 
solutions,  including  dial-up  and  dedi¬ 
cated  Internet  access,  high-perform¬ 
ance  Web  hosting,  virtual  private  net¬ 
works  (VPNs),  managed  Internet 
security,  network  management, 
enhanced  IP  services,  systems  integra¬ 
tion  and  Web-based  application  devel¬ 
opment  for  integrating  the  Internet 
into  business  operations.  More  about 
GTE  Internetworking  can  be  found 
on  the  Internet  at  www.bbn.com. 
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Hyperion* 

Hyperion  gives  today’s  knowledge 
workers  the  “freedom  to  succeed” 
with  software,  services  and  partner 
offerings  that  help  them  understand 
and  optimize  their  businesses.  More 
than  5,500  organizations  worldwide 
use  Hyperion’s  family  of  market-lead¬ 
ing  packaged  analytic  applications, 
OLAP  server  technology  and  tools. 
More  than  300  leading  data  ware¬ 
housing,  OLAP  tools,  services,  ERP, 
packaged  application  and  platform 
alliance  partners  extend  the  value  of 
Hyperion’s  products  and  services  to 
deliver  maximum  flexibility  and 
choice  to  customers. 


Take  advantage  of  new  business 
opportunities  in  the  electronic  mar¬ 
ketplace.  IBM’s  world-class  e-business 
services  help  customers  conduct 
e-business  transactions  easily  and 
securely  over  the  Internet,  while 
building  profitable,  Web-based 
relationships. 

IBM  has  innovative  end-to-end 
solutions  with  unmatched  technical 
expertise,  regardless  of  vendor  or 
platform.  IBM  Global  Services  can 
help  you  capitalize  on  the  next  gener¬ 
ation  of  growth  for  your  company 
and  e-business,  to  maximize  prof¬ 
itability  and  gain  a  competitive 
advantage. 
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International  Data  Corporation 

(I DC)  is  a  leader  in  delivering  reliable 
and  insightful  IT  data,  analysis  and 
opinions.  Founded  in  1964,  this 
worldwide  organization  employs  more 
than  500  industry  analysts  who  cover 
the  full  spectrum  of  technology  and 
management  areas.  Rigorous  primary 
research,  unsurpassed  knowledge  of  IT 
suppliers,  in-depth  competitive  views, 
innovative  negotiating  tools,  broad 
technology  coverage  and  on-point 
analysis  combine  for  a  powerful 
resource,  providing  you  with  practical, 
real-world  analysis  and  advice.  In  a 
rapidly  changing  technology  market, 
IT  professionals  rely  on  IDC  for  clari¬ 
fication,  validation  and  guidance  in 
their  tactical  and  strategic  IT  decision 
making. 

IDC  delivers  all  this  value  in  a  one- 
stop  research  and  advisory  service  that 
provides  IT  professionals  with  unri¬ 
valed  convenience,  cost  savings  and 
flexibility.  IDC’s  35  years  of  experi¬ 
ence  and  knowledge  as  the  watchdog 
of  the  IT  industry  can  help  you  realize 
maximum  value  and  ROI  from  the 
dollars  you  spend  applying  IT  to  busi¬ 
ness  strategy. 

Visit  IDC’s  Web  site  at 
wwiv.idc.com/itadvisor  or  call 
800-343-4952  ext.  4773  for  more 
information. 


intel. 

When  Intel  introduced  the  micro¬ 
processor  in  1971,  it  forever  changed 
the  way  business  worked.  Today, 
companies  incorporate  Intel  architec¬ 
ture-based  solutions  across  their  busi¬ 
ness  and  IT  environments:  from 
high-performance,  low-cost  servers  to 
power  the  Internet,  to  high  perform¬ 
ance  systems  for  e-business  and 
OLTP  needs. 

Intel,  the  world’s  leading  chipmak- 
er,  is  also  a  leading  manufacturer  of 
computer,  networking  and  communi¬ 
cations  products. 

For  more  information  on  Intel  and 
its  role  in  business  computing,  visit 
its  Web  site  at  www.intel.com/ 
businesscomputing. 


LOCKHEED M 


ART  I 


Lockheed  Martin  Corporation  has 

emerged  as  the  business  and  technol¬ 
ogy  solutions  partner  of  choice  for 
clients  who  demand  competitive, 
value-added  innovation  in  their 
information  systems.  With  $5  billion 
in  IT  sales  and  more  than  45,000 
information  professionals  worldwide, 
Lockheed  Martin  offers  business  and 
IT  architecture  services,  applications 
and  systems  integration,  and  infor¬ 
mation  processing  operations  for 
commercial  and  government  cus¬ 
tomers.  Our  experience  spans  30 
years  of  information  management  for 
clients  in  markets  such  as  retail, 
manufacturing,  distribution,  health 
care,  finance  and  insurance,  as  well  as 
state  and  local  governments. 


H  LEGATO 


Lucent  Technologies 

Bell  Labs  Innovations 


Legato  Systems,  Inc.  (NASDAQ: 
LGTO)  develops,  markets  and  sup¬ 
ports  an  integrated  set  of  enterprise 
storage  management  software  prod¬ 
ucts  for  heterogeneous  client/server 
computing  environments.  Large  cus¬ 
tomers  around  the  world  select  the 
Company’s  solution  because  of  its 
reliability,  platform  independence  and 
unique  ability  to  seamlessly  integrate 
with  existing  and  future  computing 
environments.  Legato’s  storage  man¬ 
agement  software  has  become  the  rec¬ 
ognized  de  facto  standard  with  the 
largest  installed  base,  representing 
over  60,000  customers,  protecting 
more  than  5  million  systems.  The 
company’s  NetWorker,  BusinesSuite, 
SmartMedia,  Celestra,  FullTime  and 
GEMS  products  are  also  licensed, 
resold,  or  endorsed  by  major  vendors. 
For  more  information,  contact 
Legato  at  www.legato.com,  or  call 
650-812-6000. 


Increasingly,  business  customers  want 
end-to-end  communications  solu¬ 
tions  that  address  all  their  needs.  As 
you  look  to  optimize  your  voice,  data 
and  video  networks,  you  are  also 
looking  for  ways  to  protect  the 
investments  you  have  made  in  these 
networks.  From  single-site  establish¬ 
ments  to  global  organizations,  we 
work  closely  with  our  customers  to 
deliver  solutions  in  support  of 
unique  business  objectives.  Lucent 
Technologies  is  connecting  ideas, 
commerce  and  people  all  around  the 
world.  Visit  www.lucent.com  for  more 
information. 
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NetScout. 

Because  the  network  is  the  business ~ 

NetScout  Systems  designs,  develops, 
manufactures,  markets  and  supports 
an  integrated  family  of  products  that 
enables  businesses  and  service 
providers  to  manage  the  performance 
of  computer  networks  and  important 
business  software  applications.  Our 
products  include  data  collection 
devices,  consisting  of  probes  and  soft¬ 
ware  agents  that  collect,  aggregate  and 
perform  detailed  analysis  of 
computer  network  and  application 
data,  and  analytical  software  that 
provides  real-time  network  and  appli¬ 
cation  performance  information  in  a 
user-friendly,  graphical  format. 


NORTEL 

NETWORKS 

Nortel  Networks  works  with  cus¬ 
tomers  worldwide  to  design,  build 
and  deliver  communications  and  IP- 
(Internet  Protocol)  optimized  net¬ 
works  —  Unified  Networks  that  cre¬ 
ate  greater  value  for  customers 
worldwide  by  delivering  integrated 
network  solutions  spanning  data  and 
telephony.  Customers  include  public 
and  private  enterprises  and  institu¬ 
tions;  Internet  service  providers;  local, 
long-distance,  cellular  and  PCS  (Per¬ 
sonal  Communications  Services) 
communications  companies;  cable 
television  carriers;  and  utilities.  Nor¬ 
tel  (Northern  Telecom),  one  of  the 
world’s  largest  suppliers  of  digital  net¬ 
work  solutions,  and  Bay  Networks,  a 
leader  in  the  worldwide  data  net¬ 
working  market  merged  in  1998  to 
create  Nortel  Networks.  Bay  Net¬ 
works  is  a  wholly  owned  subsidiary  of 
Nortel  Networks.  Core  competencies 
include:  large-scale  design  and  imple¬ 
mentation;  global  network  sales,  serv¬ 
ice  and  support;  technology  innova¬ 
tion  and  application;  account  and 
distribution  channel  management; 
customer  partnering;  and  manage¬ 
ment  of  globally  diversified  resources. 


Sprint 


Sequent  Computer  Systems,  the 

leader  in  Intel  -based  systems  for  the 
data  center,  is  committed  to  the  suc¬ 
cess  of  its  end-user  and  system  inte¬ 
grator  customers.  Sequent’s  platform 
architectures  and  services  are  opti¬ 
mized  for  the  scalability,  availability 
and  manageability  requirements  of 
corporate  and  institutional  data  center 
environments  leveraging  industry 
standard  technologies  and  best-of- 
breed  partnerships. 


Sprint  is  a  global  communications 
company  —  at  the  forefront  in  inte¬ 
grating  long  distance,  local  and  wire¬ 
less  communications  services,  and 
one  of  the  world’s  largest  carriers  of 
Internet  traffic.  Sprint  builds  and 
operates  the  United  States’  only 
nationwide,  all-digital,  fiber-optic 
network  and  is  the  leader  in  advanced 
data  communications  services.  Sprint 
has  $14  billion  in  annual  revenues 
and  serves  more  than  16  million  busi¬ 
ness  and  consumer  customers. 


VideoServer 

VideoServer,  Inc.  develops  multi- 
media  networked  conferencing  appli¬ 
cations  enabling  people  in  multiple 
locations  to  communicate  together 
using  any  combination  of  audio, 
video  and  data  information, 
VideoServer  connects  employees, 
customers  and  partners  reliably  by 
providing  seamless  integration  of 
networked  conferencing  over  LANs, 
WANs  and  any  IP-  or  circuit-based 
network.  VideoServer  products  are 
known  for  their  high  performance, 
ease  of  use  and  robust  feature  set  for 
networked  conferencing  within  large 
enterprises,  ISPs,  carriers,  government 
agencies  and  educational  institutions. 
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Hyatt  Grand  Cypress 

ORLANDO  FLORIDA 


The  Hyatt  Regency  Grand  Cypress  is 
an  exclusive,  1 , 500-acre  resort  of 
timeless  beauty.  From  your  own 
private  balcony,  you'll  witness  the 
gentle  blending  of  the  resort's 
natural  elegance  into  design  themes 
represented  in  guestrooms,  suites 
and  exclusive  Regency  Club  accom¬ 
modations. 

Steps  from  your  door  are  unparal¬ 
leled  recreational  choices, including 
Orlando's  renowned  theme  parks 
and  attractions.  A  45-hole  Jack 
Nicklaus-designed  championship 
golf  course,  including  an  18-hole 
Scottish-style  links,  is  minutes  away. 
You  can  also  practice  your  serve  at  a 
world-class  racquet  facility,  including 
lighted  clay  and  hard-surface  courts, 
or  saddle  up  at  the  resort's  equestri¬ 
an  center  for  complete  instruction 
and  trail  rides. 
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Please  visit  our  Website  at  www.cio.com/conferences  or 
Fax  to  508  879-7720.  You  may  also  Call  us  at  800  366-0246 
or  Mail  the  completed  form  to:  Executive  Programs, 

CIO  Communications,  Inc.,  D3620,  Boston,  MA  02241-3620. 


NAME 


TITLE 


COMPANY 


ADDRESS  MAIL  STOP 


Business  Card  REQUIRED 
In  Order  to  Process  Registration 

_ 


P 

N 
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CITY  STATE  ZIP  CODE 


PHONE  FAX 


E-MAIL  COMPANY  WEB  SITE  ADDRESS 


WHAT  IS  YOUR  INDUSTRY? 


WHAT  ARE  YOUR  ORGANIZATION'S  ANNUAL  REVENUES  OR  ASSETS? 


WHAT  IS  YOUR  ANNUAL  IT  BUDGET? 


YOUR  NAME  AS  YOU  WANT  IT  TO  APPEAR  ON  YOUR  BADGE 


NAME  OF  COMPANION  (IF  PARTICIPATING  IN  COMPANION  PROGRAM) 


HOTEL  ACCOMMODATIONS 

We  urge  you  to  make  your  reservations  early  by  calling  the  hotel  at 
407  239- 1234  and  identifying  yourself  as  part  of  the  CIO  conference  to  receive 
the  conference  rate.  CIO  will  make  hotel  reservations  for  government/ 
military  participants  only.  Be  sure  to  guarantee  your  room  with  a  credit 
card,  as  all  unreserved  or  unguaranteed  rooms  will  be  released  on  August  29, 

1 999.  Hotel  reservations,  cancellations  and  charges  are  your  responsibility.  If 
a  CIO  conference  Enrollment  Form  is  not  received  within  48  hours  of  making 
your  hotel  reservation,  your  room  will  be  released  from  the  CIO  room  block. 

TRANSPORTATION 

United  Airlines  is  the  official  conference  carrier.  For  discounted  airfare,  call  IDG 
Travel  at  800  743-4432  and  reference  the  CIO  Perspectives  conference.  AVIS  is 
the  official  car  rental  provider.  Call  AVIS  at  800  331-1 600  and  reference  B766657. 

ENROLLMENT  FEES 

All  enrollment  fees  must  be  paid  in  advance  of  the  meeting.  Fee  includes  con¬ 
ference  sessions,  business  briefings,  Corporate  Host  displays,  conference  materials 
and  scheduled  meals,  receptions  and  entertainment.  Transportation,  hotel  and 
recreation  are  your  responsibility.  Please  note  that  submission  of  this  enroll¬ 
ment  form  to  CIO  obligates  the  attendee/sender  for  the  enrollment  fee. 

CANCELLATION 

ALL  CANCELLATIONS  OR  SUBSTITUTIONS  MUST  BE  MADE  IN  WRITING.  You  may 
cancel  your  conference  or  companion  enrollment  up  to  September  3,  1 999  with¬ 
out  penalty.  A  $250  administration  fee  will  be  imposed  for  cancellations  between 
September  4  -  September  1 7,  1 999.  No  refund  or  credit  will  be  given  for  cancel¬ 
lations  made  after  September  17,1 999  or  for  no  shows.  You  may  send  a  sub¬ 
stitute  in  your  place.  CIO  reserves  the  right  to  decline  enrollment  to  any  registrant. 


CHECK  ALL  THAT  APPLY: 

ENROLLMENT  FEES: 

□  IS  PRACTITIONER/EXECUTIVE  =  $2,180 

This  fee  applies  if  you  are  a  CIO,  IS  executive  or  hold  another 
executive  position  other  than  those  listed  below. 

O  GOVERNMENT/MILITARY  =  $2,675 

The  fee  includes  your  hotel  for  three  nights.  Do  not  make  your 
own  hotel  reservations;  CIO  will  make  them  for  you. 

□  SALES/MARKETING/CONSULTING  =  $10,000 

This  fee  applies  if  you  hold  a  sales,  marketing,  new  business 
development  or  consulting  position,  including  executive  manage¬ 
ment  of  IT  vendor  and  consulting  companies.  This  fee  is  payable 
by  company  check  only.  CIO  will  make  the  final  determination 
of  this  category. 

□  COMPANION  PROGRAM  =  $325 

Companions  must  be  enrolled  in  this  program  to  attend  any  con¬ 
ference-related  functions.  Includes  all  scheduled  meals,  receptions, 
entertainment,  companion  breakfast,  a  companion  excercise  class 
and  planned  companion  activities.  Conference  session  attendance 
is  not  included. 

PAYMENT  INFORMATION: 

□  Check  Enclosed 

□  P.O.  #  (A  complete  purchase  order  must  be  submitted  within 

1 0  days) _ 

□  Credit  Card# _ 

□  AMEX  □  VISA  □  MC  Exp. _ 

Signature _ 

□  I  am  not  staying  at  the  Hyatt  Grand  Cypress 

Name  of  alternate  hotel 

THE  LEADERBOARD  CLASSIC  GOLF  TOURNAMENT 

□  I  will  participate  in  the  golf  tournament  on  Sunday,  October  3 
at  1 1 :30  a.m.  at  the  Grand  Cypress  Golf  Club.  Hosted  by 
Cabletron  Systems  and  Lockheed  Martin  Corp. 
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To  enroll,  CALL  800  366-0246,  visit  our  WEB  SITE  at  www.cio.com/conferences  or  FAX  us  at  508  879-7720. 


Yes,  this  is  the  entire  computer. 

Presenting  the  Gateway  Profile™  for  business. 


Gateway. 

Connect  with  us. 

ad  code  000320 


’  TFT  DISPLAY  •  AMD  K6-2*  400  MHz  PROCESSOR  •  64MB  SDRAM  (UP  TO  256MB)  •  4.3GB  HARD  DRIVE  (UP  TO  6.4GB)  •  CD-  OR  DVD-ROM  •  10/100  ETHERNET  •  DMI2.0//WFM  COMPLIANT 

CALL  1-888-888-0260  CLICK  www.gateway.com  OR  COME  IN  to  GATEWAY  COUNTRY 


way,  Inc.  All  nghts  reserved.  Gateway.  Gateway  Profile.  Gateway  Country  and  the  Gateway  stylized  logo  are  trademarks  or  registered  trademarks  of  Gateway.  Inc.  All  other  brands  and  product  names  are  trademarks  or  registered  trademarks  of  their  respective  com- 
e  products  and  services  are  not  available  for  all  locations.  Many  products  are  engineered  to  Gateway  specifications,  which  vary  from  retail  versions.  Prices  and  configurations  subject  to  change  without  notice  or  obligation.  Pnces  exclude  shipping  and  handling  taxes. 


KNOW  YOUR  CUSTOMER 


of  Marketing  and  CIO  Neal  Bibeau. 
Indeed  the  company  prides  itself  on  treat¬ 
ing  employees  a  little  differently. 
Orientation  for  all  employees,  for  exam¬ 
ple,  features  high  tea  served  by  a  com¬ 
pany  executive  (usually  President  and 
CEO  Hal  Rosenbluth)  to  instill  the  value 
of  providing  top-notch  service. 

Rosenbluth  says  its  business  took  off 
in  1984  when  a  key  customer — CIO- 
100  honoree  E.l.  du  Pont  de  Nemours 
and  Co.  (DuPont) — decided  to  let 
Rosenbluth  handle  all  of  its  travel  busi¬ 
ness,  which  had  previously  been  spread 
among  more  than  100  travel  agencies 
worldwide.  DuPont  recognized  that  cen¬ 
tralizing  its  business  under  one  roof 
offered  advantages  such  as  the  ability  to 
make  travel  decisions  more  quickly  and 
easily,  and  the  ability  to  negotiate  more 
effectively  with  suppliers.  Rosenbluth 
soon  began  talking  with  other  customers 
to  find  out  what  it  could  do  to  help  them 
better  control  their  travel  costs. 

Customers  explained  that  they 
needed  a  more  efficient  reservations  sys¬ 
tem,  technology  that  would  be  both  reli¬ 
able  and  accessible  from  anywhere  in  the 
world,  consolidated  management  report¬ 
ing  and  a  single  point  of  contact  for  mak¬ 
ing  decisions  and  purchases. 

Rosenbluth  responded  by  developing 
technology  that  soon  set  the  company 
apart  in  the  travel  industry.  Rosenbluth ’s 
Global  Distribution  Network  connects 
the  company’s  computer  reservation  sys¬ 
tems  worldwide,  making  it  possible  for 
a  client  who  made  an  airline  reservation 
in  a  Rosenbluth  office  in  Philadelphia, 
for  example,  to  later  change  it  in  an 
office  in  London.  Thousands  of  cus¬ 
tomers  now  access  the  Web-based 
@Rosenbluth  automated  self-booking 
tool  every  day  to  tap  into  a  slew  of  soft¬ 
ware  applications  to  make  reservations, 
find  cheaper  routes  until  moments  before 
departure,  ensure  compliance  with  cor¬ 
porate  policies  and  automate  expense 
reporting.  Users  can  also  download 
Palm-based  applications  from  the  com¬ 
pany’s  Web  site  (www.rosenbluth.com) 
that  provide  tips  on  international  travel 
and  let  customers  track  frequent  flyer 
points.  Rosenbluth  uses  client  data  col¬ 
lected  from  around  the  world  by  a  back- 
office  system  named  Vision  to  help  cus¬ 
tomers  negotiate  cost  savings  with  airlines. 


And  if  traveling  is  too  expensive, 
Rosenbluth  helps  customers  meet  with¬ 
out  leaving  home  by  booking  a  TeleSuite 
virtual  conference  room:  Customers  sim¬ 
ply  show  up  at  the  designated  time  and 
meet  with  their  colleagues  on  4-foot  by 
8-foot  screens.  TeleSuites  are  now  avail¬ 
able  through  Rosenbluth  in  17  major 
cities  and  a  handful  of  Hilton  hotels  in 
the  United  States  and  are  being  built  in 
several  locations  overseas. 

With  annual  sales  exceeding  $4  bil¬ 
lion,  the  company  now  boasts  a  clientele 
that  includes  corporate  giants  such  as 
CIO-100  honoree  Wal-Mart  Stores 
Inc.  and  Nike  Inc.,  and  a  customer 
retention  rate  of  97.5  percent. 

Reaching  Across 
the  Ether 

Cisco  Systems  Inc.,  a  global  leader  in  the 
networking  market,  recognized  the 
potential  of  the  Internet — and  its  impact 
on  customer  relationships — long  before 
its  competitors.  After  realizing  that  it 
couldn’t  hire  enough  qualified  engineers 


PLANE  AND  SIMPLE  Neal 
Bibeau,  Rosenbluth's  VP  of 
marketing  and  CIO,  strives  to 
make  travel  planning  easy  for  its 
customers;  a  97.5  percent 
customer  retention  rate  speaks  to 
the  company's  success. 


to  support  its  growing  customer  base, 
Cisco  began  looking  at  online  solutions. 
“Our  strategy  is  to  empower  customers 
and  give  them  access  to  the  information 
that  they  need,”  says  Peter  Solvik,  senior 
vice  president  of  information  systems 
and  CIO.  Launched  in  1997,  Cisco 
Connection  Online  allows  the  company 
to  build  closer  relationships  with  its  cus¬ 
tomers  as  well  as  suppliers,  partners  and 
employees.  The  Web  site  addresses  all 
parts  of  the  customer  relationship,  from 
helping  customers  throughout  the  buy¬ 
ing  process  to  providing  support,  facts 
about  the  company’s  products  and  cus¬ 
tomer  training  opportunities. 

Indeed  customers  now  find  their  own 
answers  for  more  than  80  percent  of 
their  questions.  More  than  90  percent  of 
the  company’s  software  is  downloaded 
from  the  site.  (Customers  have  unlim- 
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More  like  “invincible.”  A  Compaq  Deskpro  is  jacketed  in 
solid  steel  construction.  Armed  with  a  hard  drive  sporting 
ultra-tough  Drive  Protection  System  technology. 
Guaranteed  Y2K  hardware  compliant!  And 
supported  by  Compaq’s  exclusive  PC  Lifecycle  pentium-H 
Solutions — hardware,  software  and  services  that  help  you  maintain  total  control  over 
your  enterprise  environment.  So  you’re  free  to  manage  your  business — while  your  total 
cost  of  ownership  plummets.  No  shocker,  then,  that 
Deskpro  is  the  best-selling  brand  in  the  world!  For 
further  bullet  points,  visit  www.compaq.com/deskpro, 

Deskpro  EN  at  $1,379*  •  Intel* Pentium* II  Processor  400  MHz 
11  1  -I  OAA  AT  IflA  A  •  32  MB  SDRAM  •  6.4  CB**  Smart  II  Ultra  ATA  Hard  Drive 

contact  your  reseller  or  phone  1-800 -A  1 -COMPAQ.  •  V500 15"  monitor'  •  3-yearlimitedwarrantyindudingiyearon-site 
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COMPAQ  Better  answers; 


•Pnce  shown  refers  10  U  S  estimated  selling  pnce  for  the  Desktop  6400X/6400  (part  number  178930-005)  Actual  reseller  pricing  may  vary."  For  hard  dnves,  GB=btllion  bytes  Deskpro  PCs  are  warranted  to  pass  the  NSTL  YMARK  2000  hardware  test  (version  97  08  1 5)  Despite  a  system  s  ability  to 
pass  the  YMARK  2000  lest,  actual  roiover  results  may  vary  dependent  on  factors  including,  but  not  limited  to.  software  and  other  hardware  Limited  warranty  certain  restrictions  and  exclusions  apply.  Compaq  makes  no  other  warranties,  express  or  implied,  regarding  the  performance  of  hardware  or 
software  For  a  copy  of  the  limited  warranty  can  t -8000K -COMPAQ  or  visit  your  reseller  Complete  details  on  Compaq's  Year  2000  support  can  be  found  at  www.compaq.corrVyear2000  "As  reported  by  IDC  (1Q99)  for  Compaq  Deskpro  :  13  8' viewable  area  Operating  system  installed  Intel,  the 
Intel  Inside  logo  and  Pentium  are  registered  trademarks  of  Intel  Corporation  m  the  U  S  and  other  countnes  Compaq,  the  Compaq  logo  and  Deskpro  are  registered  trademarks  and  Better  answers  is  a  service  mark  of  Compaq  Computer  Corporation  ©  1999  Compaq  Computer  Corp.  All  rights  reserved 
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finishes  documents 


others  can’t 


even  start. 
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Call  1-800-OK-CANON,  or 
visit  us  at  www.usa.canon.com 
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Imagine  creating  200-page,  three-hole-punch  documents  right  from  your  desktop.  The  Canon 


imageRUNNER  600  Digital  Production  System  lets  you  do  just  that.  With  ingeniously  easy-to-  saddle  Stitch 


operate  Canon  document  finishing  software  --  and  the  touch  of  a  mouse  --  the  imageRUNNER  600 


enables  you  to  saddle-stitch  booklets,  side-staple  reports,  plus  z-fold  as  you  see  fit.  So  look  into  the  Canon 


imageRUNNER  600.  Then,  look  out.  HERE’S  THE  FUTURE.  LET’S  GET  TO  WORK. 
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IMAGEANYWARE81*  is  a  service  mark  of  Canon  U.S.A.,  Inc.  Here's  the  future.  Let’s  get  to  work,  is  a  trademark  of  Canon  U.S.A.,  Inc.  IMAGERUNNER  is  a  trademark  of  Canon  Inc.  ©  1999  Canon  U  S  A.,  Inc 


KNOW  YOUR  CUSTOMER 


ited  time  to  download  software  after 
they’ve  purchased  networking  hard¬ 
ware.)  And  customers  use  the  site’s 
Internet  Commerce  Applications  feature 
to  configure  and  price  their  purchases, 
track  order  status,  manage  service  con¬ 
tracts  and  submit  returns.  To  further 
ensure  customer  satisfaction,  Cisco  fre¬ 
quently  solicits  input  via  customer  coun- 
cils,  focus  groups  and  e-mail.  All 
responses  are  compiled  in  surveys  that 
are  reviewed  at  the  executive  level. 

Cisco  now  does  three-quarters  of  its 


BROKER  Jamie  Moldafsky,  a  senior  VP 
larles  Schwab,  says  customers  like  the 
but  that  70  percent  of  Schwab's  new 
I  accounts  are  opened  in  branch  offices. 


business  over  the  Internet,  selling  more 
than  $22  million  worth  of  products 
every  day.  Meanwhile,  the  company  has 
other  reasons  to  smile:  Cisco  Connection 
Online  saves  the  company  nearly  $325 
million  in  staffing  and  shipping  costs 
annually. 

Ultimately,  Cisco  hopes  to  achieve 
one-to-one  marketing.  “We  want  to  take 
what  we  learn  about  our  customers  and 
move  into  closed-loop  marketing  where 
we  can  customize  marketing  offers,” 
says  Solvik. 


Reinventing 
Itself — Again 

What  started  out  as  a  maverick  discount 
broker  for  do-it-yourself  investors  25 
years  ago  has  grown  into  a  full-service 
investment  firm  with  1998  revenues  of 
$2.7  billion  and  customer  assets  of 
$491.1  billion.  “Our  strategy  is  to  let  the 
customers  dictate  [the  services  they  want] 
and  give  them  choice  and  access  when 
and  where  they  want  it,”  says  Jamie 
Moldafsky,  senior  vice  president  of  seg¬ 
ment  marketing  for  retail  client  services 
at  The  Charles  Schwab  Corp. 

As  one  of  the  first  financial  institu¬ 
tions  to  jump  onto  the  Internet,  Schwab 
quickly  developed  an  extensive  array  of 
online  services  to  compete  with  CIO- 100 
honoree  E-Trade  Group  Inc.  and  others. 
(E-Trade  beat  Schwab  to  the  Web  by 
three  months  in  1996.)  Among  its  more 
innovative  online  tools  is  the  Stock 
Screener.  Customers  indicate  the  types 
of  investments  they’re  interested  in  (for 
example,  growth,  high-yield),  and  the 
Screener  sorts  through  a  list  of  more 
than  9,000  stocks  that  might  meet  their 
goals.  Included  in  the  list  are  details  such 
as  dividend  yield,  profit  margin  and 
long-term  earnings  per  share.  Another 
customized  application,  the  Positions 
Monitor,  tracks  individual  customers’ 
portfolio  performance.  The  Web  site 
attracts  a  wide  range  of  customers,  from 
novices  on  tight  budgets  to  the  more 
than  600,000  Schwab  customer  house¬ 
holds  that  have  over  $100,000  to  invest. 
Schwab’s  site  now  averages  40  million 
hits  daily. 

Yet  Moldafsky  believes  that  it  is  the 
combination  of  high-tech  and  traditional 
services  that  generates  loyalty.  “We  con¬ 
tinue  to  attract  more  serious,  committed 
investors  who  like  the  fact  that  there  are 
people  behind  the  Web  who  can  help 
them,”  says  Moldafsky.  Indeed  about 
70  percent  of  its  new  retail  accounts  are 
opened  in  branch  offices  where  cus¬ 
tomers  discuss  strategies  face-to-face 
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Only  8%  of  internet  businesses  ARE  PREPARED 

for  a  computer  system  disaster! 


[  Here's  how  to  avoid  becoming  a  statistic -  ] 


Computer  system  disasters  cost  companies  millions. 
Indeed,  it  can  lead  to  the  company's  destruction.  What, 
you  may  ask,  can  assure  your  company's  survival? 
Only  an  airtight,  proven  data  protection  system.  An 
essential  ingredient  of  which  is  DLTtape  M  technology, 
the  industry  standard  in  reliable  tape  backup  systems. 
And  DLTtape  system  vendors,  working  in  conjunction 
with  a  number  of  disaster  recovery  experts,  can  provide 
you  with  the  information,  tools  and  expertise  you 
need  to  survive  a  catastrophe.  To  find 
out  how  secure  your  company  is,  visit 
us  at  www.DLTtape.com/Provelt! 
or  call  1-888-DLTtape. 

"1996  IBM  Business  Recovery  Services  Study 


KNOW  YOUR  CUSTOMER 


“The  technology  creates  the  feeling  that  we  know  th 
and  they  know  us.” 


I3k'j 


■DONALD  R.  WALKER,  CIO,  USAA 


with  company  representatives. 

Customers  with  more  than  $100,000 
in  assets  receive  extra  personalized  atten¬ 
tion  with  Signature  Services,  a  program 
that  offers  online  research,  real-time 
quotes  and  a  dedicated  team  of  brokers. 
“Our  customers  tell  us  that  this  program 
is  more  powerful  than  one-to-one  mar¬ 
keting,”  says  Moldafsky.  “They  say,  ‘I 
know  eight  different  [Schwab]  brokers 
and  they  know  me.’  They  like  knowing 
who  they’re  dealing  with.”  Having  an 
entire  team  of  brokers — rather  than  only 
one — certainly  ensures  accessibility  as 
well  as  added  knowledge,  perspective 
and  service. 

Uniform  Bonding 

While  Schwab  customers  don’t  fall  into 
any  one  category,  United  Services 
Automobile  Association  customers  share 
a  common  background:  the  military. 
USAA  offers  insurance  and  financial  ser¬ 
vices  to  more  than  3.3  million  cus¬ 
tomers,  which  the  company  terms  mem¬ 
bers.  According  to  USAA,  nearly  90 
percent  of  all  active  duty  military  offi¬ 
cers  are  members.  And  less  than  1  per¬ 
cent  ever  leave. 

USAA’s  focus  on  this  exclusive  mar¬ 
ket  permeates  the  company  inside  and 
out,  from  having  a  retired  U.S.  Air  Force 
four-star  general  at  the  helm  to  offering 
referrals  for  plumbers  to  a  family  that 
has  just  been  stationed  in  Guam.  In  the 
midst  of  the  uncertainty  associated  with 
military  life,  USAA  aims  to  provide  a 
sense  of  stability  and  personal  attention. 

USAA’s  technology  infrastructure 
emphasizes  personalized  service,  mainly 
via  the  company’s  32  call  centers,  where 
almost  95  percent  of  its  business  is  con¬ 
ducted.  Nearly  10,000  customer  service 
representatives  field  over  400,000  calls 
each  day.  When  a  call  rolls  in,  the 
employee  requests  the  member’s  account 
number,  which  opens  a  screen  listing  a 
chronology  of  all  previous  contacts  and 


purchases.  “The  technology  creates  the 
feeling  that  we  know  them  and  they 
know  us,”  says  CIO  Donald  R.  Walker. 

As  the  call  proceeds,  the  USAA 
employee  might  decide  to  access  the 
company’s  new  Enterprise  Needs-Based 
Sales  and  Service  tool,  which  generates 
a  customized  profile  of  services  that  the 
member  might  find  useful.  If  the  mem¬ 
ber  lives  in  a  flood  plain  yet  doesn’t  have 
flood  insurance,  for  example,  the 
employee  can  inform  him  about  the  ben¬ 
efits  of  flood  insurance.  Customer  ser¬ 
vice  reps  are  salaried  and  never  earn  a 
commission — Walker  is  adamant  that 
USAA  not  sell  anything  to  its  members 
that  they  don’t  need. 

Even  though  USAA  already  controls 
much  of  the  military  market,  it  contin¬ 
ues  to  explore  new  ways  of  doing  busi¬ 
ness.  Its  Web  site,  for  example,  is  a  pass¬ 
word-protected  transactional  site  where 
members  can  log  on  to  shop,  buy  insur¬ 
ance,  do  banking  and  investing,  and  tap 
into  the  company’s  financial  planning 
network.  “The  Internet  is  going  to  cause 
a  lot  of  people  to  rethink  channels,”  says 
Walker.  “We’re  trying  to  ensure  that  the 
infrastructure  is  in  place  for  the  revolu¬ 
tion  that’s  coming.” 

Listen  and  Learn 

Michael  S.  Dell  ignited  his  own  revolu¬ 
tion  within  the  PC  industry  in  1984  by 
creating  a  company  that  let  customers 
build  their  own  computers.  Customers 
now  hop  on  the  company’s  Web  site  and 
choose  from  thousands  of  hardware  and 
software  options  to  configure  their 
dream  machines.  The  possibilities  are 
almost  endless,  with  customers  able  to 
specify  everything  from  the  size  of  the 
PC’s  memory  to  the  version  of  a  soft¬ 
ware  application.  And  it’s  all  made  pos¬ 
sible  by  a  powerful,  sophisticated  IT 
structure  that  integrates  the  company’s 
back-office  and  front-office  functions. 

The  payoff  has  been  impressive:  sat¬ 


isfied  customers,  a  significant  chunk  of 
market  share  and  a  supply  chain  envied 
by  its  competitors.  “Every  PC  that  we 
manufacture  is  already  sold,”  says  Dell 
Senior  Vice  President  and  CIO  Jerry 
Gregoire. 

The  company’s  driving  interest  in  the 
customer  has  also  led  to  the  creation  of 
a  Customer  Experience  Council.  (Its 
eight  members  represent  finance,  sales, 
product  development,  manufacturing, 
corporate  communications  and  IT.)  The 
council  tracks  data  such  as  the  number 
of  times  a  system  develops  problems 
within  the  first  30  days  of  purchase  and 
the  amount  of  time  it  takes  the  company 
to  fix  those  systems  via  phone  or  onsite 
support.  Employees’  bonuses  and  profit 
sharing  are  based  on  the  results.  Last  year 
was  the  first  year  of  the  new  bonus  sys¬ 
tem  and  Dell  set  very  high  goals.  “We 
missed  our  worldwide  objectives  by  5 
percent,  so  everyone  took  a  hit,”  says 
Gregoire,  who  chairs  the  council. 

Dell  solicits  customers’  impressions  of 
new  and  redesigned  products  by  record¬ 
ing  their  experiences  in  a  usability  lab. 
During  a  new  product’s  development 
cycle,  for  example,  the  Personal  Systems 
Group  will  invite  customers  to  the  lab.  A 
customer  might  be  asked  to  connect 
speakers  to  a  new  PC.  Employees  film 
each  customer  and  then  conduct  an 
extensive  interview. 

The  company  has  learned  a  lot  about 
decidedly  low-tech  service  issues  from 
these  exercises.  Many  customers,  for 
example,  recently  found  it  difficult  to 
install  certain  software.  Dell  responded 
by  redesigning  the  software’s  setup 
screens. 

And  Dell  expects  to  continue  listening 
and  learning  from  customers.  “After  all, 
we  believe  that  this  is  the  next  competi¬ 
tive  battleground,”  says  Gregoire.  BE] 

Louise  Fickel,  a  freelance  writer  based 
in  Yellow  Springs,  Ohio,  can  be  reached 
at  RiceKid@ix.netcom.com. 
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Voice  &  dste  together 

(snug  fit  for  business  now,  future  growth). 


We  make  the  things  that 
make  communications  work. 
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Enough  promises  (convergence  this,  convergence  that).  Your  business 
needs  voice  and  data  together — now!  There's  a  communications  revolution 
going  on.  And  Lucent  Technologies  offers  a  wide  range  of  applications  to  give 
you  a  competitive  edge.  Example:  with  CentreVu®  Internet  Solutions,  customers 
browsing  your  Web  site  can  talk  to  a  call  center  agent  at  same  time  over  same 
phone  line  (watch  Voice  over  IP  send  sales  and  customer  satisfaction  soaring). 
Lucent  networking  know-how  brings  the  reliability  of  voice  to  voice  and  data. 

See  how  peas-in-a-pod  compatibility  can  give  your  business  a  long-term  growth 
spurt  at  1-800-221-1223,  ext.  478  or  www.lucent.com/enterprise. 


01999  Lucent  Technologies 
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"The  conference  gave  me  confidence  that  my 
organization  is  on  the  right  track . . .  with  planning, 
implementation,  staff  retention, 
organizational  structure,  etc."  — Jill  Deem 

Cl O  and  Director  of  Information  Services, 

National  Renewable  Energy  Laboratory 
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ACCOMMODATIONS 

The  spectacular  beauty  of  the 
Hyatt  Grand  Cypress  features 
lush  gardens, exotic  birds  and 
tropical  waterfalls  combined 
with  the  45-hole  Jack  Nicklaus 
signature  golf  course,  a  large 
white  sand  beach  on  a  21  -acre 
lake,  professional  tennis  facilities 
and  a  complete  health  club. The 
Hyatt  is  adjacent  to  Walt  Disney  World 
and  convenient  to  a  variety  of  area 
attractions,  making  it  an  elegantly 
renowned  destination. 
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LEADERS  FOR  THE  NEXT  MILLENNIUM 


DaimlerChrysler  wants  to  understand  what  makes 
Jeep  owners  tick,  on-road  and  off 


A  JEEP  THING. ..YOU  WOULDN’T 
understand.” 

Question  the  behavior  of  a  loyal  Jeep 


owner,  and  you’re  very  likely  to  hear  these  words. 
Because,  if  there’s  one  thing  that  dyed-in-the-wool 
Jeep  drivers  believe,  it’s  that  they  are  fundamen- 
:BY  DAINTRY  DUFFY:  tally  different  from  the  slew 
of  yuppie  SUV  owners  currently  crowding  the 
roads.  Take,  for  example,  the  outward  appearance 
of  a  Jeep  Cherokee.  The  prospect  of  being  ran¬ 
domly  smacked  by  a  roving  shopping  cart  in  a 
parking  lot  is  the  sort  of  thing  that  leads  Lexus 
SUV  owners  to  park  a  half  mile  from  the  next 


DaimlerChrysler 


Auburn  Hills,  Mich.,  and  Stuttgart, 
Germany 


www.daimlerchrysler.com 
Transportation  company 
Robert  J.  Eaton,  Co-Chairman 
Juergen  E.  Schrempp,  Co-Chairman 
Susan  J.  Unger,  Senior  VP  and  CIO 
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PHOTOS  ABOVE  BY  DANIEL  WIENER;  PHOTO  BELOW  BY  KENT  HANSON 


JEEPERS!  A  Grand  Cherokee  and  a  Wrangler 
navigate  two  of  the  off-road  courses  (top). 

A  Jeep  owner  practices  maneuvers  on  an  ABS 
braking  simulator  (bottom). 


closest  car,  but  for  the  hard-core  Jeep 
owner,  scratches,  dings,  gashes  and  the 
occasional  burn  mark  are  worn  like  med¬ 
als  of  honor.  Maybe  it’s  the  long  history 
of  the  Jeep  vehicle,  the  fact  that  it  was  the 
original  4X4  or  that  the  brand  has  always 
been  synonymous  with  a  spirit  of  adven¬ 
ture.  Whatever  the  reasons.  Jeep  drivers 
are  truly  passionate  about  their  wheels. 

One  of  the  greatest  challenges  for 
DaimlerChrysler  AG,  Jeep  Division’s 
parent  company  based  in  Auburn  Hills, 
Mich.,  and  Stuttgart,  Germany,  is  keep¬ 
ing  up  with  the  changing  needs  and  habits 
of  its  diverse  customer  base.  Forty  years 
ago,  Jeep  made  the  only  all-terrain  vehi¬ 
cles  and  they  were  found  mainly  cruising 
Army  bases,  negotiating  remote  trails  or 


venturing  out  on  exotic 
safaris.  These  days  they 
are  more  likely  to  be 
spotted  shuttling  kids  to 
Montessori  school  and 
stockbrokers  to  the 
Hamptons.  In  fact, 
with  so  many  other  car 
companies  trying  to  cap¬ 
italize  on  the  growing  popularity  of  SUVs, 
Jeep  executives  realize  it’s  no  longer 
enough  to  simply  convene  focus  groups 
and  compile  market  surveys  to  learn 
about  their  owners.  Rather,  they  need  to 
crank  up  their  efforts  a  notch  by  focusing 
on  individual  consumers  and  creating  a 
relationship  between  the  Jeep  brand  and 
the  buyer.  “You  can’t  just  shout  in  the  for¬ 
est  anymore,”  points  out  Bud  Place,  a  Jeep 
field  marketing  specialist.  “You  have  to 
whisper  in  their  ear.”  For  more  than  40 
years,  the  Jeep  Division  has  been  spon¬ 
soring  events  for  their  owners  across  the 
country,  offering  them  the  chance  to  nav¬ 
igate  off-road  courses  and  engage  in  other 
outdoor  activities  that  are  part  of  the  so- 
called  Jeep  lifestyle.  Jeep  marketers  have 


found  that  these  events  provide  a  great 
forum  in  which  to  learn  more  about  their 
customers  and  the  relationships  they  have 
with  their  vehicles. 


Weekend  Warriors 

In  1952,  Mark  Smith,  an  off-road  en¬ 
thusiast,  and  a  small  group  of  his  Ro- 
tarian  friends  decided  to  host  a  Jeep  vehi¬ 
cle  trek  across  the  Rubicon  Trail — 22 
miles  of  rocky  terrain  winding  through 
California’s  Sierra  Nevada  from  George¬ 
town  to  South  Lake  Tahoe.  The  next  year, 
155  people  tackled  the  Rubicon.  In  1954, 
Willys  Motors  Inc.,  then  the  manufacturer 
of  Jeep  vehicles,  began  to  sponsor  the 
event.  That  was  the  birth  of  what  is  now 
known  as  the  Jeep  Jamboree,  a  challeng¬ 
ing  three-day,  off-road  trek  that  is  cur¬ 
rently  held  in  35  locations  across  the 
United  States. 

Over  the  years,  Jeep  has  expanded  the 
events  to  accommodate  different  off-road- 
ing  skill  levels.  Camp  Jeep,  an  annual 
three-day  festival  first  offered  in  1995, 
brings  together  families  to  participate  in 
activities  like  off-road  driving  (something 
that  65  percent  of  Jeep  drivers  have  never 
done),  fly-fishing,  hiking  and  mountain¬ 
biking.  In  1997,  Camp  Jeep  spun  off  its 
“Introduction  to  Off-Road  Driving” 
course  into  a  series  of  separate  Jeep  101 
weekend  events  that  are  free  to  Jeep  own¬ 
ers.  Jeep  101  provides  owners  with  the 
opportunity  to  test  their  driving  skills  on 
an  off-road  course  and  to  try  their  hand 
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at  other  challenges,  such  as  balancing  a 
Jeep  Wrangler  on  a  teeter-totter  and  nego¬ 
tiating  a  slalom  course  in  a  reverse-steer¬ 
ing  Cherokee.  Hosting  these  activities  is 
expensive  for  Jeep,  but  the  company  be¬ 
lieves  the  opportunity  to  be  face-to-face 
with  thousands  of  customers  makes  it 
more  than  worthwhile. 

The  Peak 
Experience 

Jeep  first  sent  ethnographic  researchers 
out  to  study  the  attendees  at  a  Jamboree 
in  Ouray,  Colo.,  in  1996.  They  were 
tasked  with  building  a  better  under¬ 
standing  of  Jeep  owners’  relationships 
with  their  vehicles,  a  surprisingly  touchy- 
feely  initiative  for  a  four-wheelin’, 
ditch-crawlin’  outfit  like  Jeep.  So  they 
immersed  themselves  in  the  event’s  ac¬ 
tivities  as  undercover  Jeep  enthusiasts — 
allowing  them  to  experience  the  Jam¬ 
boree  as  ordinary  attendees  would. 

During  the  Jamboree,  the  ethnogra¬ 
phers  encountered  a  concept  that  they 
termed  peak  experience.  “It’s  a  feeling  that 
comes  when  [people]  push  themselves, 
learn  new  things,  acquire  new  skills,”  says 
Jim  Me  Alexander,  a  partner  with  the  Cor- 
valis,  Ore. -based  Ethos  Market  Research 
and  one  of  the  researchers  at  Ouray.  The 
adrenaline  and  excitement  caused  by  the 
off-road  experience  seemed  to  have  a 
transforming  effect  on  the  attendees  and 
evoked  very  positive  feelings  about  the 
vehicle  and  the  company.  Jeep  101  is 
geared  more  to  newbie  off-roaders  than 
Camp  Jeep  or  the  Jamboree  are,  and  it 
aims  to  give  owners  a  taste  of  that  peak 


experience.  It  seems  to  be  working.  Ac¬ 
cording  to  Jeep  sales  research,  Jeep 
owners  who  attend  an  event  are  twice 
as  likely  to  purchase 
another  Jeep  as  owners 
who  don’t  attend  one. 

Not  only  do  these  events 
boost  sales,  they  also 
build  the  kind  of  long¬ 
term  loyalty  that  most 
car  companies  yearn  for. 

“The  Jeep  becomes  a  key 
component  of  [owners’] 
lifestyles,”  says  McAlex- 
ander,  “which  we  feel 
is  a  stronger  form  of  loy¬ 
alty  than  just  owning 
something  because  it’s 
bitchin’  or  cool  to  have.” 

Engineers, 

Meet  Your 
Customers 

Jeep  engineers  have  several  different 
ways  of  getting  customer  feedback  at  its 
events.  Casual  conversations  among 
attendees  are  carefully  noted  by  Jeep 
staffers  and  an  impressive  90  percent  of 
attendees  fill  out  feedback  cards.  But  per¬ 
haps  the  most  useful  means  of  mining  the 
customer  experience  is  roundtables  with 
customers  and  Jeep  engineers. 

The  engineers  who  attend  Jeep  events 
are  looking  for  tangible  benefits  from 
their  customer  encounters,  namely,  prod¬ 
uct  ideas.  By  meeting  with  customers  in 
a  roundtable  format,  engineers  can  get 
feedback  not  only  about  recent  changes 


in  specific  models  but  on  ideas  under 
consideration  for  future  models.  One 
material  change  that  came  out  of  several 


roundtables  was  the  placement  of  the 
spare  tire  in  the  Grand  Cherokee.  For 
years,  the  spare  tire  was  against  a  side 
wall  in  the  rear  storage  area,  but  cus¬ 
tomers  consistently  complained  that  it  re¬ 
stricted  storage  space.  Engineers  sug¬ 
gested  that  perhaps  the  tire  could  be 
stored  under  the  rear  of  the  car,  but  that 
idea  proved  unpopular  with  customers 
because  it  would  reduce  ground  clear¬ 
ance.  The  owners  suggested  that  there 
must  be  some  way  to  house  the  tire  in  the 
floor  of  the  storage  area.  The  engineers 
took  the  feedback  and  designed  a  sunken 
well  in  the  rear  storage  area  that  could 
hold  the  tire  without  compromising  stor¬ 
age  space  or  ground  clearance.  It  became 
standard  on  the  1999  Grand  Cherokee. 

Jeep  event  feedback  has  also  led  to 
other  product  changes,  albeit  a  little  less 
structurally  dramatic.  For  example,  the 
headlamps  on  the  Wrangler  went  from 
square  to  round  and  the  vehicle’s  off¬ 
road  capabilities  were  improved.  At  a 
recent  Jeep  101  event,  a  gentleman  com¬ 
plained  that  he  was  too  short  to  pull 
down  the  rear  door  of  his  Grand  Cher¬ 
okee  when  it  was  raised  and  had  to 
resort  to  carting  around  a  step  stool.  He 
suggested  that  Jeep  add  a  pull-down 
strap  to  the  interior  of  the  rear  door.  The 
engineers  took  his  idea  quite  seriously 
and  may  implement  it  in  future  models. 

Occasionally,  customers  at  roundta¬ 
bles  have  adverse  reactions  to  proposed 
changes  in  vehicles,  and  the  company 


“The  Jeep  becomes  a  key  component 
of  owners' 

stronger  form  of  loyalty  than 
owning  something  because  it's 
bitchin'  or  cool  to  have  ” 


-JIM  McALEXANDER,  PARTNER,  ETHOS  MARKET  RESEARCH 
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“e-business  means  never  having  a 
semiannual  point-and-click  sale 


1  800  IBM  7777,  ask  for  Services 


business  people 


Quote: 


e-retailer 


Name: 


Catharine  Harding 


Job  Description: 


Help  retailers  capitalize  on  the  emerging 
opportunities  of  e-commerce. 


Worked  with  a  mass  merchandiser  to  create  an 
Internet  strategy  that  increased  sales  on  the  Web 
and  in  their  stores. 


Experience: 


DRIVE  CUSTOMER  LOYALTY 


“When  our  engineers  see  the  kind  of  excitement  that 


the  owners  have,  it  drives  excitement  into  the  product 


at  the  designer's  end.” 


-MIKE  GABRIEL,  MANAGER  OF  VEHICLE  DEVELOPMENT 


notes  those  as  well.  For  example,  many 
SUV  manufacturers  have  put  electronic 
controls  on  their  transfer  case  that 
allow  a  driver  to  shift  into  four-wheel 
drive  by  flipping  a  switch  on  the  instru¬ 
ment  panel  instead  of  pulling  a  lever. 


Jeep  engineers  were  considering  fol¬ 
lowing  the  industry  trend,  but  when 
they  asked  owners  about  it  at  the  round¬ 
table,  the  response  was  negative.  Jeep 
owners  felt  that  the  shift  should  remain 
manual,  that  the  driver  would  want  to 


The  Jeep  Wave 


Highway  etiquette  takes  on  a  whole  new 
meaning 

Toyota  Corolla  drivers  might  think  nothing  of  whizzing  by  each  other  at 
60  mph,  but  loyal  Jeep  drivers  have  more  to  consider  when  passing  a 
fellow  Jeepster  on  the  highway.  There  is  actually  a  Jeep  Wave  with  a 
point  system  and  an  elaborate  set  of  rules  governing  the  initiation  and  receipt 
of  an  official  wave  between  Jeep  owners.  Where  your  vehicle  falls  within  the 
Jeep  hierarchy  determines  whether  you  must  initiate  or  return  the  wave  of 
the  other  party.  For  example,  a  new  model  Cherokee  driver  (10  points)  who 
passes  an  older  model  Jeep  Wrangler  driver  (25  points)  should  initiate  the 
wave  because  Cherokee  scores  lower  on  the  waving  hierarchy.  However,  a 
Jeep  Wrangler  driver  must  initiate  the  wave  when  passing  an  older  model  (for 
example,  Wiilys,  Kaiser,  Army  Jeeps)  because  the  older  vehicles  top  the  hierar¬ 
chy  with  a  whopping  30-point  total.  The  scoring  logistics  of  the  wave  get 
more  complex  when  you  factor  in  the  condition  of  the  vehicle  and  any  modi¬ 
fications  that  the  owner  may  have  made  (see  the  list  below). 


Accessories 

Winch,  heavy-duty,  obviously 
used:  +2 

Children  in  vehicle:  +1  each 
(+2  if  muddy) 

Dogs  as  passengers,  properly 
secured: +1 

Multidisc  CD  player: -1 

More  than  one  subwoofer:  -1  each 

Shiny  chrome  center  wheel  caps:-1 

Interior  vanity  mirrors:  -1 


Battle  Scars 

Mashed  hood,  top,  etc.,  from 
rollover:  +3 

Holes  above  glove  box  where 
passenger  ripped  grab- 
bar  out: +3 

Tree  limbs,  shrubs,  etc.,  still 
attached  to  vehicle  at  highway 
speeds: +1 /each 

Parking  lot  dent/scratch  still 
identifiable:-! 


No  scars  whatsoever:  -3 


-D.  Duffy 


feel  the  gears  shifting  rather  than  flip  a 
switch.  The  idea  was  tabled. 

Attending  the  customer  roundtables 
is  a  pleasure  for  the  Jeep  engineers  rather 
than  a  chore,  points  out  Mike  Gabriel, 
manager  of  vehicle  development  for  the 
Jeep  platform.  “When  our  engineers  see 
the  kind  of  excitement  that  the  owners 
have,  it  drives  excitement  into  the  prod¬ 
uct  at  the  designer’s  end.” 

No  Pressure 

Many  customers  are  understandably 
wary  when  they  arrive  at  a  Jeep  event  for 
the  first  time.  They  may  have  been  lured 
there  by  the  prospect  of  trying  some  off¬ 
road  driving,  but  experience  has  taught 
them  that  they  are  probably  going  to  get 
pressured  to  buy.  Harvey  Siverson,  an 
MIS  director  who  lives  in  Danville,  Calif., 
recently  attended  a  Jeep  101  event  in  the 
San  Francisco  area.  He  and  his  wife  have 
owned  a  1990  and  1995  Cherokee  and 
wanted  to  see  how  the  1999  Cherokee 
fared  in  an  off-road  situation.  Siverson 
was  surprised  by  the  lack  of  sales  pres¬ 
sure.  “I  do  appreciate  that  this  is  a  non¬ 
sales  event,  and  I  think  they’ll  sell  more 
vehicles  that  way  than  if  they  had  a  sta¬ 
ble  of  salespeople  standing  around.” 

Many  customers  who  attend  Jeep  101 
events  say  these  kinds  of  events  show  that 
Jeep  cares  about  its  customers  more  than 
other  car  companies  do.  Tanya  Sheely,  a 
28-year-old  physician  recruiter  assistant, 
drives  a  1998  Jeep  Cherokee  and  was 
encouraged  to  attend  the  San  Francisco 
Jeep  101  event  by  her  husband,  who  does 
a  lot  of  off-road  driving.  She  found  the 
off-road  course  to  be  a  bit  nerve-racking 
but  liked  the  company’s  attitude  toward 
its  owners.  “At  most  places,  you  buy  a  car 
and  you’re  done,  but  here  it’s  different; 
they  do  things  together,  and  there’s  a  club 
that  goes  with  it.”  BE! 


Staff  Writer  Daintry  Duffy  can  be 
reached  at  dduffy@cio.com. 
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'Evil,  cream-sucking  cats/'  cursed  Zak.  "If  only  I  had  access  to  the 
world's  data  banks  on  their  wily  ways,  I  could  thwart  their  cunning. 


If  only,"  he  mulled,  "if  only..." 


Kii 


Accessing  the  right  information  can  be  powerful.  That's  why  we  developed 
Seagate  Analysis1”.  Built  on  proven  technology,  it  gives  you  ad  hoc  query,  COLAB, 
report  design  and  direct  links  to  Microsoft®  Excel  all  as  one  integrated  tool.  And 
we're  giving  your  IT  department  Seagate  Analysis  free  -  no  catch.  This  is  the  full, 
complete  version.  But  please  remember:  its  powers  must  be  used  for  good.  Not  evil. 


Access.  Analyze.  Report.  Share. 


www.fetchsi agate.com 


S&Seagate  software 


>1999  Seagate  Software,  Inc.  Seagate  Software,  Seagate  Analysis,  and  the  Seagate  logo  are  trademarks  of  Seagate  Software,  Inc.  Seagate  and  the  Seagate  logo  are  registered  trademarks 
of  Seagate  Technology  Inc.  and  protected  by  mean  Rottweilers.  Microsoft  is  a  registered  trademark  of  Microsoft  Corporation  in  the  U.S.  and/or  other  countries.  All  rights  reserved. 
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ILLUSTRATIONS  BY  STACY  INNERST 


LEADERS  FOR  THE  NEXT  MILLENNIUM 


Workers  in  the  21st  century  will  want  more 
than  enticing  pay  and  benefits.  These 
four  companies  can  give  it  to  them. 

; BY  GARY  ABRAMSON: 


IMAGINE  THE  GENERA- 

tion  that  will  make  or  break 
companies  in  the  opening 
decades  of  the  new  millennium.  How  will 
they  be  different  from  the  workforce  of  the 
20th  century?  Leave  the  rhetoric  about  Gen 
X  aside;  forget  about  catching  the  Zeitgeist. 
Instead  focus  on  the  philosophy,  structure  and 
feel  of  the  third  millennium  workplace,  which 
will  spring  from  the  minds  of  business  lead¬ 
ers  who  dare  to  change  the  way  they  think 


about  their  employees.  Perhaps  they’ll  banish 
the  term  human  resources,  an  Industrial  Age 
invention  that  seems  to  imply  individuals,  like 
coal,  conveyor  belts  or  chairs,  are  commodi¬ 
ties  to  be  maintained.  And  they  will  take  a 
careful  look  at  all  the  technology-influenced 
changes  in  workplace  attitudes  and  values, 
then  rethink  their  policies  to  attract,  motivate 
and  keep  the  best  people.  Here  is  a  look  at  a 
few  farsighted  CIO-100  honorees  that  are 
making  such  changes  already. 
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NVEST  IN  PEOPLE 


Bharat  Petroleum  Corp. 

Tapping  into  Human  Energy 

India’s  leading  oil  company  has  a  big  problem,  and 
U.  Sundararajan,  its  chairman  and  managing  direc¬ 
tor,  knows  it.  He  was  appointed  to  preside  over 
Bharat  Petroleum,  the  once  complacent,  govern¬ 
ment-controlled  oil  company,  India’s  second-largest, 
as  it  prepares  to  face  a  blast  of  serious  competition 
in  a  market  that  will  be  completely  deregulated  by 


Connectedness 


i 


Sun  Microsystems  Inc. 

"The  Network  Is  the  Computer"  isn't  just  a  slogan.  With 
half  of  its  employees  under  age  40,  Sun  has  made  a  point 
of  providing  access  to  almost  anything  via  the  desktop 
while  equipping  its  mobile  workforce  with  the  latest  IT. 


Flexibility  and  Mobility 

i  Convergys  Corp. 

Job-sharing,  flexible  workhours  and 
employee  suggestion  programs  to 
improve  the  work  environment  prove 
that  this  Cincinnati-based  call  center 
company  is  committed  to  winning  over 
the  younger  generation.  The  company 
offers  extensive  Web-based  training, 
and  employs  telecommuting,  mobile 
communications  and  videoconferencing 
technologies  to  harness  the  power 
of  teams. 


2002.  As  he  pondered  the 
problem,  he  had  a  realiza¬ 
tion:  The  whole  organi¬ 
zation  needed  to  become 
more  energetic  and  cus¬ 
tomer  focused. 

In  1998,  the  company, 
based  in  Mumbai  (formerly 
called  Bombay),  embarked 
on  a  still-ongoing  overhaul 
of  its  culture  and  opera¬ 
tions  with  the  aim  of 
encouraging  employees  to 
contribute  ideas  and  make 
changes  that  reach  beyond 
their  own  jobs.  The  over¬ 
haul  is  enabling  Bharat  to 


address  the  two  main  chal¬ 
lenges  of  deregulation  at  once,  namely  loss  of  market 
share  and  competition  for  labor.  So  far  Sundararajan 
reports  that  individual  and  team  initiatives  are  much 
improved,  which  in  turn  has  bolstered  company  per¬ 
formance.  Thanks  to  the  project,  which  has  cost  close 
to  $6  million  to  date,  Sundararajan  says  the  compa¬ 
ny’s  responsiveness  to  the  market  has  improved  and 
revenues  have  rebounded.  The  emphasis  on  taking 
initiative  has  also  created  a  feeling  of  empowerment 
that  should  make  it  easier  to  retain  staff  as  new  com¬ 
petitors  draw  on  the  same  labor  pool. 

With  a  concurrent  company  reorganization,  busi¬ 
ness  unit  teams  have  become  independent  from  the 
traditional,  centralized  business  functions  such  as 
marketing,  finance  and  human  resources,  although 
measures  have  been  put  into  place  to  ensure  that 
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teams  keep  the  company’s  overall  priorities  in  mind, 
and  as  a  result  they  have  taken  on  more  responsi¬ 
bility.  The  company  has  also  opened  many  channels 
among  business  units  by  creating  teams  that  man¬ 
age  enterprisewide  business  support  processes.  The 
business  unit  teams  set  their  own  goals  for,  say,  the 
next  quarter,  and  each  team  member  commits  to 
how  he  or  she  will  help  reach  a  goal,  for  example, 
of  reducing  cycle  time.  “They  take  ownership;  that’s 
a  way  of  working  that  wasn’t  there  in  the  old  orga¬ 
nization  [of  the  company],”  Sundararajan  says. 
“Even  in  the  government,  they  can’t  believe  that  we 
can  function  with  that  little  supervision.” 

Revamping  Bharat’s  culture  and  organization  has 
been  challenging.  During  the  summer  of  1998, 
approximately  2,500  staffers  took  new  jobs  corre¬ 
sponding  to  the  new  organizational  structure,  more 
than  700  moving  to  new  locations.  Many  had  been 
skeptical  about  the  plans,  which  included  hiring 
Arthur  D.  Little  Inc.  consultants  to  train  some  Bharat 
managers  to  be  learning-organization  coaches.  “In 
the  old  days,  a  depot  manager  would  have  been 
trained  to  manage,  but  now  he  manages  [as  part  ofj 
a  team,  setting  targets  and  goals  in  a  collaborative 
fashion,”  says  S.A.  Narayan,  an  executive  director  in 
charge  of  HR  development.  He  reports  that  the 
employees  who  participated  in  the  consultants’  work¬ 
shops  became  more  enthusiastic  about  the  changes. 

The  most  dramatic  difference  for  the  employees 
so  far  has  been  psychological,  and  that  has  had  an 
impact  on  performance.  Bharat  employees  certainly 
generated  ideas  before  last  year,  but  they  didn’t  feel 
they  had  the  authority  to  act  on  them  without  seek¬ 
ing  approval  within  the  chain  of  command, 
Sundararajan  says.  Now  they  do.  Sundararajan 
likes  to  cite  the  example  of  an  oil  depot  worker. 
Though  it  wasn’t  part  of  his  job,  the  man  volun¬ 
tarily  took  on  the  responsibility  of  checking  all 
tankers  entering  the  depot  to  make  sure  they  meet 
company  safety  regulations.  And  in  the  new  cor¬ 
porate  culture,  he  has  the  authority  to  ask  drivers 
to  comply  with  safety  rules.  The  example  is  a  small 
but  potent  object  lesson  in  the  benefits  of  turning 
attitudes  from  lackadaisical  to  customer  focused. 

“We’ve  discovered  the  key  to  unleashing  the 
energy  in  people,  and  at  the  heart  of  this  is  allow¬ 
ing  people  a  say  [in  developing!  their  own  future,” 
says  Biren  Anand,  one  of  the  Bharat  managers  who 
became  a  learning-organization  coach  and  contin¬ 
ues  to  spread  the  organizational-learning  method 
across  the  company.  Anand  reports  that  the  head 
of  the  lubricants  business  called  his  team  together 
in  April  after  annual  results  showed  revenue 
improvement  of  16  percent  following  two  years  of 
flat  sales.  He  was  simply  amazed.  “Sometimes  you 
can  get  bottom-line  results,  but  people  feel  flogged 
to  death,”  Anand  says.  “Here  you  can  hear  the 
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Super  Pigment  Phosphors 


Exclusive  "Wide  Viewing  Technology" 
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DynaFlat™  Technology 


,20mm  Dot  Mask  (H)  for  Razor  Sharp  Text 


Smart  III  Coating 


Samsung's  SyncMaster™ 
monitors  are  flat  out  the 
best  choice  for  your  money. 
It's  all  in  the  technology.  Five 
proprietary  technologies  go  into 
these  incredibly  precisioned  mac¬ 
hines.  For  example,  our  SyncMaster™ 
CRT  monitors  feature  DynaFlat™,  the  most 
advanced  screen  technology  in  the  world- 
delivering  a  perfectly  flat  tube  with  no  visible 
curvature,  for  absolutely  no  distortion  from  any 
angle.  Additionally,  our  TFT  flat  panel  monitors,  with 
Samsung's  Color  Fitter  Technology,  have  one  of  the  widest 
color  ranges  on  the  market.  They  also  have  an  Auto  Advanced 
Image  Scaling  and  Enhancement  function  that  delivers  crisp  images 

at  all  resolutions. 

We  have  the  technology,  and  produce  our  own  components,  including  the  glass. 
Top  quality  from  concept  to  final  product.  We  have  the  awards  and  reviews  to  prove  it. 
Get  the  proof  on  our  web  site  at  www.samsungmonitor.com  or  call  us  at  1-800- SAMSUNG. 
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energy  and  enthusiasm.  It  feels  as  if  somewhere  they 
got  the  extra  energy  to  be  able  to  do  this  and  more.” 

Ernst  &  Young 

Environments for 
Creative  Consulting 

The  consulting  business  is  booming,  and  that’s  bad— 
at  least  for  the  partners  responsible  for  bringing  in 
the  best  talent  and  keeping  it.  Consultancies  of  all 
sizes  expect  to  battle  increasing  turnover  among  the 
250,000  consultants  who  will  be  hired  in  the  next 
few  years,  according  to  Kennedy  Information 
Research  Group,  a  consultancy 
based  in  Fitzwilliam,  N.H.  While 
most  companies  seek  to  solve  the 
recruiting  problem  with  higher 
pay,  Ernst  &  Young  LLP  is  trying 
some  novel  approaches  that  have 
to  do  with  learning  opportunities, 
career  flexibility  and  a  creative  use 
of  workspaces. 

When  the  elevator  doors  open 
onto  the  second  floor  at  the  Ernst 
&  Young  Accelerated  Solutions 
Environment  (ASE),  overlooking 
the  Charles  River  in  Cambridge, 
Mass.,  the  low  pyramids  of  books 
scattered  around  the  enormous 
room  and  the  suspended  TV  mon¬ 
itors  and  glass-encased  booths 
make  it  seem  a  bit  like  a  high-tech 
children’s  library.  Certainly  the  last 
place  you’d  think  you  had  entered 
was  a  consulting  company.  Then 
the  low  hum  of  group  conversa¬ 
tions  is  suddenly  drowned  out  by 
quickly  rising,  upbeat  rock  music, 
and  a  young  woman  in  black 
swishes  by,  ringing  a  tiny  chime 
that  rests  on  an  Indian  pillow, 
beckoning  groups  of  polo-shirted  clients  to  scamper 
to  the  next  activity.  Chairs  are  shuffled,  whiteboards 
are  cleaned,  even  a  wall  partition  or  two  is  moved. 
“Day  care  for  MBAs”  is  how  one  skeptic  puts  it;  a 
Montessori  school  for  adults  is  a  more  favorable 
description,  says  Chip  Saltsman,  a  Baltimore-based 
senior  manager  who  works  in  this  and  other  ASEs. 
What’s  going  on  here? 

Far  from  frivolous,  the  3-year-old  ASEs,  which 
operate  in  four  U.S.  cities  and  in  England,  the  Nether¬ 
lands  and  Australia  and  which  will  open  in  other 
U.S.  and  European  locations  in  the  coming  year,  are 
meant  to  be  money-making,  multipurpose  centers. 
Consultants  bring  clients  to  “DesignShops” — three- 
day  collaborative  sessions  that  are  carefully  orches¬ 


Ask  the  Expert 

cioifom 

www.cio.com 

■  Have  a  question  about  HR 
best  practices?  You  can  pose  it 
to  Robert  Hanig,  vice  presi¬ 
dent  and  director  of  Inno¬ 
vation  Associates,  an  Arthur 
D.  Little  company  based  in 
Waltham,  Mass.  From  now 
until  Aug.  3 1,  Hanig  will  be 
available  at  asktheexpert@ 
cio.com  to  offer  insight  and 
advice  on  how  companies  can 
develop  people  strategies  that 
increase  commitment  and 
involvement  at  all  levels  of  the 
workforce,  foster  innovation 
and  improve  performance. 


trated  and  backed  by  a  licensed  methodology  from 
MG  Taylor  Corp. — and  in  the  unusual  atmosphere 
they  can  reduce  from  six  months  to  three  days  the 
time  the  clients  need  to  make  business  decisions  and 
resolve  complex  problems,  E&Y  says.  But  simulta¬ 
neously,  and  not  at  all  incidentally,  the  centers  enable 
E&Y  to  experiment  with  the  type  of  workplace  and 
work  habits  its  own  newer  employees  already 
demand  and  its  veteran  staffers  may  one  day  find 
appealing  as  well.  The  new  workstyle  includes  rapid- 
fire  use  of  several  media,  such  as  whiteboards  full  of 
notes  a|§d  illustrations  from  bral|stonwH|  sessions; 
and  videos  and  books  that  at  first  glance  appear  unre¬ 
lated  to  the  client’s  business  problem  but  in  fact  are 
care||lly  chosen  to  stretch  the|!ient’s  perspective.  The 
environment  offers  the  adrenaline,  intensity  and  infor¬ 
mality  lacking  in  many  traditional  offices. 

“We’re  very  cognizant  of  the  competitive  market 
[for  new  consultants],  and  we  sell  the  centers  to 
prospective  employees  as  a  differentiating  factor,” 
Salfsmapsays.  E&Y  argues  that  the  opptBtunities  for 
new  hires  to  learn  by  working  closely  with  partners 
are  superior  to  those  at  competing  companies.  The 
ASEs  also  cater  to  the  new  generation’s  pref Ance  for 
intense  work  followed  by  longer  breaks,  E&Y  says. 
New  consultants  can  either  transfer  to  full-time  work 
at  ASEs  or  experience  them  when  they  are  involved 
in  a  client  engagement  that  makes  use  of  one. 

“We’ve  had  to  go  outside  andllevelop  knowledge 
workers  who  wouldn’t  normally  find  a  home  in 
E&Y  practices,”  explains  Larry  Kaye,  a  senior  man¬ 
gier  and  lead  DesignShop  faci^tor.  E&Y  vHts  to 
attract  creative  people  who  don’t  necessarily  have 
traditional  consulting  backgrounds,  such  as  ASE 
knowledge  worker  Kenneth  Roberts,  who  used  to 
run  an  alternative  theater  and  make  videos  for  The 
Coca-Cola  Co.  But  $©n||  of  E&Y’s  apparently  tradi¬ 
tional  consultants  also  make  their  way  into  the  ASEs. 
“I  was  your  typical  tech-head,”  says  Jason  Beaver, 
who  has  shifted  from  doing  Oracle  database  imple¬ 
mentations  to  being  a  full-time  ASE  process  facili¬ 
tator.  “You  have  to  have  a  certain  personality  that  fits 
in  here:  flamboyant,  creative,  a  team  player.”  The 
description  fits  well  with  the  culture  E&Y  wants  to 
be  known  for  to  attract  the  current  and  future  gen¬ 
erations  of  knowledge  workers.  “The  more  we  can 
move  from  command  and  control  to  choice,  the  more 
likely  they’ll  stay  with  us,”  Kaye  says. 

PRT  Group 

New  Communities,  New  Quality 

With  IT  talent  so  scarce,  many  large  companies  are 
outsourcing  their  software  development.  But  where 
do  the  IT  outsourcers  get  their  labor?  One  innova¬ 
tive  approach  comes  from  New  York  City-based  PRT 
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AcxiomDataNetwork.com 


You've  rebuilt  your  system  architecture, 
upgraded  your  infrastructure  and  now  your 
entire  network  is  ready  for  prime  time.  But 
without  constantly  updated  household  level 
data  on  your  customers  and  prospects,  will 
all  of  your  improvements  really  help? 

By  adding  the  Acxiom  Data  Network5™  into 
your  enterprise  solution,  you'll  have  real-time, 
on-line  access  to  the  data  you  need  for  real 


performance.  Acxiom®  Corporation's  InfoBase™ 
marketing  data  is  the  most  comprehensive 
source  for  consumer,  business,  real  estate  and 
telephone  data  anywhere.  When  delivered 
through  the  Acxiom  Data  Network,  this  data 
can  dramatically  improve  your  response  time  to 
marketing  opportunities  and  competitive  threats. 

The  Acxiom  Data  Network.  Fresh  data 
delivered  in  a  flash. 


ACXIOM 


1-888-459-DATA 


Privacy  Assured 


SO  WHY  ARE  YOU  USING  THE  SAME  TIRED,  SLOW  DATA? 


N VEST  IN  PEOPLE 


Group,  which  in  1 995  launched  its  global  network 
of  software  development  centers  in  an  unlikely  loca¬ 
tion:  Bridgetown,  Barbados. 

PRT’s  challenge,  says  CEO  Doug  Mellinger,  was 
to  find  a  location  that  was  economically  and  politi¬ 
cally  stable,  within  a  few  time  zones  of  New  York 
and  would  attract  top  IT  talent  from  remote,  low- 
cost  locations  such  as  India.  By  providing  employee 
assistance  and  comforts  far  beyond  the  usual  bene¬ 
fits,  PRT  has  been  able  to  recruit  and  maintain  a  tal¬ 
ented  staff  representing  more  than  a  dozen  countries. 

“I  was  working  on  proper  projects  quite  happily, 
but  this  sounded  like  a  new  approach,”  says  Gur- 

uraj  Managuli  of  his 


Fast  Track  for  Everyone 

Enterprise  Rent-A-Car  Co. 

New  employees  at  Enterprise  might  find 
themselves  being  reviewed  after  the  first 
30, 60,  90  or  1 20  days  to  make  sure  they 
are  constantly  focused  on  learning  the  skills 
they  need  to  succeed.  Young  managers  run 
many  of  the  St.  Louis-based  company's 
locations  and  move  rapidly  into  positions 
of  authority. 


decision  to  leave  his 
native  India  in  1996 
to  work  for  PRT  in 
the  Caribbean.  “I 
didn’t  know  much 
about  Barbados,  just 
that  it  was  a  cricket 
country  whose  teams 
came  to  India.” 

He  was  in  for 
some  surprises.  The 
heat  often  kept  him 
inside,  cars  cost  four 
times  what  they  did 


For  Youth 

1  Yahoo  Inc. 

Foosbali  is  the  company 
sport,  every  success  is  cele¬ 
brated  with  a  party,  and  the 
cubicles  and  walls  are  yellow 
and  purple— -just  part  of  the 
Internet  portal's  calculated 
yet  natural  way  of  saying  its 
culture  is  casual  and  cre¬ 
ative.  Employment  increased 
by  100  percent  last  year  to 
803.  The  quest  for  fun-loving 
and  intelligent  young  staff 
continues  in  Santa  Clara, 
Calif. 


in  the  United  States,  where  Managuli  had  also 
worked,  and  groceries  were  expensive.  It  was  a 
friendly  country,  but  it  wasn’t  home.  As  program¬ 
mers,  the  multinational  staff  of  about  40 — it  later 
grew  to  350 — soon  set  up  an  electronic  bulletin 


board,  and  plenty  of  griping  took  place  there. 

But  PRT  plucked  virtue  out  of  necessity  and  has 
created  the  sort  of  expatriate  workplace  where  any 
Brit,  Canadian,  Filipino,  Indian,  Korean  or  native  of 
any  of  the  countries  represented  at  its  Barbados  oper¬ 
ation  can  feel  at  home.  “We  needed  to  have  a  func¬ 
tion  called  facilitation,  which  few  IT  companies  have, 
outside  of  HR,”  says  the  head  of  the  Barbados  oper¬ 
ation,  Srinivasan  Viswanathan.  PRT  looks  out  for 
new  employees  beginning  with  emigration  and 
arrival  in  Barbados,  where  furnished  apartments 
await  their  arrival.  The  company  leased  groups  of 
apartments  around  the  island,  though  employees  are 
not  required  to  live  in  them  and  often  move  out  after 
a  few  months.  PRT  also  has  created  a  brochure  with 
information  about  cooking  and  entertainment, 
among  other  topics,  and  helps  families  contact 
schools,  even  sending  a  syllabus  to  parents  before 
they  leave  their  homeland.  “We  realized  the  expec¬ 
tations  would  be  different  for  different  nationalities: 
[Employees]  from  England  look  for  spectator  and 
water  sports;  people  who  come  from  Canada  have 
concerns  about  insects,”  says  Viswanathan. 

The  Caribbean  gamble  has  paid  off  for  PRT.  The 
Barbados  center  has  become  a  major  developer  for 
PRT  clients  such  as  J.P.  Morgan,  and  it  has  been  life¬ 
changing  for  the  employees  as  well — Viswanathan 
estimates  there  have  been  seven  PRT  staff  weddings, 
four  of  them  cross-cultural,  since  the  operation  began. 

PRT  now  has  recruiting  offices  in  Barbados, 
India  and  New  York  City,  and  contracts  with 
recruiting  agencies  in  England,  Ireland  and  the 
Philippines.  PRT  has  also  opened  centers  in 
Hartford,  Conn.,  and  Madras,  India,  and  CEO 
Mellinger  says  he  plans  to  expand  his  network  of 
software  centers.  In  the  meantime,  he’s  created  a 
good  pipeline  that  begins  on  an  island  hardly 
known  for  the  IT  talent  PRT  has  attracted. 

BP  Amoco 

I’m  OK,  My  Company's  OK 

BP  Amoco,  known  until  recently  as  British  Petro¬ 
leum,  has  had  two  ambitious  and  apparently  con¬ 
flicting  goals  in  recent  years:  to  boost  its  performance 
and  efficiency  while  maintaining  a  record  of  envi¬ 
ronmental  responsibility,  which  can  be  expensive. 
The  London-based  company’s  answer  to  this  conun¬ 
drum  is  a  program  called  Pacesetter,  which  has  made 
employees  at  refineries  around  the  world  rethink 
their  attitudes  toward  their  jobs  and  themselves,  and 
has  led  them  to  share  knowledge  and  responsibility 
in  a  way  that  has  raised  the  company’s  performance 
beyond  its  expectations. 

The  program  generates  the  momentum  for 
change  at  the  individual  level,  starting  with  deeply 
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You  bet  your  life.  In  today’s  storm-tossed  IT  environment, 
a  Compaq  Deskpro  is  as  certain  as  the  tides,  delivering 
consistently  high  performance,  reliability 
and  manageability — at  consistently  low 
prices.  You  can  count  on  Deskpro  to  make  pentium®/// 
your  life  easier,  with  our  exclusive  (and  free)  System  Software  Manager  to  update 
drivers  remotely  in  minutes.  It’s  just  one  of  the  many  reasons  why,  despite  a  flood 
of  imitators,  Deskpro  is  still  number  one  in  the  world1. 

To  learn  more,  see  us  at  www.compaq.com/deskpro, 
contact  your  reseller  or  phone  1-8 00- AT- COMPAQ. 
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Deskpro  EN  Series  at  $1,649'  •  lntel*Pentium*lll  Processor  450  MHz 

•  64MB  SDRAM  •  6.4  GB"  Ultra  ATAHard  Drive  •  NIC  with  Remote  Wake-up 

•  S700 17”  monitor**  •  3-year  limited  warranty  including  1  year  on-site 


COMPAQ.  Better 


answers.” 
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personal  questions  such  as  what  employees  want 
out  of  their  lives  and  careers.  Their  answers  even¬ 
tually  affect  how  the  whole  organization  operates. 

Although  the  mandate  for  the  Pacesetter  program 
came  from  the  executive  committee  of  the  BP  Oil 
business  unit,  the  philosophy  behind  it  demanded 


setting),  in  shutting  down  part  of  a  refinery  and  get¬ 
ting  support  from  organized  labor  for  future  proj¬ 
ects.  Employees  and  union  representatives,  though 
not  pleased  about  the  shutdown,  nevertheless  said 
they  felt  for  the  first  time  that  BP  wanted  to  include 
their  vision  of  the  company’s  future  in  its  plans. 


Quantum  Corp. 

Equality  is  the  watchword 
at  this  disk-drive  manu¬ 
facturer  in  Milpitas,  Calif., 
where  managers  get 
interior  offices  and  other 
staff  get  windowed 
cubicles,  and  the  CEO  is 
in  the  same  company 
bonus  plan  as  the  rest  of 
the  workforce. 


that  refinery  managers  choose 
whether  to  participate.  Equally 
unconventional  for  such  a  high-stakes 
initiative  was  the  attitude  of  BP  pro¬ 
gram  leaders  and  consultants,  who 
brought  groups  of  managers  and 
employees  together  to  ask  them  about 
their  most  troubling  concerns.  Then 
the  leaders  told  participants  that  the 
consultants  would  not  solve  those 
problems.  Instead,  they  would  teach 
the  employees  to  find  the  solutions; 
they  set  up  support  networks  across 
and  among  business  units  and 
promised  to  be  available  for  help  on 
a  moment’s  notice. 

Though  this  approach  to  performance  improve¬ 
ment  begins  with  individuals,  employees  are  soon 
grouped  into  teams  of  10  to  12  people,  and  they 
tackle  real  business  problems  such  as  the  delicate 
task  of  temporarily  shutting  down  a  refinery  for 
maintenance,  says  Robert  Hanig,  a  vice  president 
and  director  of  Waltham,  Mass. -based  Innovation 
Associates,  part  of  Arthur  D.  Little,  which  assisted 
BP  with  the  program.  And  performance  has 
improved.  The  goals  of  Pacesetter  are  derived  from 
an  industry  benchmark  of  refinery  performance  met¬ 
rics,  the  idea  being  to  get  all  refineries  operating  in 
the  top  quartile.  Though  industry  experts  say  this 
target  is  impossible  to  reach,  BP  wants  to  try. 

One  of  the  more  unusual  successes  attributed  to 
Pacesetter  has  come  in  the  company’s  working  rela¬ 
tions  with  a  labor  union  in  the  Netherlands,  where 
BP  used  team  learning  and  “personal  mastery,”  a 
collection  of  techniques  that  increases  one’s  ability 
to  set  and  reach  goals  (in  these  cases,  in  a  business 


Many  refinery  employees  also  changed  their  way 
of  working  together,  explains  Tom  Standing,  BP’s 
senior  adviser  on  learning  and  organization  devel¬ 
opment  and  a  leader  of  the  Pacesetter  program.  “The 
fast-track  folks  aren’t  a  high  percentage  of  people  at 
a  refinery,”  he  says.  The  employees  there  “tend  to 
stay  in  the  community  and  have  a  lot  of  history  with 
each  other” — meaning  that  ingrained  habits  and 
interpersonal  dynamics  can  be  hard  to  change. 
Nevertheless,  Standing  credits  the  Pacesetter  pro¬ 
gram  with  dramatically  altering  the  way  the  BP  refin¬ 
ery  staff  works  together.  For  example,  one  of  the 
most  expensive  and  risky  procedures  in  the  business, 
the  temporary  shutdown  of  a  refinery  for  major 
maintenance,  has  improved.  During  these  turn¬ 
arounds,  as  the  industry  calls  them,  systems  are 
unstable  as  heat  is  reduced  when  machinery  is  shut 
down  and  then  they  heat  up  quickly  as  they  go  back 
up.  “It’s  a  time  when  people  could  go  into  their  own 
little  closets  and  not  realize  others  need  to  know 
what  they’re  doing.  You  need  to  anticipate  what  your 
actions  will  do,”  Standing  explains.  Now  employ¬ 
ees  keep  the  entire  refinery  in  mind  when  handling 
delicate  equipment,  alerting  others  to  the  impact  their 
actions  might  have  when,  say,  shutting  down  valves. 

More  than  half  of  the  company’s  refineries  are 
improving  performance  with  the  Pacesetter  program, 
Standing  says.  “At  BP  and  Amoco,  if  you  were  hired 
in  the  1950s  you  thought  you  had  a  job  for  life,”  he 
says.  “What  personal  mastery  is  saying  is  that  deep 
down  you  have  a  choice  of  what  you  want  to  create 
in  life.  You  apply  that  to  organizations  and  you  have 
organizationallearning.”  BEI 


Senior  Writer  Gary  Abramson  can  be  reached  at 
gabramson@cio.com. 
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Are  you  blindly  throwing  more  bandwidth  at  network  problems?  Open  your  eyes  and  nail  delays  at  the  plate  with  Application 
Flow  Management  from  NetScout  Systems,  Get  more  power  and  more  control  over  your  networked  applications  through 

real-time  and  historical  performance  data  —  all  in  simple,  relevant  business  terms.  |\iOt  SCOUlt 

What's  more,  our  products  give  you  greater  visibility  into  your  network.  So  you  can  the>  nptwnri  thP  hulinw 


make  more  informed  capacity  planning,  application  deployment,  and  troubleshooting  decisions.  All  while  dealing  with  the 
curve  balls  end  users  toss  at  you  each  day.  For  more  information  and  a  free  copy  of  John  McConnell's  “Application  Flow 
Management"  white  paper,  visit  us  at  www.netscout.com /bbi3,  or  call  1-800-309-8923.  And  strike  out  network  delays,  1-2-3. 


UNLESS  OTHERWISE  NOTED.  PHOTOS  BY  KAREN  MILLER 


Turn 

Green 


Patagonia  finds  environmental  virtue  is  its 
own  reward — and  there  are  profits  too 


1991  PATAGONIA  INC.  HOVERED  ON  THE  BRINK  OF 
financial  disaster.  Buoyed  by  double¬ 
digit  growth,  the  maker  of  rugged 
clothing  for  serious  outdoor  enthusiasts  had  placed  mas¬ 
sive  product  orders  that  hit  its  warehouses  just  in  time 
for  the  recession — and  a  sharp  reduction  in  its  credit  line 
by  financially  troubled  Security  Pacific  Bank.  The 
Ventura,  Calif.-based  company  took  the  painful  step  of 
laying  off  120  of  its  620  employees  as  it  restructured  its 
way  back  to  financial  health.  But  amid  all  the  financial 


^  4. -  **  * 


Patagonia 


Ventura,  Calif 


www.patagonia.com 


Designer  and  distributor  of 
technical  outdoor  clothing 


Eve  Jursch,  CEO 


Mike  Busch,  CIO 


Revenues:  $165M 


Employees:  900 


strife,  Patagonia  didn’t  touch  two  expensive  cost  centers:  the  R&D  depart¬ 
ment  and  the  grants  program  that  funds  environmental  activists.  Tough 
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RAISON  D'ETRE  Patagonia's  emphasis  on  profits  and 
principles  came  straight  from  the  vision  of  founder  Yvon 
Chouinard.  Those  tenets  are  reflected  throughout  the 
company,  from  its  own  physical  environs  to  its  actions  on 
behalf  of  the  planet's  environment. 


times  really  bring  home 
what’s  important  to  a  com¬ 
pany.  The  company’s  mis¬ 
sion  statement  declares, 
“Patagonia  exists  to  use 
business  to  inspire  and 
implement  solutions  to  the 
environmental  crisis,”  and 
Patagonia  succeeds  as  few 
companies  do  in  imbuing 
the  entire  culture  and 
organization  with  this  sin¬ 
gular  purpose.  Patagonia 
employees  clearly  know 
what  the  company  stands 
for,  and  as  a  result  nearly 
every  action  is  predicated 
on  the  company’s  core  val¬ 
ues  (see  “Words  to  Live 
By,”  Page  104). 

Although  a  green  sensi¬ 
bility  may  not  sound  like  a 
sure-fire  revenue  rocket, 
Patagonia’s  environmental 
mission  lies  at  the  heart  of 
the  company’s  enduring 
success,  says  Jim  Collins, 
coauthor  of  Built  to  Last: 
Successful  Habits  of  Vision¬ 
ary  Companies  (Harper- 
Collins  Publishers  Inc., 
1994).  He  says  that  a  com¬ 
pany  with  a  social  agenda  is  more  likely  to  succeed  far 
into  the  new  millennium  than  one  that’s  purely  rev¬ 
enue-driven.  As  Collins  discovered  in  the  course  of  his 
book  research,  companies  that  consistently  outper¬ 
form  the  Dow  see  themselves  as  being  much  more  than 
just  about  making  money,  he  says.  For  example,  Merck 
&  Co.  Inc.  has  always  seen  its  mission  as  improving 
human  health  through  medicine.  For  Patagonia,  the 
agenda  is  the  environment. 


Earnest  Money 


Collins  emphasizes  that  these  visionary  organizations 
carefully  balance  social  conscience  and  profits.  “To  be 
a  truly  great  company,  you  have  to  be  a  social  vehicle 
with  a  very  powerful  economic  engine,”  he  notes. 
That’s  where  Patagonia,  which  sells  through  dealers, 
company-owned  stores,  mail-order  catalogs  and  the 
Web,  stands  out.  Collins  says  that  company  founder 
Yvon  Chouinard,  a  self-described  “fun  hog”  given  to 
demanding  sports  such  as  climbing  and  surfing,  is  the 
force  behind  the  dual  emphasis  on  profit  and  environ- 
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TURN  GREEN 


In  1989 
the  Salt  Lake 
City  Pata¬ 
gonia  retail 
store  opened, 
in  its  parking 
lot,  the  first 
public  recy¬ 
cling  station 
in  the  entire 
state  of  Utah. 


A  MIDDLE  ROAD  Director  of  Operations  Karyn  Barsa  says  balancing  consumerism 
and  conservation  is  a  constant  challenge  and  topic  of  discussion  at  Patagonia. 


company  extensively,  says  it  is  very  profitable.  (Company 
sources  estimate  that  it  will  gross  about  $180  million  in  1999, 
up  from  $165  million  the  previous  year.)  The  reasons  are 
twofold:  Its  products  are  extraordinarily  well  made,  and  they 
often  boast  innovations  not  found  in  other  technical  garments 
and  gear.  For  example,  Patagonia  revolutionized  outdoor 
clothing  when  it  first  introduced  pile  garments  in  the  early 
1980s.  Working  with  Lowell,  Mass. -based  Malden  Mills 
Industries  Inc.,  it  codeveloped  fleece  as  we  know  it  today. 
The  uniqueness  of  its  products  allows  Patagonia  to  charge  a 
premium  and  guarantees  it  an  elite  niche  among  outfitters. 

Despite  hefty  price  tags  that  have  earned  the  company  the 
nickname  “Patagucci,”  Patagonia’s  twofold  focus  has  netted 
fiercely  loyal  customers.  Customers  such  as  Leslie  Barnes,  an 
avid  skier  from  Natick,  Mass.,  who  bought  her  first  Patagonia 
pullover  in  1984.  She  says,  “There  may  be  a  difference  in 
price,  but  there’s  also  a  huge  difference  in  quality.  My  hus¬ 
band  has  a  jacket  that’s  10  years  old.  I  just  sent  it  back  to  have 
the  zipper  fixed,  which  Patagonia  repaired  for  free.  After  10 
years  you’d  expect  to  buy  another  coat,  but  once  the  zipper 
was  replaced,  this  parka  was  ready  to  go  another  decade.” 

Garments  that  last  a  decade  have  the  added  bonus  of  less¬ 
ening  the  environmental  toll  of  manufacturing,  observes 
Barsa,  since  they  need  to  be  replaced  less  often.  Yes,  it  does 
reduce  profit  opportunities  from  built-in  obsolescence.  But 


Barsa  says  Pata¬ 
gonia  wants  to 
grow  at  a  slow  but 
sustainable  rate,  a 
lesson  it  learned 

from  its  fiscal  debacle  of  the  early  1990s. 

“We  talk  a  lot  about  consumerism  and  business  growth 
and  how  to  integrate  that  with  our  core  values,”  she  says.  “If 
you  need  a  pair  of  pants,  we’d  like  them  to  come  from 
Patagonia,  and  we  want  them  to  be  the  pair  you  wear  all  the 
time.  What  we  don’t  want  is  to  sell  you  five  pairs  of  pants  in 
addition  to  the  five  pairs  you  already  have  in  your  closet.” 


Walking  the  Walk 


Building  clothes  that  could  survive  the  next  ice  age  is  only  one 
way  Patagonia  tackles  its  environmental  pledge.  The  com¬ 
pany  recycles  nearly  everything,  including  glass  bottles,  FedEx 


mentalism.  After  all,  a  profitless 
Patagonia  would  wield  no  environ¬ 
mental  influence  whatsoever. 

So  while  the  company  donates 
1  percent  of  sales  revenues  or  10  per¬ 
cent  of  pretax  profits  (whichever  is 
greater)  to  grass-roots  environmen¬ 
tal  groups,  Chouinard  is  equally 
insistent  that  his  company  meet  its 
overall  annual  profit  plan.  “Not  to 
hit  our  profit  goal  is  as  big  a  prob¬ 
lem  as  failing  in  our  social  mission,” 
he  says. 

Yoking  capitalism  to  something  as 
traditionally  left-leaning  as  environ¬ 
mentalism  provokes  a  lot  of  em¬ 
ployee  discussion,  says  Karyn  Barsa, 
director  of  operations  at  Patagonia. 
“We  understand  that  [financial]  suc¬ 
cess  is  necessary  to  achieving  our 
purpose,”  she  says,  “and  we  talk  a 
lot  about  how  to  achieve  that  while 
limiting  our  [physical]  impact  on  the 
environment.” 

Privately  held  Patagonia  does  not 
talk  freely  about  its  numbers,  but 
author  Collins,  who  has  studied  the 
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O  Gateway  Business  Senior  Vice 
President  Van  Andrews  (left)  and 
Gateway  Senior  Vice  President 
and  CIO  Maynard  Webb. 


FUTURE 


AT  FIRST  GLANCE,  computer  manufacturer  Gateway  wouldn't  seem  to  be  a 
likely  candidate  for  an  IT  overhaul.  The  $7.5  billion  a  year  company  already 
has  an  established  e-commerce  presence  on  the  Internet.  And  in  1998,  it 


leveraged  its  existing  infrastructure  to 
score  the  number-one  spot  in  con¬ 
sumer  desktop  PC  shipments,  earning 
top  marks  in  customer  loyalty  and  a 
rapidly  growing  share  of  the  business 
market.  In  fact,  CIO  magazine  even 
named  Gateway  one  of  its  top  100 
companies  of  1997. 


Yet  despite  all  of  these  accomplish¬ 
ments,  Gateway  is  in  the  midst  of  a 
complete  IT  overhaul.  Why?  The  simple 
answer  is  change. 

Change,  as  all  IT  professionals 
know,  is  a  constant  in  business,  in  gen¬ 
eral  and  the  computer  industry  in  par¬ 
ticular.  As  Maynard  Webb,  Gateway's 
new  senior  vice  president  and  CIO, 
puts  it:  “Some  of  the  things  that  made 
us  famous  don’t  have  as  much  value 
going  forward,  not  because  they  are 
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less  important  or  impressive,  but 
because  everything  has  changed — sev¬ 
eral  times  over  in  many  cases.” 

What  hasn’t  changed  is  Gateway’s 
approach  to  business — aggressive,  client- 
focused,  heavy  on  values  like  common 
sense,  respect,  caring  and  honesty,  and 
a  preference  for  simplicity.  With  changes 
swirling  around  that  unmoving  inner 
core,  Gateway  has  made  several  funda¬ 
mental  shifts  for  future  growth  and  prof¬ 
itability.  One  is  to  exploit  the  Internet, 


starting  with  the  efficiencies  of  letting 
customers  self-serve  through  its  Web  sites 
and  extranets. 

In  all  these  moves,  Gateway  looks  to 
enter  new  markets  where  it  can  leverage 
the  benefits  of  its  direct  model  with  the 
capability  to  deliver  its  goods  via  the  chan¬ 
nel  that  best  fits  client  needs  and  demands. 

The  Web,  for  example,  can  automate 
many  sales  and  service  functions  and 
explode  product  offerings.  That  lays  the 
foundation  for  Gateway's  new,  aggressive 
assault  on  the  business  market,  says  Van 
M.  Andrews,  senior  vice  president  in 
charge  of  Gateway  Business,  located  in 
Orange  County,  Calif. 

“Our  customers  are  looking  to  do 
more  things  electronically,"  he  says,  “such 
as  ordering,  remote  diagnostics  and  access 
to  important  white  papers.  We  are  creat¬ 
ing  strategic  e-commerce  sites  for  large 
customers,  complete  with  the  tools  to  buy 
via  the  Net.  Long  term,  we  will  be  selling 
help  desk,  remote  diagnostics  and  asset 
management  services,  such  as  tracking 
installed  systems  and  software,  installing 
upgrades  and  the  like." 

The  challenge  therefore,  lies  in  devel¬ 
oping  the  new  infrastructure  necessary 


to  achieve  these  goals  without  jeopar¬ 
dizing  day-to-day  support  for  Gateway’s 
current  business. 

The  New  IT  Infrastructure 

Gateway  has  been  addressing  these 
complex  support  issues  for  the  last  two 
years.  The  company  has  also  had  to  deal 

They  called  it  a  crazy  idea 
for  a  direct  marketer  to  build 
local  stores,  but  today,  the  stores 
offer  a  retail  experience  that 
communities  value. 

- GATEWAY  SVP  BUSINESS 

VAN  ANDREWS 

with  the  fact  that  over  the  years,  it  has 
grown  so  rapidly  it  has  constantly  out¬ 
run  its  IT  capabilities. 

Webb  says  that  in  order  to  maintain 
high-touch  services  to  customers,  the 


firm  had  opted  for  the  strategy  of 
adding  people  rather  than  technology. 
While  the  new  people  maintained  the 
important  high-touch  service  tradi¬ 
tion — Gateway  proudly  points  to  a  vari¬ 
ety  of  magazine  awards  for  service — the 
inefficiencies  grew  with  the  volume, 
causing  sales,  general  and  administra¬ 
tive  expenses  to  escalate. 

Gateway’s  executive  staff  realized  that 
it  was  time  to  rethink  their  IT  strategy.  To 
spearhead  this  process,  Gateway  hired 
Webb  in  mid-1998.  Now,  Gateway  is  striv¬ 
ing  to  “implement  jet-fighter  technology 
all  over  the  world,”  says  Webb.  “That  has 
required  a  whole  different  capability,  put 
in  place  and  staffed  in  locations  where  it 
was  easy  to  recruit  jet-fighter  pilots.” 

In  short,  Gateway  needed  to  develop 
new  core  competencies  in  everything 
from  knowledge  management  to  elec¬ 
tronic  commerce,  all  while  implementing 
the  scalable  technology  of  the  future. 

To  get  to  the  fighter  pilots,  the  compa¬ 
ny  moved  administrative  headquarters, 
including  IT  management,  from  North 
Sioux  City,  S.D.  to  San  Diego.  Webb,  who 
had  already  captained  transformations  at 
Bay  Networks  and  Quantum,  began  his 
hunt  for  staff.  Over  the  next  several 
months,  he  hired  or  transferred  200  people 
from  all  over  the  industry,  and  in  the  com¬ 
pany,  including:  Mike  Dunne,  vice  presi¬ 
dent  of  business  development  process 
change;  Chuck  Geiger  (former  vice  presi¬ 
dent,  product  development  and  marketing 
of  Travelocity)  as  vice  president  of  elec¬ 
tronic  commerce;  Tom  Fisher  (former 
executive  vice  president  of  business  devel¬ 
opment  of  Exactium)  as  vice  president  of 
global  architecture;  Bipin  Junnarkar  (for¬ 
mer  president  and  COO  of  Datafusion 
Inc.)  as  vice  president  of  knowledge  man¬ 
agement  and  James  Pollard  (former  CEO 
of  ECWerks  and  CIO  of  Tech  Data)  as 
vice  president  of  global  applications. 

“Then,  to  free  ourselves  to  build  a  new 
IT  infrastructure,”  Webb  says,  “we  need¬ 
ed  to  find  an  outsourcing  partner  to  run 
our  entire  legacy  infrastructure  and  appli¬ 
cations  base.  We  started  work  on  that  in 
February  this  year  and  closed  the  deal 
with  Lockheed  Martin  in  mid-July.” 

Internally,  Webb’s  initial  effort,  in 


A&T  and  Gateway  CIS:  A  Tough  Team  to  Beat 


Customization  is  COMPETITIVENESS  for  A&T  Systems  Inc.,  a  high-tech  engineering  firm 
specializing  in  software  development,  systems  integration  and  performance 
engineering.  This  means  not  only  customizaton  of  the  applications  it  develops, 
but  also  custom  installation  of  its  applications  on  computing  systems.  A&T  needed  a 
partner-a  manufacturer  who  could  work  with  its  engineers  to  respond  to  customer 
needs  and  install  the  software  on  its  systems  at  the  factory,  says  Robert  Williams,  vice 
president  of  sales. 

While  A&T  was  conducting  its  search,  a  federal  government  client  requested  propos¬ 
als  for  customized  video  drivers  that  were  needed  right  away.  Gateway  Custom 
Integration  Services  (CIS)— with  a  wide  range  of  custom-built  solutions,  including  soft¬ 
ware  and  hard-drive  image  loading  and  hardware  integration-was  prepared  to  work  with 
A&T  to  meet  those  demands. 

the  result:  No  contest.  Winning  the  contract,  A&T  engineers  wrote  and  tested  the  video¬ 
drivers,  and  Gateway  installed  it  on  all  systems,  shipping  the  order  factory-direct  to  the 
client’s  global  distribution  sites  in  Germany,  Panama,  Europe,  Asia  and  the  United  States. 

The  business  result  of  this  partnership  for  A&T  is  ongoing  orders  from  the  client  and, 
generally,  a  $  150-per-unit  savings,  which  A&T  happily  passes  on  to  its  clients. 

The  collaboration  has  also  led  to  A&T  becoming  a  member  of  the  Gateway  VAR 
(value-added  reseller)  team.  “We  couldn’t  be  happier  with  our  relationship  with  Gateway. 
Instead  of  doing  things  their  way,  Gateway  does  things  the  customer’s  way.  We  like  the 
company  and  the  people,”  Williams  says. 
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We’ve  taken  the  lessons  we  have  in  our  direct  model  and  are  trying  not  to 
break  those  principles  as  we  move  more  heavily  into  business  to  business. — gateway  svp  business  van  Andrews 


Sharp  Electronics  and  Gateway  CIS:  The  Golden  Touch 


As  the  manager  of  product  planning  and  development  for  Sharp  Electronics  Point  of 
Sale  (POS)  division  in  Mahwah  N.J.,  Michael  Porter’s  goal  is  to  provide  person¬ 
alized  service  and  savings  to  the  customers  for  his  PC-based  Color  LCD  Touch 
solutions-service-conscious,  busy  restaurateurs. 

Similarly,  Porter  was  looking  for  the  same  benefits  from  the  supplier  of  the  PCs  that 
run  his  products.  Working  with  Gateway  Custom  Integration  Services  (CIS),  Sharp  is  able 
to  deliver  desktops  (E-Series)  specially  designed  for  the  job.  These  systems  even 
include  products  Gateway  doesn’t  normally  sell  such  as,  redundant  hard  drives,  three 
serial  ports  and  a  custom  I/O  card  that  has  been  specifically  manufactured  for  Sharp. 

This  collaboration  has  fundamentally  changed  the  way  the  POS  division  does  busi¬ 
ness.  Typically  the  division  sells  its  product  through  resellers,  shipped  parts  and  relied 
on  these  dealers  to  put  the  system  together.  Instead,  Gateway  CIS  actually  integrates  the 
system  at  the  factory  and  ships  it  directly  to  the  resellers. 

“That  reduces  dealers’  time  out  in  the  field,  saves  everybody  money  and  keeps  us 
competitive,”  says  Porter.  “But  the  true  value  that  Gateway  provides  is  consistency.  We 
deal  with  a  lot  of  system  design  issues.  With  CIS,  we’re  not  constantly  reevaluating  and 
recertifying  quick-changing  technology.” 

Gateway  CIS  offers  a  wide  range  of  custom-built  solutions  for  volume  purchase 
such  as,  software  and  hard-drive  image  loading,  asset  tagging  and  labeling  and  hard¬ 
ware  integration. 


addition  to  staffing,  was  to  establish  the 
strategy  to  build  "the  world’s  most  effi¬ 
cient  engine”  and  gain  approval  for  it 
within  three  months.  It  was  a  strategy 
that  would  require  they  complete  the 
first  phase  of  retooling  the  entire  IT 
infrastructure  by  early  2000. 

According  to  Webb,  the  major  ele¬ 
ments  of  the  strategy  are: 

•  Recrafting  the  IT  architecture, 
“leveraging  Web  technology  to 
enable  us  to  significantly  improve 
productivity  and  reduce  cost” 

•  Creating  a  business  change  organi¬ 
zation  to  ensure  that  all  initiatives 
have  an  appropriate  payback  and 
are  managed  to  achieve  the  busi¬ 
ness  results  expected 

•  Creating  a  Governance  Committee 
of  top  company  executives  “to 
ensure  we  are  always  working  on 
the  most  important  things” 

•  Launching  Web-based  initiatives 
that  will  result  in  the  same  scalable 
engine  operating  Gateway’s  multi¬ 
ple  sales  channels 

•  Leveraging  the  installed  base  and 
Web  presence  to  further  build  cus¬ 
tomer  preference  by  implementing 
knowledge  management  capabilities 

•  Consolidating  and  simplifying  lega¬ 
cy  platforms  “enroute  to  our  next 
generation  enterprise  resource 
planning  (ERP)  capability” 

•  Outsourcing  legacy  applications 
and  infrastructure 

Gateway  Business 

One  of  the  catalysts  for  Gateway’s  IT 
restructuring  was  the  explosive  growth 
of  its  business  division.  Formally  estab¬ 
lished  in  1998,  the  Gateway  Business 
division  quickly  became  a  major  factor 
in  Gateway’s  financial  development, 
accounting  for  nearly  48  percent  of 
gross  profits  and  nearly  half  of  its  $7.5 
billion  in  revenues. 

Gateway  has  been  growing  the  busi- 
ness-to-business  segment  for  several 
years,  but  the  majority  of  revenues  has 
traditionally  come  from  small  businesses. 
When  the  Gateway  Business  division  was 
formed,  it  was  to  put  the  sales  and  service 
infrastructure  in  place  to  grow  its  share  of 


the  total  business  market,  as  well  as  the 
education  and  government  markets. 

Andrews  has  since  recruited  an 
impressive  roster  of  executive  team 
members  to  provide  strategic  direction 
in  the  areas  of  the  enterprise,  business 
direct,  Gateway  Country,  federal  gov¬ 
ernment,  state  and  local  government, 
education,  client  care,  operations, 
finance  and  human  resources. 

The  business  segment  calls  for 
expanded  services  in  terms  of  onsite  sup¬ 
port,  such  as  the  ability  to  repair  within 
four  hours.  The  important  thing  to 
remember  from  an  IT  perspective, 
Andrews  says,  is  that  in  this  market  face- 
to-face  contact  with  the  vendor  and  elec¬ 
tronic  self-service  are  equally  vital. 

In  response,  Gateway’s  call  centers 
and  field  reps  are  doing  more  outbound 
calling,  having  been  trained  to  sell  a  full 
menu  of  products  and  services  to  busi¬ 
nesses,  he  adds.  Since  1996,  Gateway  has 
also  gone  retail,  erecting  more  than  200 
Gateway  Country®  stores  in  the  United 
States  and  abroad.  “They  called  it  a  crazy 
idea  for  a  direct  marketer  to  build  local 
stores,  but  today,  the  stores  offer  a  retail 
experience  that  communities  value,” 


Andrews  says.  These  are  actually  no¬ 
inventory  show  rooms  staffed  by  highly 
trained  sales  reps,  where  customers  can 
come  in  and  “test  drive”  a  standalone  or 
networked  PC  system,  receive  training 
in  software  and  use  the  Gateway 
Business  Solution  center  for  help  in  cre¬ 
ating  the  right  business  systems. 

Indeed,  Andrews  draws  a  picture  of 
an  organization  that  will  give  companies 
of  any  size  entry  into  Gateway  through 
any  channel  they  desire. 

Supporting  the  Channels 

A  big  challenge,  however,  is  supporting  all 
these  channels  while  maintaining  the  distri¬ 
bution  and  logistics  benefits  of  the  direct 
model.  “We  don’t  want  to  get  into  the 
channel  conflict  and  multiple  tiers  of  inven¬ 
tory  that  others  are  in,”  Andrews  says.  “We 
don’t  have  stocking  distributors." 

“When  a  customer  buys  a  system  in 
the  Gateway  Country  store,  for  example, 
we  build  the  configuration  and  ship  it 
from  the  factory  floor  to  them.  No 
inventory,  no  price  protection,”  he  con¬ 
tinues.  “Even  on  the  reseller  market,  we 
are  building  their  unique  combinations 
and  fulfilling  directly  most  of  the  time  so 
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we  don’t  have  to  get  into  buying  back 
inventory  and  write  downs.  We’ve  taken 
the  lessons  we  have  in  our  direct  model 
and  are  trying  not  to  break  those  princi¬ 
ples  as  we  move  more  heavily  into  busi- 
ness-to-business.” 

Gateway’s  model  has  to  handle  the 
differences  in  support  between  the  chan¬ 
nels  and  between  business  customers  and 
consumers.  For  instance,  the  retail  stores 
require  point-of-sale  systems.  Telesales 
centers  require  the  cadre  of  automatic 
call  distribution,  interactive  voice 
response,  computer  telephony  integra¬ 
tion  (CTI)  applications,  screen  pops  of 
customer  information,  online  catalogs 
and  system  configurators. 

Field  sales  personnel  working  with 
large  businesses  require  the  laptops  with 
catalogs,  configurators,  contact  managers, 
schedulers,  more  complex  price  quotation 
tools  and  presentation  software.  The 
Country  stores  require  a  live  installation 
of  standalone  and  networked  systems  that 
the  business  owner  or  consumer  can  take 
for  a  test  drive  and  then  order  onsite, 
through  telesales,  or  via  the  Web.  The 
Web  sites  for  business-to-business  require 
a  tighter  linkage  with  the  customer  than 
those  for  the  consumer.  That  is,  the 
communications  and  tools  for  quoting 
prices  and  availability,  and  accessing  sta¬ 


tus  must  be  tailored  to  business  needs. 

For  manufacturing,  the  very  small 
business  and  consumers  represent  an 
“unbelievable  number  of  unique  config¬ 
urations,”  says  Andrews.  “To  handle 
such  diversity  quickly,  you  have  to  have 
unbelievable  response  capability  and  flex 
capability  in  your  manufacturing.”  This 
is  a  key  Gateway  legacy  for  the  future — 


We  have  to  diversify  revenue 
streams  quickly.  We  have  a 
great  loyal  customer  base,  but  we 
have  to  leverage  it. 


GATEWAY  SVP  AND  CIO 
MAYNARD  WEBB 


the  ability  to  create  a  unique  configura¬ 
tion  in  manufacturing  and  get  it  out  the 
door  the  same  day. 

While  the  consumer  wants  his  or  her 
new  system  “now,”  the  large  enterprise 
represents  longer  sales  cycles,  huge  orders 
(mostly  of  the  same  configuration)  and 
longer  lead  time  to  delivery.  Post-sales 
service?  “When  a  system  costs  $1,500  to 


$2,000  and  an  enterprise  orders  100,000  of 
them,  you  have  to  make  sure  that  they  are 
standard  and  integrated  into  the  network, 
and  that  you  can  provide  the  services  the 
enterprise  demands,  such  as  a  help  desk, 
onsite  repair  and  asset  management.” 

Jet  Fighters  in  the  Air 

To  handle  Gateway’s  global  IT  needs, 
Webb’s  group  is  in  the  process  of  shifting 
the  company  from  one  ERP  system  to 
another  and  beginning  its  integration 
with  the  i2  RHYTHM  advanced  planning 
and  scheduling  system.  New  tools  for  the 
sales  force  are  being  selected  and  imple¬ 
mented.  Knowledge  management  strate¬ 
gies  are  being  put  into  place,  and  infor¬ 
mation  warehouses  are  being  built,  heav¬ 
ily  focused  on  building  customer  knowl¬ 
edge  and  insight  on  a  grand  scale. 

It’s  all  being  done  methodically  and 
quickly  by  Gateway’s  “jet  pilots”  on  the 
IT  and  business  side.  How  fast  does 
Gateway  have  to  move?  “Unbelievably 
fast.  We  have  to  diversify  revenue  streams 
quickly  to  keep  the  competitive  edge 
we’ve  had  for  so  long,”  Webb  says.  “We 
have  a  very  firm  base,  a  great  loyal  cus¬ 
tomer  base,  but  we  have  to  leverage  it. 
We’re  making  money,  we’re  very  healthy 
and  we’re  going  to  stay  that  way  while 
we  grow  and  expand.”  © 
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IT  Staffing  Strategies  for  CIOs 

Innovative  research  conducted  by  the  authors  of  the  CIO  ConsultWare 
Series  provides  answers  and  solutions  on  managing  the  IT  human 
resource  successfully.  Our  research  is  based  on  the  management  prac¬ 
tices  of  50  high-performance  companies,  expertise  from  innovative 
consultants,  and  three  in-depth  case  studies  on  unique  approaches 
that  give  you  a  solid  foundation  for  recruiting,  retaining  and  develop¬ 
ing  a  strong  IT  staff. 


RODUCT  REVIEW 

affing  strategies  for  CIOs  is  the  most  com- 
sive  and  organized  presentation  of  ideas 
naging  IT  human  resources  I  have  seen 
ere.  It  is  clearly  written  and  presented;  has 
:s  that  are  understandable  and  suitable  for 
f  at  ions;  has  analyses  that  focus  squarely 
issues;  and  it  provides  information  and 
:es  you  can  take  action  on  immediately, 
h  today’s  staffing  challenges,  this  CIO 
' tWare  product  really  belongs  in  the  hands 
xecutives  everywhere.  We  may  not  be  able 
\he  IS  staffing  crisis,  but  at  least  with 
:ts  like  these,  we  can  level  the  playing 
onsiderably.  ” 

Angelo  Privetera 
CIO 
HDR,  Inc. 


For  $1,995,  you’ll  receive: 

►  A  95  page  benchmarking  report. 

►  A  CD-ROM  (and  diskettes)  containing  400+ 
pages  of  value-added  intellectual  capital — 
including  tested  and  proven  models,  meth¬ 
ods,  and  practices  drawn  from  the  actual 
experiences  of  leading  companies;  a  "ready- 
to-go"  PowerPoint  presentation  of  data  and 
analysis  for  presenting  to  peers  and  execu¬ 
tives;  and  customizable  reports,  memos  and  presentation 
templates  in  electronic  format. 

For  more  information  or  to  download  a  demo,  visit  our  Web  site 
at  wwwxio.com/consultware . 

To  order  any  CIO  ConsultWare  Series  research  products,  contact 
Dot  Caspersen  at  508  935-4040  or  email  your  inquiry  to 
research@cio .  com. 

CIO  ConsultWare  is  produced  jointly  by  CIO  Communications 
and  ICEX,an  independent  research  firm. 


CIO  CONSULTWARE  SERIES™  INTELLECTUAL  CAPITAL  THAT  MAKES  YOU  THE  EXPERT 
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.  With  buying  decisions  moving  at  such  a 
.^d|  frenetic  pace,  trusted  information  is  more 
critical  than  ever.  Which  is  why  technology 
buyers  turn  first  to  IDG  publications.  For  more 
than  30  years,  IDG's  award-winning  editorial  has 
captured  every  critical  trend,  product,  issue  and 
personality  of  the  Information  Age.  Through  our 
leading  technology  publications,  we  provide 
honest,  insightful  analysis  based  on  the  needs 
of  IT  decision  makers.  Answers  that  enable 
sounder  buying  decisions.  Decisions  that  are 
driving  digital  society. 


Whether  it's  IS  or  networking  executives,  technology 
savvy  managers,  systems  integrators,  or  sophisticated 
end  users,  more  forward-thinking  marketers  rely  on 
IDG's  trusted  brands  in  the  US  and  around  the 
world.  The  290  publications,  225  Web  sites, 
research,  books  and  tradeshows  that  are  helping 
to  define  the  Information  Age. 
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boxes  and  fleece  scraps  from  the  cutting-room  floor.  Cafeteria 
workers  at  headquarters  compost  kitchen  waste  and  use 
organic  food  whenever  possible.  Staff  at  the  company’s 
Customer  Service  Center  in  Reno,  Nev.,  tend  a  community 


GRASS-ROOTS  John  Sterling  of  the  environmental 
programs  group  aims  to  help  underfunded  environ 
mental  groups  and  involve  Patagonia  employees. 


* 


* 


V  . 


vegetable  garden.  The  company  provides  a  shed  at  head¬ 
quarters  campus  rent-free  to  one  employee  who  runs  a  pro¬ 
gram  to  rehabilitate  injured  birds  of  prey.  Every  18  months 
or  so,  Patagonia  hosts  “Tools  for  Grassroots  Activists,”  an 
invitation-only  conference  that  teaches  organizational,  busi¬ 
ness  and  marketing  skills  to  grass-roots  environmental 
activists,  and  sends  some  of  its  own  employees  to  the  program 
as  well.  Patagonia  offers  a  civil  disobedience  training  course 
to  all  interested  employees  and  will  post  bail  for  workers  who 
use  that  training  in  actions  consistent  with  company  values. 
Two  full  spreads  in  each  mail-order  catalog  are  devoted  to 
environmental  essays,  such  as  one  about  Patagonia’s  1996 


decision  to  switch  completely  to  organic  cotton  for  its  cloth¬ 
ing.  (Cotton  crops  alone  account  for  25  percent  of  the  pesti¬ 
cides  used  worldwide.)  Customer  Service  Center  staff  volun¬ 
teer  during  slow  periods  to  make  phone  calls  to  voters  urging 
support  of  proposed  environmental  legislation. 
Employees  can  apply  to  take  up  to  two  months’ 
paid  leave  of  absence  to  work  as  full-time  volun¬ 
teers  for  nonprofit  environmental  groups,  a  pro¬ 
gram  that’s  been  used  by  more  than  150  of  the  com¬ 
pany’s  900  employees. 

All  these  things  are  part  of 
everyday  life  at  Patagonia,  like 
the  children  who  cavort  in  the 
onsite  day-care  center  or  the  rack 
of  surfboards  tucked  into  one 
entryway.  But  they’re  frolicky 
shore  waves  compared  with  the 


FACT  The  company 
devotes  an  entire  morn¬ 
ing  of  its  three-day 
orientation  program  for 
new  hires  to  a  voluntary 
surfing  lesson.  Surf¬ 
boards  are  provided,  but 
bring  your  own  wet  suit. 

big  offshore  roller  of  the  company’s  grants  program, 
funded  by  that  1  percent  revenue  donation. 

John  Sterling,  an  associate  at  Patagonia’s  environ¬ 
mental  programs  group,  eases  his  feet  out  of  his  san¬ 
dals  and  tilts  his  chair  back  as  he  enthusiastically 
explains  the  program.  “We  receive  about  1,000 
requests  for  grants  every  year,  and  we  fund  about  230 
of  them,”  he  says.  “Our  pool  of  money  averages 
$1.3  million  a  year,  although  it  varies  based  on  sales.” 
He  says  the  company  concentrates  on  small,  grass¬ 
roots  organizations  with  relatively  low  overhead 
because  it  wants  to  put  its  money  where  it  will  make 
the  biggest  difference.  In  the  13  years  of  its  existence, 
the  program  has  given  a  total  of  about  $14  million. 
His  group  also  brainstorms  ways  to  involve 
Patagonia  employees  more  fully  in  the  company’s  green  ethos. 
For  example,  the  graphics  design  folks  donate  their  services 
(on  company  time)  to  groups  that  might  need,  say,  a  mem¬ 
bership  brochure  or  logo.  The  retail  stores  frequently  sell  issue- 
oriented  T-shirts,  like  the  one  urging  a  ban  on  development  in 
Yosemite  Valley  that  recently  raised  $25,000.  “All  that  money 
went  to  the  Friends  of  Yosemite  Valley,”  reports  Sterling. 

He  adds  that  the  goal  is  to  get  employees  involved  in  envi¬ 
ronmental  activism  at  whatever  level  works  for  them.  “For 
some,  it  might  mean  recycling.  For  others,  it’s  chaining  them¬ 
selves  to  bulldozers  to  prevent  a  logging  road  from  being 
built,”  he  says.  Sterling’s  department  makes  sure  that  about 
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100%  Internet.  PeopleSoft  applications  are  built  for  the  Internet.  We 
specialize  in  cutting  edge  eBusiness  applications— like  PeopleSoft 
eProcurement  and  PeopleSoft  eStore,  which  enable  your  employees 
and  customers  to  buy  and  sell  online,  easily  and  efficiently.  PeopleSoft 
builds  the  applications  that  help  your  company  work  on  the  Internet. 
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15  Patagonians  attend  each  “Tools” 
environmental  activist  conference  the 
company  hosts.  Why?  “It  really  helps 
[employees]  understand  just  how  close 
our  ties  are  to  environmental  activism,” 
he  says.  “One  person  who  just  went  came 
back  saying,  ‘I  finally  understand  that  our 
company  is  about  more  than  just  mak¬ 
ing  clothes.”’ 

Talking  the  Talk 

Sterling  and  his  cohorts  proselytize  for 
Patagonia’s  environmental  programs, 
both  inside  and  outside  the  company.  But 
theirs  is  just  part  of  a  constant  company¬ 
wide  conversation  designed  to  integrate 
Patagonia’s  mission  into  every  business 
decision.  It’s  how  Patagonians  best  har¬ 
ness  those  twin  engines  of  environmen¬ 
talism  and  profitability,  says  Terri  Wolfe, 
director  of  human  resources.  “People 
here  are  committed  to  our  product,  but 
they’re  also  committed  to  the  environ¬ 
mental,  moral,  ethical  and  philosophical 
reasons  for  being  in  business,”  she  says. 

Patagonia’s  core  values  evolved  from 
the  early  gut-reaction  tactics  practiced 
by  Chouinard  and  his  first  employees, 
who  were  mostly  back-country  climb¬ 


ing  buddies.  Unsullied  by  exposure  to 
corporate  rules  and  expectations,  Pata¬ 
gonia  workers  blithely  combined  work- 
life  with  their  personal  life  and  values. 
For  example,  Wolfe  says,  “We  had  a  lot 
of  [couples  with  both]  spouses  working 
for  us.  They  brought  along  their  kids. 
When  it  got  disruptive,  we  found  some¬ 
body  to  take  care  of  them,  and  lo  and 
behold,  our  onsite  child  care  was  born.” 

But  as  Patagonia  grew,  Chouinard  and 
his  wife,  who  co-owns  the  company,  and 
then-CEO  Dave  Olsen  realized  that  they 
needed  to  codify  the  values  that  had  pre¬ 
viously  been  assumed.  Patagonia  has 
nearly  a  thousand  employees  scattered 
worldwide,  Wolfe  points  out,  which 


Distribution  Center  Daring 

IT  out  on  a  limb 


PATAGONIA  DISTRIBUTION  DIRECTOR  DAVE  ABELOE  WAS  READY  FOR 
risks  when  the  company  decided  to  build  an  environmentally 
responsible  new  Customer  Service  Center  in  Reno,  Nev.  But,  he 
says,  the  biggest  risk  of  all  wasn't  the  new  lighting  system  or  the  recy¬ 
cled  construction  materials.  It  was  the  distribution  software. 

The  company  synchronized  the  opening  of  the  center  with  the  inau¬ 
guration  of  a  brand-new  distribution  management  system.  If  the  carpets 
made  of  recycled  bottles  frayed,  that  would  be  a  nuisance.  But  if  the  new 
software  failed,  the  company  would  face  a  nightmare  of  botched  orders, 
inventory  backup  and  unhappy  customers.  "Our  necks  were  stretched 
way  out,  and  we  felt  like  there  were  plenty  of  axes  waiting,"  jokes  Abeloe. 

Abeloe  and  the  rest  of  the  team  stayed  those  anxious  blades  by 
pulling  CIO  Mike  Busch  onto  the  launch  team  from  its  inception.  "We 
took  a  holistic  approach,"  remembers  Busch.  "The  whole  team  was  aware 
of  the  entire  process.  I  was  there  when  they  were  pouring  concrete,"  and 
the  rest  of  the  team  was  heavily  involved  in  creating  specs  for  the  new 
distribution  system,  he  says.  The  launch  team's  ability  to  work  closely 
together  was  a  major  strength,  and  Busch  and  Abeloe  kept  that  in  mind 

when  it  came  time  to  choose  a  software 
vendor.  "All  the  [functional]  guys  would 
go  to  RFP  meetings  when  we  interviewed 
software  companies,"  says  Busch.  "We 
wanted  to  be  sure  that  people  really 
understood  our  requirements."  The  group 
bought  PkMS,  a  distribution  management 
system  from  Manhattan  Associates  Inc.  in 
Atlanta.  And,  Busch  says,  the  reason 
boiled  down  once  again  to  the  notion  of 
teamwork.  "We  selected  Manhattan  not 
because  it  had  everything  we  wanted  but 
because  it  picked  up  very  quickly  on  what 
we  were  asking." 

The  center  opened  June  3, 1996,  and 
Busch  says  the  distribution  system  got  an 
unexpectedly  fast  break-in.  His  team  had 
done  test  runs  previously  but  planned  to 
dip  a  toe  in  the  water  by  picking  a  batch  of  only  100  units  on  the  first 
day  of  using  the  system  for  real.  After  that,  they  meant  to  cautiously  up 
the  picking  load  to  500.  "But,"  he  says,  "somebody  got  excited,  and  we 
picked  5,000  units  instead  with  no  problems.  When  we  noticed  that,  we 
said,  'Well,  let's  just  let  her  rip.'  And  we  shipped  7,000  units  that  first 
day."  Not  bad  for  an  opening  day  when  picking  was  originally  slated  to 
stop  at  1,000.  -C.  Hildebrand 


Distribution 
Management 
System  ROi 

The  new  distribution  system 
resulted  in 

■  400  percent  more 
product  picked  per  hour 

■  35  percent  more  product 
shipped  daily 

■  300  percent  increase  in 
picking  efficiency 

■  99.9  percent  accuracy 
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One  of  Our  Most 
1  Requested  Products... 

Implementing  IT  Strategies  for  CIOs  is  a  com¬ 
prehensive,  information-rich  research  product 
that  answers  all  your  questions  regarding  the 
IT  strategy  process.  For  $2,295,  you  receive: 

■  An  80+  page  benchmarking  report. 

■  A  CD-ROM  (and  diskettes)  containing  250+ 
pages  of  value-added  intellectual  capital — 
including  tested  and  proven  models,  methods 
and  practices  drawn  from  the  actual  experiences 
of  leading  compa¬ 
nies;  and  customiz¬ 
able  reports, 
memos,  and  pre¬ 
sentation  slides 
and  templates. 


Peer  Product  Review 


Implementing 
IX  Strategies 


Thank  you,  CIO. . .  The  CIO  ConsultWare  Implementing  IT 
Strategy  product  has  proven  to  be  literally  worth  its  weight 
in  gold.  Thanks  to  the  validity  of  the  information  presented,  I 
was  finally  able  (after  trying  for  more  than  a  year)  to  con¬ 
vince  my  executive  management  team  to  form  an  IT 
Steering  Committee  and  to  enable  IT  within  our  company 
to  shift  from  a  purely  background  support  role  to  an  active 
partnership  role  within  the  organization. 

Edwin  L.  Martinez 
Director,  Management  Info.  Systems 
Micro  Optics  Design  Corporation 


ww.cio  com/consultware 

The  CIO  ConsultWare 

_  TM 


For  more  information  or  to  download  a  demo, 
visit  our  Web  site  at  www.cio.com/consultware 
To  order  any  CIO  ConsultWare  Series 
research  products,  contact  Dot  Caspersen 
at  508  935-4040  or  email  your  inquiry  to 
research@cio.com .  ■ - 


CIO  ConsultWare  is  produced  jointly 
by  CIO  Communications  and  ICEX,  an 
independent  research  firm. 


THE  CIO  CONSULTWARE  SERIES™  INTELLECTUAL  CAPITAL  THAT  MAKES  YOU  THE  EXPERT 


To  Do 


Become  an  IT  Strategy  Expert... 


Shorten  the  Planning  Cycle. 


IU 

Convince  Executive  Management... 
And  Create  a  Process  that  Works  for 
the  Entire  Organization. 


Sound  Impossible?  Not  if  You  Know  Where  to  Start. . . 

Implementing  IT  Strategies  for  CIOs 


TURN  GREEN 


makes  it  difficult  to  personally  articulate  a  consistent  direc¬ 
tion.  So  the  Chouinards  and  their  management  team  kick- 
started  a  brainstorming  effort,  asking  themselves,  “Why  are 
we  in  business?  Why  do  we  want  to  be  here?”  They  created  a 
draft  statement  and  took  it  to  all  their  employees  for  modifi¬ 
cation  and  input.  Together,  the  company  hammered  out  what 
is  now  Patagonia’s  statement  of  purpose  and  core  values. 

The  company  also  works  to  keep  the  mission  at  the  fore¬ 
front  of  business  discussions,  says  Barsa.  “We  regularly  go 
back  in  small  groups  and  talk  about  how  the  core  values  relate 
to  the  day-to-day  business  of  Patagonia,”  she  says.  Generally 
led  by  folks  from  company  headquarters,  small  groups  of 
about  20  people  gather  every  four  months  or  so  to  figure  out 
how  to  create  an  environmentally  responsible  business.  This 
happens  worldwide,  from  retail  executives  in  Japan  to  distri¬ 
bution  center  workers  in  Reno.  “The  conversations  can  get 
very  heated,”  laughs  Barsa.  “We  are  a  group  of  highly  opin¬ 
ionated  and  passionate  people.” 


Words  to  Live  By 

Patagonia’s  Statement  of  Purpose  and  Core  Values 

i  Statement  of  Purpose 

Patagonia  exists  to  use  business  to  inspire  and 
implement  solutions  to  the  environmental  crisis. 

M  Core  Values 

Quality:  Pursuit  of  ever-greater  quality  in  everything  we  do 

Integrity:  Relationships  built  on  integrity  and  respect 

Environmentalism:  Serve  as  a  catalyst  for  personal  and 
corporate  action 

Not  Bound  by  Convention:  Our  success — and  much  of  the 
fun — lies  in  developing  innovative  ways  to  do  things 


HANDS  ON  Patagonia 
encourages  employees 
to  pursue  the  corporate 
ethos  at  work  and 
beyond. 


Patagonia's  first  pile  garments  were 
made  from  fabric  intended  for  fake-fur  toilet 


seat  covers. 


tarps  and  oil  derricks.  It  uses  polyurethane,  not  PVCs,  and 
is  just  as  durable.  The  new  material  costs  40  percent  more, 
but  team  leader  Gary  Eckwortzel  says  he  hopes  to  recoup 
that  cost  through  design  changes.  Designing  products,  he 
says,  “is  always  a  dance  between  cost,  quality  and  appeal. 
We  want  to  throw  in  the  environmental  piece  too.” 

These  innovations  are  just  two  of  the  ideas  that  have 
sprung  from  Patagonia’s  ongoing  conversation  about  its 
core  values,  a  dialogue  that  the  company  also  takes  public 
in  hopes  of  inspiring  other  companies  to  add  green  values 
to  their  corporate  culture.  For  example,  Dave  Abeloe,  direc¬ 
tor  of  Patagonia’s  distribution  facility  at  the  Customer 
Service  Center,  says  Patagonia  provides  information  to  vis¬ 
itors  from  companies  interested  in  copying  the  center,  which 
was  built  partly  with  recycled  materials  and  features 


Lifelong  Learning 


And  passion  is  what  turns  words  into  action.  For  example,  in 
1996  Patagonia’s  children’s  designer  developed  a  plan  for 
using  fleece  scraps  left  over  from  cutting  out  adult  clothing  to 
create  patchwork  clothes  for  kids.  The  “Seedlings”  line,  which 
came  to  market  late  last  year,  will  keep  at  least  some  cloth 
scraps  out  of  landfills. 

Unlike  Seedlings,  however,  many  of  the  company’s  environ¬ 
mental  efforts  aren’t  destined  to  become  profit  centers.  For 
instance,  each  product  line  team  sets  annual  goals 
to  reduce  the  environmental  impact  of  its  creations. 

Eric  Wilmanns,  the  coordinator  of  the  environ¬ 
mental  assessment  program,  works  with  each  team 


to  reach  those  targets.  “We  break  things  down  in  a  couple  of 
different  ways,”  he  says.  “Teams  set  goals  that  they  can  effect, 
and  we  also  set  companywide  targets  on  issues  that  run  com¬ 
panywide.” 

For  example,  the  HardWater  team  (which  is  responsible  for 
hard  goods,  luggage  and  fishing  products)  wanted  to  eliminate 
PVC-coated  fabric,  which  has  a  high-pollutant  manufactur¬ 
ing  process  and  can  break  down  into  carcinogenic  dioxins. 
Working  with  Patagonia’s  fabric  lab,  the  team  discovered  that 
industrial  suppliers  made  a  fabric  for  heavy-duty  uses  like  truck 
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SPECIAL  ADVERTISING  SUPPLEMENT 


e-business 
is  transforming 
everybody s  business 
with  low-cost 
opportunities  to 
quickly  expand 


he  Internet  has  revolutionized  the  way  you  do  business,  e-busi- 
BralM  ness  offers  companies  fundamentally  new  ways  to  expand  the  mar- 
kets  in  which  they  compete,  streamline  their  corporate  business 
1*1:1 JH  processes  to  deliver  products  and  services  more  efficiently  and 
IF^lfi  attract  and  retain  customers  in  new  and  innovative  ways.  How  big 
ls  r^e  e"business  revolution?  Count  ’em:  $325  +  billion  in  elec- 
tronic  business  will  be  transacted  by  20021,  or  maybe  more.  And 
lllilMli  over  500  million  people  will  use  the  World  Wide  Web  by  2003k 


markets  globally, 
dramatically  boost 
operating  efficiencies 
and  deliver  better, 
more  personalized 
customer  service. 


e-business  is  not  without  risks,  however. 
Market  conditions  constantly  change  as 
new  competitors  enter  markets  with  new 
business  models.  Customer  loyalty  is 
fleeting  as  customers  are  just  one  click 
away  from  switching  to  competitors. 
And  competitive  advantage  is  short-lived 
as  traditional  barriers  are  rendered  irrel¬ 
evant  by  technological  advances. 

As  CIOs  and  senior  IT  managers,  you 
play  crucial  roles  in  harnessing  Internet 
technology  to  transform  your  businesses 
into  e-businesses.  A  highly  skilled  IT  or¬ 


ganization  and  a  well-integrated  infor¬ 
mation  technology  platform  and  appli¬ 
cations  are  critical  components  to  suc¬ 
ceeding  in  e-business.  The  challenge: 
How  to  translate  your  company’s  e-busi- 
ness  vision  into  reality.  What  are  the 
critical  elements  you  need  to  consider  as 
you  transform  your  company  into  an 
e-business? 

e-business  Can  Improve  Your  Profitability 

Transforming  your  business  into  an 
e-business  can  improve  your  company’s 
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e-business 


ARE  YOU  READY? 


overall  profitability  and  dramatically 
increase  shareholder  value. 

Grow  Your  Top  line 

e-business  has  helped  companies  grow 
their  top-line  revenues  by  attracting 
new  customers  to  their  existing  busi¬ 
nesses,  bringing  customers  back  for  re¬ 
peat  business  and  capturing  entirely 
new  business  opportunities.  Compa¬ 
nies  surveyed  by  Jupiter  Research 
showed  a  52  percent  increase  in  aver¬ 
age  revenue  and  a  47  percent  growth  in 
their  customer  base  after  just  12 
months  of  conducting  business  online. 

What’s  more,  dot-com  companies 
that  have  successfully  exploited  e-busi- 
ness  continue  to  show  phenomenal 
growth  in  their  customer  bases — Ama¬ 
zon.com  and  W.H.  Smith  and  Co., 
both  online  booksellers,  have  increased 
their  customer  bases  over  98  percent 
annually  using  the  Internet. 

You,  too,  can  grow  your  top  line  with 
e-business. 


Dot-com 

companies  that  have 
successfully  exploited 
e-business  continue  to 
show  phenomenal  growth 
in  their  customer  bases. 


Oracle  Can  Help  You  Become  an  e-business 

Oracle  offers  a  comprehensive  suite  of 
products  and  services  to  enable  e-busi- 
ness.  Oracle  today  is  the  world’s  lead¬ 
ing  provider  of  e-business  solutions  and 
is  the  e-business  vendor  of  choice  for 
19  of  the  world’s  top  20  e-businesses 
and  more  than  70  percent  of  Fortune 
1 00  companies.  Further,  a  recent  study 
by  Collaborative  Research5  shows  that 
67  percent  of  the  “best-of-breed”  e- 
business  sites  use  Oracle  technology  to 


run  their  successful  Internet  ventures. 

Oracle  is  the  only  e-business  solu¬ 
tion  provider  that  offers: 

•  a  comprehensive  suite  of  enterprise 
applications  to  run  your  e-business 

•  a  platform  to  build  e-business  appli¬ 
cations 

•  a  professional  services  organization  to 
help  you  formulate  your  e-business 
strategy  and  to  design  and  customize 
the  e-business  applications  you  need 

Oracle  has  helped  many  e-business 
pioneers  rewrite  the  rules  of  their 
industries  and  solidify  their  market 
leadership. 

Cisco  Systems 

The  world’s  leading  network-equip¬ 
ment  supplier,  Cisco  Systems  has  so¬ 
lidified  its  position  as  the  number-one 
supplier  of  networking  equipment  by 
selling  its  products  through  Cisco  Con¬ 
nection  Online,  its  online  storefront. 

In  the  first  quarter  of  1997,  Cisco’s 
Internet-based  revenues  were  $81  mil- 


Improve  Your  Bottom  Line 

Then,  of  course,  there  are  the  cost  sav¬ 
ings.  Even  an  incremental  cost  reduc¬ 
tion  of  5  percent  has  the  same  impact 
on  bottom-line  profits  as  a  30  percent 
increase  in  sales3.  Consider  these  Price 
Waterhouse4  estimates: 

•  The  cost  of  producing  and  process¬ 
ing  an  invoice  electronically  is  10 
times  cheaper  than  traditional 
methods 

•  The  cost  of  responding  to  a  cus¬ 
tomer-service  request  using  Internet- 
based  self-service  is  five  times  cheap¬ 
er  than  a  call  center  transaction. 

You  can  improve  your  bottom  line  with 
e-business. 

Increase  Your  Shareholder  Value 

As  a  result,  e-business  can  dramatically 
increase  your  company’s  shareholder 
value.  With  the  financial  markets  valu¬ 
ing  many  new  e-businesses  significant¬ 
ly,  every  company’s  shareholders  now 
pose  the  question — what  are  we  doing 
to  become  an  e-business? 


e-business  Exponential  Growth 
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45%  U.S. 

households  online 


Dell  at  $3M/day 


Early  adopter 
investments  pay  off  Full  market  participation 
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lion.  By  the  third  quarter  of  1998, 
Cisco’s  revenues  from  Internet  sales 
hit  $960  million.  Currently  Cisco  is 
doing  $27  million  worth  of  business 
every  single  day;  73  percent  of  its  sales 
transactions  and  79  percent  of  its  sup¬ 
port  inquiries  are  processed  over  the  In¬ 
ternet.  Cisco  Connection  Online  has: 

•  helped  Cisco  expand  into  over  115 
countries  worldwide,  many  of  which 
it  serves  only  through  the  Web 

•  reduced  Cisco’s  lead  times  in  deliver¬ 
ing  products  from  three  weeks  to 
three  days 

•  allowed  it  to  handle  the  500  percent 
increase  in  its  revenues  with  only  a  1 
percent  increase  in  head  count 

The  company  runs  Cisco  Connection 
Online  on  Oracle’s  Internet  platform, 
processes  the  orders  using  Oracle  Sup¬ 
ply  Chain  and  Manufacturing  Appli¬ 
cations  and  manages  its  business 
globally  using  Oracle’s  Financial  Man- 


Oracle  e-business  Solutions 


Consulting, 

Support, 

Education 


CRM,  ERP, 

Business 

Intelligence 


Database, 
Application 
Server,  Tools 


agement  and  Strategic  Enterprise  Man¬ 
agement  software. 

Excite 

Oracle  has  also  helped  one  of  the 
world’s  largest  online  media  compa¬ 
nies,  Excite,  to  conduct  e-business. 
Excite  uses  the  Oracle  database  server 
as  a  personalization  engine,  where  it 
tracks  and  stores  customer  information 


CISCO  SYSTEMS  ! 

pVBVHHOTH _ i 

e-business  HELPS  LOWER  COSTS 

Networking  products  vendor  Cisco  Systems  wanted  to  grow  its  business  rapidly 
while  increasing  its  profits.  One  of  the  challenges  it  faced  was  to  provide  high- 
quality  customer  support  and  improve  customer  satisfaction  without  increasing 
head  count. 

In  1991  Cisco’s  support  center  was  getting  3,000  calls  per  month,  a  number  pro¬ 
jected  to  quadruple  to  12,000  in  just  one  year.  Unless  something  was  done,  Cisco 
executives  figured  the  company  would  have  to  devote  its  entire  1992  head  count  to 
its  help  desk. 

THE  ORACLE  e-business  SOLUTION 

With  Oracle’s  help,  Cisco  built  an  online  system  called  Cisco  Connection  Online, 
based  on  Oracle’s  Internet  Platform  and  ERP  applications.  By  offering  self-service 
applications  for  customers  and  partners,  it  has  delivered  technical  support  productiv¬ 
ity  improvements  measured  at  200  percent  without  additional  help-desk  head  count. 
And  its  integration  of  demand  and  supply  chains  has  shortened  lead  times  and  deliv¬ 
ered  faster  time-to-market  for  Cisco  products. 

OUTCOME 

•  Nearly  73  percent  of  Cisco’s  sales  and  79  percent  of  Cisco’s  customer  support  are 
now  handled  on  the  Internet.  Resulting  savings  have  tallied  to  nearly  $400  million, 
including  $125  million  in  staff  cost  savings,  $180  million  in  distribution  savings 
and  $50  million  in  printing  savings. 

•  At  the  same  time,  customer  satisfaction  has  increased  by  52  percent.  Cisco  has 
achieved  a  500  percent  revenue  growth  with  less  than  a  1  percent  increase  in  over¬ 
all  head  count;  its  product  delivery  lead  times  have  been  reduced  from  three  weeks 
to  three  days  and  Cisco  is  now  serving  over  115  countries  via  the  Internet. 

•  By  using  the  Internet  to  drive  down  costs,  retain  customers  and  expand  markets, 
Cisco  has  solidified  its  position  as  the  market  leader  in  networking  equipment. 


such  as  a  customer’s  demographics, 
Web  activity,  purchasing  behavior,  per¬ 
sonalized  news  information  and  other 
topics  of  interest. 

By  using  Oracle’s  personalization 
capability,  Excite  is  able  to  target  cus¬ 
tomers  with  information,  news  and  ad¬ 
vertising  in  a  highly  personalized  man¬ 
ner.  As  a  result,  Excite  has  increased  its 
revenues  by  over  66  percent  during 
1999,  when,  compared  to  1998,  its 
customer  base  has  expanded  by  more 
than  a  third  (32  percent)  and  its  brand 
recognition  has  increased  by  over  20 
percent 

By  developing  a  sophisticated  busi¬ 
ness  intelligence  capability  linked  to  a 
personalization  engine,  Excite  has  been 
able  to  attract  and  retain  customers, 
generating  over  $2,000  in  revenue  per 
unique  user  and  retain  96  percent  of  its 
advertisers. 

Amazon.com 

Oracle  has  also  helped  Amazon.com 
become  the  number-one  online  seller 
of  books,  radically  transforming  the 
book  publishing  industry  and  putting 
entrenched  booksellers  on  the  defen¬ 
sive.  Amazon  sold  more  than  $250  mil¬ 
lion  worth  of  books  over  the  Internet 
in  its  latest  quarter  and  has  seen  its 
market  share  more  than  triple  in  the 
United  States  and  more  than  double 
globally. 

The  time  has  come  for  you  to  make 
business  sense  of  the  Internet  and  ex¬ 
ploit  the  opportunities  it  offers — be¬ 
fore  your  rivals  do.  Whether  your  com¬ 
pany  is  large  or  small,  whether  you 
want  to  start  with  a  large-scale  imple¬ 
mentation  or  start  small  and  add  capa¬ 
bilities  incrementally,  Oracle  offers  a 
range  of  e-business  offerings  to  suit 
your  needs. 

How  Do  You  Get  There? 

Companies  can  take  a  big-bang  ap¬ 
proach  or  an  incremental  approach  to 
e-business  implementation,  depending 
on  their  competitive  landscape,  strate¬ 
gic  business  objectives  and  availability 
of  resources.  Once  your  executive  man¬ 
agement  team  has  articulated  your 
company’s  business  goals,  you  need  to 

(continued  on  pg.  S6 ) 
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The  Oracle  Internet  Platform 


The  Number-One  Choice  for  Top  e-business  Sites 


Designing  your  Internet  strategy  is  one  of  the  most 
important  decisions  you’ll  make.  There  are  two 
approaches  to  constructing  real-world  e-business 
solutions.  You  can  assemble  multiple  products  from 
multiple  vendors  into  a  solution.  This  requires  cobbling  togeth¬ 
er  many  different  pieces,  including: 

•  application  servers 

•  databases 

•  development  tools 

•  management  tools  and  more 

THE  ALTERNATIVE:  ORACLE’S  INTERNET  PLATFORM 

Or  you  can  leverage  an  integrated  Internet  platform  from  a  single 

vendor.  In  comparison  to  the  piecemeal  approach,  Oracle  is 

focusing  on  delivering  an  integrated  Internet  platform  with  far 

fewer  moving  parts,  fewer  points  of  integration  and,  hence,  fewer 

points  of  failure. 

These  integrated  services  are  delivered  through  the  Oracle 
Internet  Platform,  which  is  built  on  three  core  elements: 

•  thin  clients,  which  execute  presentation  logic 
•  application  servers,  which  host  presentation  and  application 
logic 

•  databases,  which  host  business  logic  and  data 
0racle8i  delivers  a  complete  Internet  development  and  deploy¬ 
ment  platform.  This  extends  Oracle’s  long-standing  technology 
leadership  in  the  areas  of  data  management,  transaction  pro¬ 
cessing  and  data  warehousing  to  the  new  medium  of  the 
Internet.  Built  directly  inside  the  database,  breakthrough 
Internet  features,  such  as  Java,  help  companies  build  Internet 
applications  that  lower  costs,  enhance  customer  and  supplier 
interaction  and  provide  global  information  access  across  the 
enterprise.  With  more  than  150  new  features,  0racle8i  brings  a 
powerful,  proven  solution  to  the  challenges  of  Internet  applica¬ 
tion  development,  deployment,  content  management  and  run¬ 
ning  your  entire  business  online. 

The  Oracle  Application  Server  provides  an  open,  standards- 
based  architecture  ideal  for  deploying  three-tier  Internet  appli¬ 


cations.  Oracle  Application  Server  enables  economical  scaling 
of  business  applications  by  allowing  business  logic  to  be 
offloaded  from  databases  and  processed  on  inexpensive  hard¬ 
ware.  The  Oracle  Application  Server’s  open  architecture  also 
allows  for  the  Web  enablement  of  data  from  any  database- 
0racle7,  0racle8,  SQLServer,  DB2  or  other  databases  through 
ODBC.  Oracle  Application  Server  provides  a  scalable  platform 
for  hosting  all  the  languages  common  in  the  applications  used 
by  today’s  diverse  enterprises-C++,  Perl,  Cobol  and  Java-mak¬ 
ing  it  the  ideal  choice  for  application  integration. 

Along  with  application  servers  and  databases,  core  elements 
of  the  centralized  infrastructure  are  common  services,  such  as 
security,  directory  and  messaging.  These  services  are  delivered 
through  standard  Internet  protocols,  such  as  LDAR  SSL  and 
IMAP4. 

There  are  two  other  important  parts  of  an  Internet  platform: 

•  Management  tools  that  deliver  a  complete  framework  for  man¬ 
aging  by  application.  Oracle  Enterprise  Manager  provides  an 
open,  comprehensive  framework  and  tool  set  to  manage  and 
administer  the  complete  Oracle  environment  from  application 
through  hardware  via  an  easy-to-use  centralized  console. 

•  Development  tools  that  offer  the  most  productive  way  to  build 
transactional  applications  or  Web  sites.  Transactional  applica¬ 
tions  are  typically  built  with  either  a  top-down  methodology  uti¬ 
lizing  modeling  or  a  bottom-up  approach  utilizing  programming. 
Oracle  supports  both,  providing  a  leading  solution  for  model- 
based  development  through  Oracle  Designer  and  Developer, 
and  a  leading  Java  programming  environment  with  Oracle  JDe- 
veloper.  Since  ease-of-use  is  key  when  it  comes  to  buildingWeb 
sites,  Oracle  WebDB  has  been  designed  to  run  entirely  inside  a 
Web  browser— an  environment  everyone  is  comfortable  with! 
Web  sites  can  now  be  built  more  quickly  and  easily  than  ever 
before. 

To  implement  a  successful  e-business  venture,  you  need  an 
Internet  platform  designed  for  your  current  and  future  needs. 
Oracle  has  it  now. 


Implementation  Chaos 


Move  to  Oracle’s  Integrated  Internet  Platform 
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come  up  with  a  road  map  to  imple¬ 
ment  your  company’s  e-business  vi¬ 
sion.  The  route  you  choose  will  depend 
on  which  goal  matters  most. 

Business  Goal:  Boost  Revenues 

If  your  e-business  objective  is  to  boost 
revenues,  you  need  to  resolve  three  im¬ 
portant  questions. 

•  First,  how  do  you  build  an  online  Web 
presence  and  a  community  of  users  in¬ 
terested  in  your  company’s  products 
and  services? 

•  Second,  how  do  you  target  this  com¬ 
munity  of  users  with  specific  products 
and  services  to  customers  in  a  highly 
personalized  manner? 

•  Third,  how  do  you  retain  customers  so 
that  they  generate  repeat  business  and 
buy  a  broader  set  of  products  and  ser¬ 
vices  from  you? 

You  typically  begin  implementing 
an  e-business  facility  aimed  at  increas- 


§  Lg 

$5  Oracle  has  helped 
many  e-business  pioneers 
rewrite  the  rules  of  their 
industries  and  solidify 
their  market  leadership. 


ing  your  company’s  revenues  with  an 
informational  Web  site,  where  you  of¬ 
fer  useful  and  up-to-date  information 
about  your  company’s  products  and 
services.  As  this  information  generates 
traffic  to  your  site,  you  add  communi¬ 
ty  services,  such  as  online  newsgroups, 
bulletin  boards  and  moderated  discus¬ 
sion  forums  where  users  who  are  inter¬ 
ested  in  your  company’s  products  can 
help  each  other.  By  capturing  and  an¬ 
alyzing  the  “business  intelligence”  you 


gather  about  these  customers,  you  can 
then  understand  how  to  best  target 
them  with  personalized  products  and 
services. 

Once  you  understand  which  cus¬ 
tomers  to  target  with  what  products, 
you  add  an  online  storefront,  includ¬ 
ing  payment  integration  and/or  pur¬ 
chase-order  processing,  that  facilitates 
unassisted  selling  and  customer  service. 
You  must  integrate  this  storefront  with 
your  operational  systems  so  that  you 
can  provide  customers  with  real-time 
information  about  product  availability 
and  estimated  delivery  times  and  elim¬ 
inate  manual  data  re-entry  into  your 
company’s  order  entry  and  financial 
applications 

Finally,  in  order  to  keep  customers 
coming  back,  you  must  integrate  these 
enterprise  systems  and  the  storefront 
with  a  sophisticated  online  customer 
service  facility  where  customers  can 


Annuncio  Software:  Where  Marketing  Meets  the  internet 


MARKETERS  CAN  CREATE, 


Founded  in  1997,  Annuncio  Software  Inc.  develops  and  mar¬ 
kets  a  suite  of  applications  for  organizations  seeking  to  har¬ 
ness  the  power  of  the  Internet  and  capitalize  on  the  wealth  of 
opportunities  generated  by  the  explosive  growth  of  e-business. 

An  acknowledged  leader  in  Internet  marketing  automation, 
Annuncio  adapts  proven  direct  marketing  methodologies  to  the 
real-time,  interactive  capabilities  of  the  Internet.  Its  flagship  prod¬ 
uct,  Annuncio  Live,  is  an  integrated,  easy-to-use  enterprise  software 
solution  supporting  a  highly  scalable, 
multitier  architecture. 

Annuncio  Live  enables  marketing 
organizations  to  effectively  and  reli-  AUTOMATE, PERSONALIZE, 
ably  deploy  and  manage  Internet  mar¬ 
keting  campaigns,  dramatically  TRACK  AND  ANALYZE 

improve  marketing  results  and  secure 
long-term,  profitable  customer  rela¬ 
tionships— bringing  ROI  to  Internet 
marketing. 

A  complete  Internet  marketing 
automation  solution,  Annuncio  Live  makes  it  possible  for  market¬ 
ing  professionals  to  easily  define,  automate,  personalize,  track  and 
analyze  Internet  and  integrated  marketing  campaigns  from  their 
desktops.  By  automatically  profiling  customers,  Annuncio  Live 
leverages  acquired  knowledge  to  personalize  customer  interactions 
in  real-time  for  effective  one-to-one  marketing. 

Annuncio  Live  supports  a  wide  variety  of  Internet  and  integrat- 


CAMPAIGNS  ACROSS  ALL 


CHANNELS. 


ed  marketing  campaigns  for  customer  acquisition,  development, 
retention  and  partner  marketing.  Supported  campaign  types 
include  lead  generation  and  qualification;  product  upgrades,  add¬ 
ons  and  cross-selling;  incentive  promotions  and  special  offers; 
seminars  and  events;  banner  ads  and  Web-based  co-marketing 
and  sponsorships;  and  customer  surveys,  communication  and  loy¬ 
alty  programs. 

ANNUNCIO  AND  ORACLE  DELIVER  FIRST  CROSS-CHANNEL  SOLUTION 

Annuncio  is  currently  working  with  Oracle  Corp.  to  integrate 
Annuncio’s  solutions  with  Oracle  Customer  Relationship 
Management  (CRM)  applications,  including  Oracle  marketing  and 
e-business  products.  The  partnership  has  already  resulted  in  the 
industry’s  first  cross-channel  marketing  automation  solution.  Using 
Oracle  Marketing  for  offline  campaign  management  and  Annuncio 
Live  for  online  marketing,  marketers  can  create,  automate,  person¬ 
alize,  track  and  analyze  campaigns  across  all  marketing  channels 
from  their  desktops. 

Commenting  on  the  relationship,  Didier  Moretti,  CEO  and 
founder  of  Annuncio  Software,  noted  that  “the  combination  of  the 
Annuncio  and  Oracle  Marketing  solutions  enables  Oracle  CRM  cus¬ 
tomers  to  leverage  the  Internet  for  real-time  relationship  marketing 
through  our  automated  campaign  definition,  execution  and  report¬ 
ing.  It’s  a  win-win  partnership  that  enables  Oracle  Marketing  to  tap 
into  the  full  potential  of  the  Internet.’’ 

Annuncio,  headquartered  in  Los  Altos,  Calif.,  can  be  reached  at 
www.annuncio.com  or  by  calling  650  314-6000. 


S6 


CIO  ADVERTISING  SUPPLEMENT 


e-business 


ARE  YOU  READY? 


check  the  status  of  their  orders,  cancel 
orders  if  necessary  or  even  make  re¬ 
turns.  The  customer  service  facility 
should  also  be  linked  with  a  telephone 
response  center  where  customer  service 
representatives  can  answer  customer 
inquiries  and  deliver  the  distinctive  ser¬ 
vice  that  keeps  customers  coming  back 
again  and  again. 

Retaining  customers  has  two  big  ad¬ 
vantages.  First,  since  customer  loyalty 
is  fleeting  with  e-business,  if  your  com¬ 
pany  provides  distinctive  customer  ser¬ 
vice,  you  have  the  opportunity  to  steal 
market  share  from  your  competitors. 
Second,  since  you  glean  better  infor- 


Top  10  Business  to  Business 
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mation  about  your  customers’  buying 
patterns  as  they  buy  more  products  and 
services  from  you,  you  will  be  able  to 
use  this  information  to  constantly  re¬ 
fine  how  you  cross-sell  and  upsell  them 
new  products  and  services. 

Oracle  offers  a  comprehensive 
Customer  Relationship  Management 
Solution  that  addresses  the  complete 
set  of  issues  that  you  face  in  managing 
e-business  customer  relationships — 
from  creating  targeted  marketing  cam¬ 
paigns,  generating  leads  and  forecast¬ 
ing  the  potential  sales  opportunities  to 
managing  customer  relationships 


NEXTEL  ; 

e-business  HELPS  KEEP  CUSTOMERS 

A  leading  provider  of  fully  integrated,  all-digital  wireless  services,  Nextel  has 
built  the  largest  completely  digital  wireless  network  in  the  United  States.  But 
rapid  growth  has  challenged  Nextel  customer  service  reps,  who  needed  to 
know  more  about  their  customers.  Retailers  couldn’t  access  information  on  prod¬ 
uct  availability  and  were  not  offered  a  standard  ordering  procedure. 

THE  ORACLE  e-business  SOLUTION 

Oracle  delivered  a  solution  that  helps  Nextel  integrate  customer  data  so  that  ser¬ 
vice  reps  have  a  360-degree  view  of  customer  information,  giving  them  in-depth 
knowledge  of  all  customer  interactions.  So  problems  are  resolved  faster  and  reps 
are  able  to  cross-sell  and  upsell  Nextel  products. 

Nextel’s  online  storefront,  based  on  Oracle  Web  Customers,  was  seamlessly  inte¬ 
grated  with  Oracle  ERP  applications  for  effective  and  efficient  e-business. 
OUTCOME 

•  Nextel’s  invoicing  costs  have  dropped  from  $1.37  to  $.29  per  invoice,  leading  to 
$600,000  in  monthly  savings. 

•  E-business  has  already  delivered  a  10  percent  increase  in  accessory  sales  for  Nextel. 
•  Oracle  has  also  built  a  corporate  repository  for  Nextel  that  enables  employee 
self-service  and  collaboration;  the  company  will  also  expand  its  customer  ser¬ 
vice  capabilities  further  by  adding  electronic  bill  presentation  and  payment  with 
Oracle’s  Internet  Bill  and  Pay. 


across  multiple  integrated  channels  and 
offering  customers  distinctive  service. 

Business  Goal;  Improve 
Operational  Efficiencies 

CIOs  have  always  played  a  key  role  in 
improving  efficiencies  by  effectively  au¬ 
tomating  many  business  processes.  The 
Internet,  however,  enables  you  to  take 
these  efforts  to  an  entirely  new  level,  al¬ 
lowing  you  to  deliver  products  and  ser¬ 
vices  to  customers  both  more  quickly 
and  at  much  lower  costs. 

There  are  two  issues  you  need  to 
think  about  when  you  consider  im¬ 
proving  operational  efficiencies: 

•  How  do  you  deliver  products  and  ser¬ 
vices  to  customers  more  quickly ?  When 
a  customer  can  order  the  same  prod¬ 
uct  from  many  different  companies 
online,  time-to-market  becomes  a 
critical  differentiating  factor  in  a  cus¬ 
tomer’s  purchase  decision. 

• How  cost-effectively  can  you  build  and 
deliver  the  product  or  service  to  the  cus¬ 
tomer?  When  customers  can  easily 
compare  prices  between  several  dif¬ 
ferent  companies  online,  price  fre¬ 


quently  becomes  an  important  pur¬ 
chasing  criterion. 

Streamlining  how  quickly  you  deliver 
products  and  services  to  customers  pri¬ 
marily  involves: 

•  your  supply  chain  planning  systems, 
which  allow  you  to  forecast  and  plan 
how  you  are  going  to  match  supply 
to  demand  on  a  real-time  basis 

•  your  procurement  systems,  which 
enable  you  to  share  information  with 
your  suppliers  and  service  providers 
to  ensure  that  they  have  the  right  sup¬ 
ply  of  parts  and  components  available 

•  your  logistics  systems,  which  ensure 
that  you  deliver  the  product  to  the 
customer  in  the  shortest  possible  time 

Lowering  your  costs  involves  a  number 
of  different  elements.  You  can  start  by 
lowering  IT  infrastructure  costs 
through  implementation  of  Internet- 
based  computing. 

Then  you  can  reduce  operational 
costs  by  automating  manual  adminis¬ 
trative  processes,  such  as  expense  re¬ 
porting,  travel  and  collections,  with 
self-service  Internet  applications  for 
your  employees,  suppliers,  customers 
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and  business  partners.  Such  self-service 
applications  allow  you  to  reduce  over¬ 
head  and  eliminate  or  automate  low- 
value-added  activities. 

You  can  reduce  the  cost  of  manu¬ 
facturing  a  product  by  negotiating 
more  cost-effective  contracts  with  your 
suppliers  and  partners  and  buying 
products  more  strategically.  You  can 
also  lower  your  inventory  costs  by 
streamlining  your  supply  chain,  deliv¬ 
ering  products  and  services  more 
quickly  and  keeping  less  inventory. 

Oracle  offers  a  comprehensive  suite 
of  Supply  Chain,  Manufacturing  and 
Strategic  Procurement  applications 
that  allow  you  to  deliver  the  right  prod¬ 
ucts  and  services  to  customers  in  the 
shortest  possible  time  and  at  the  low¬ 
est  cost.  Result:  Your  company  be¬ 
comes  a  highly  streamlined,  end-to- 
end  system  that  delivers  products  and 
services  to  customers  in  the  most  effi¬ 
cient  and  effective  manner. 

How  About  e-business 
Implementation  Challenges? 

In  deploying  the  e-business  informa¬ 


tion  systems  that  help  you  drive  rev¬ 
enue  growth  and  reduce  your  costs, 
you  face  several  major  implementation 
challenges.  The  three  most  often  cited 
by  CIOs  and  senior  IT  managers  are 
back-end  integration,  scalability  and 
adding  functionality6.  Senior  managers 
in  IT  and  various  lines  of  businesses 

Back-end 
integration  and 
reliability/scalability 
are  the  top  e-business 
implementation  concerns. 


echoed  these  sentiments  in  a  1999 
GartnerGroup  study  by  ranking  back¬ 
end  integration  and  reliability/scalabil¬ 
ity  as  the  top  two  e-business  imple¬ 
mentation  concerns. 

You  can  avoid  these  pitfalls  by 


choosing  Oracle,  the  only  vendor  pro¬ 
viding  end-to-end  e-business  solutions 
that  are  built  on  the  industry’s  most  ro¬ 
bust  Internet  platform  and  are  also  tru¬ 
ly  integrated  with  back-end  systems. 

Back-End  integration 

Some  85  percent  of  CIO  respondents 
to  a  survey  conducted  by  Collaborative 
Research  pointed  to  back-end  integra¬ 
tion  as  their  greatest  implementation 
challenge.  They  struggle  with  integra¬ 
tion  of  databases  to  generate  dynamic 
HTML  pages,  integration  of  ERP  or 
EDI  systems  and  integration  of  data 
warehousing  solutions  into  e-business 
Web  sites  and  interactive  marketing 
programs. 

Yet  integrating  your  Internet-based 
storefront  and  other  customer-facing 
systems  with  your  back-end  opera¬ 
tional  systems  is  essential  if  your  goal  is 
to  build  an  effective  e-business  site  and 
a  successful  Internet  business.  Consid¬ 
er  what  happens  when  your  back-end 
systems  remain  separate  from  your  cus¬ 
tomer-facing  systems: 

•  Online  customers  cannot  access 


V*  Net  Perceptions:  Essential  e-business  Solutions  for  Real-Time  Relationship  Marketing 


The  most  successful  marketers  on  the  Internet  today  know 
that  every  competitor  is  only  a  click  away.  That’s  why  some 
100  major  e-business  sites  depend  on  Net  Perceptions  for 
their  real-time  recommendation  solutions. 

With  Net  Perceptions  software,  online  merchants  can  learn 
from  every  customer  interaction,  translating  the  knowledge  they 
acquire  into  the  most  accurate  personalization  possi¬ 
ble  today.  What’s  more,  marketing  messages  and 
product  offerings  are  created  in  real-time,  specifically 
for  each  customer,  every  time  they  visit.  And  thanks  to 
software  that  gets  more  accurate  with  each  customer 
contact,  retailers  have  the  power  to: 

•  turn  browsers  into  buyers  by  tailoring  messages  that 
improve  the  opportunities  for  making  the  all-impor¬ 
tant  first  sale. 

•  move  more  products  per  order  using  personalized 
product  offerings  that  encourage  customers  to  pur¬ 
chase  more  on  each  visit,  generating  high  cross-selling  and  up¬ 
selling  revenues. 

•  increase  customer  loyalty  by  offering  customers  recommenda¬ 
tions  they  like,  keeping  buyers  coming  back  again  and  again. 


NET  PERCEPTIONS  SOLUTIONS:  EASY  TO  INTEGRATE  WITH  ORACLE 

Net  Perceptions’  solutions  are  also  easy  to  integrate,  particularly 
with  sites  using  Oracle  Corp.'s  products.  Oracle  Internet 
Commerce,  for  example,  is  designed  to  enable  Net  Perceptions  for 
e-business  functionality  from  within  an  Oracle  e-business  environ¬ 
ment.  This  ensures  that  out-of-stock  items  will  never  be  recom¬ 
mended  to  customers  and  guarantees  the  most 
appropriate  upsell  and  cross-sell  items  are  suggested 
at  key  points  during  the  customer  session. 

With  Oracle  providing  front-office  operations  and 
Net  Perceptions  providing  real-time  personalization, 
our  joint  customers  can  be  assured  that  essential  e- 
business  components  will  integrate  effortlessly. 
Moreover,  Net  Perceptions  products  are  scalable, 
which  means  retailers  can  market  millions  of  products 
to  millions  of  customers  reliably,  24  hours  a  day,  seven 
days  a  week.  For  businesses  looking  to  take  advan¬ 
tage  of  online  opportunities,  the  Net  Perceptions-Oracle  product 
combination  offers  an  unbeatable  e-business  solution. 

For  more  information  on  Net  Perceptions’  e-business  solutions, 
contact  us  at:  www.netperceptions.com  or  800  466-0711. 


NET  PERCEPTIONS’ 
SOLUTIONS  ARE  EASY 
TO  INTEGRATE  WITH 
SITES  USING  ORACLE 
PRODUCTS. 
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Oracle  Warehouse 

The  Power  to  Deliver  What  Your  Customers  Want 


Real  e-business  means  more  than  just  selling  a  gener¬ 
ic  set  of  products  on  the  Web. Today’s  businesses  and 
consumers  demand  a  more  customized  set  of  prod¬ 
ucts  and  services  based  on  knowledge  developed 
through  a  relationship  with  their  suppliers. 

Every  interaction  with  your  customers  generates  informa¬ 
tion  about  their  preferences  that  can  be  captured  and  ana¬ 
lyzed  so  that  you  can  provide  them  with  exactly  what  they 
want. 

The  electronic  store  of  the  future  is  really  not  one  store,  but 
one  store  per  customer.  Furthermore,  analysis  of  customer 
data  can  help  you  identify  your  most  profitable  customers. 
Wouldn’t  you  like  to  optimize  the  return  on  your  business 
investment  by  focusing  on  these  most  valuable  customers? 

How  can  you  achieve  this?  First,  all  the  data  about  your 
customers  must  be  stored  in  an  easily  accessible  reposito¬ 
ry— a  data  warehouse.  Once  your  customer  data  is  captured, 
you  can  identify  buying  preferences  using  data  mining  soft¬ 
ware.  You’ll  even  be  able  to  predict  what  each  customer  will 
want  next  even  before  the  customer  knows  it. 

Analysis-driven  workflow  can  streamline  your  business 
process  even  further.  For  example,  you  can  implement  soft¬ 
ware  that  will  automatically  notify  your  suppliers  when  inven¬ 
tory  levels  fall  below  established  thresholds.  Using  analytic 
software,  your  system  can  identify  needs  based  on  historical 
usage  patterns  that  take  various  factors,  such  as  seasonali¬ 
ty  and  linkages  to  marketing  promotions,  into  consideration. 


This  means  that  more  capacity  can  be  added  just-in-time, 
where  and  when  it’s  needed. 

ORACLE  WAREHOUSE:  EVERYTHING  YOU  NEED 

Building  and  deploying  a  successful  data  warehouse  requires 
the  integration  of  many  technology  components  and  the  expe¬ 
rience  to  make  them  all  work  together.  Oracle  addresses  the 
four  key  elements  necessary  for  any  complete  data  warehous¬ 
ing  solution: 

•  a  proven  technology  foundation 

•  a  set  of  analytic  applications  that  deliver  end-user  and 
executive  value 

•  professional  services 

•  the  expertise  of  best-of-breed  partners 

Oracle  Warehouse,  the  industry’s  most  comprehensive  and  inte¬ 
grated  solution,  offers  everything  you  need  to  design,  build,  use 
and  maintain  a  data  warehouse. 

Oracle  Warehouse  allows  you  to: 

•  empower  decision  makers 

•  make  informed  decisions  based  on  easily  accessible  quality 
data  and  analysis 

•  feel  secure  in  knowing  that  Oracle  is  the  only  technology  provider 
with  proven,  viable  and  sustainable  solutions 

Oracle  Warehouse  provides  everything  you  need  for  turning  cor¬ 
porate  data  into  a  strategic  resource.  It  includes  a  broad  selec¬ 
tion  of  data  warehouse  tools,  packaged  data  warehouse  appli¬ 
cations,  consulting  services  and  the  most  qualified  choice  of 
hardware  and  third-party  tools  available. 


product  availability  or  order  status  in¬ 
formation  to  understand  when  they 
are  likely  to  receive  an  order  they  have 
just  placed. 

•  You  will  create  islands  of  customer 
and  operational  data  rather  than  a 
complete  and  consistent  view  of  cus¬ 
tomer  and  operational  knowledge. 
This  makes  it  difficult  for  your  busi¬ 
ness  to  provide  effective  customer  ser¬ 
vice.  For  example,  many  bookstores 
that  sell  books  to  customers  both 
through  the  Web  and  through  retail 
stores  do  not  allow  a  customer  who 
purchased  a  book  online  to  return  it 
to  their  stores. 

•  Operators  have  to  re-enter  data — an 
expensive,  error-prone  and  time-con¬ 
suming  process  that  results  in  opera¬ 
tional  overhead  and  delays  due  to 
friction  in  information  flow. 


Result:  Your  costs  go  up,  you  are  un¬ 
able  to  deliver  products  and  services  ef¬ 
ficiently  and  on  time,  and  your  cus¬ 
tomers  may  go  elsewhere.  By  contrast, 
tying  your  customer-facing  systems 
with  your  back-office  systems  enables 
your  company  to  engage  in  effective 


and  reliable  fulfillment  while  speeding 
up  payment  collection. 

And  that’s  only  the  beginning.  The 
most  effective  e-business  implementa¬ 


tions  not  only  tie  together  customer¬ 
facing  systems  with  the  back  office  but 
also  integrate  customer-facing  func¬ 
tions — namely,  marketing,  sales  and 
service — with  one  another  and  across 
other  customer  interaction  channels, 
such  as  the  call  center  and  field  sales 


and  support  systems. 

Back-end  integration  also  enables 
you  to  create  an  electronic  storefront 
with  advanced  personalization  capa- 

( continued  on  pg.  Sll) 


"  You  can  avoid  implementation  pitfalls  with 
Oracle's  end-to-end  e-business  solutions  built  on  the 
industry's  most  robust  Internet  platform. 
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Oracle  Internet  Applications 

The  Right  Products  When  You  Need  Them 


Oracle’s  Internet  Applications,  an  integrated  suite  of 
more  than  45  software  modules  for  manufacturing, 
supply  chain  management,  financials,  projects, 
human  resources  and  front  office,  deliver  the  ability 
to  automate  an  entire  enterprise  using  an  Internet-based  archi¬ 
tecture. 

Oracle’s  Internet  Applications  deliver: 

•  better  information  for  decision  making 
•  better  processes  with  self-service 
•  Internet-enabled  low-cost  computing 
•  fast  return  on  investment  with  rapid  implementation 
CUSTOMER  RELATIONSHIP  SUPPORT  FROM  ORACLE 
Oracle’s  Customer  Relationship  Management  (CRM)  Applica¬ 
tions  focus  on  increasing  top-line  revenue  growth  for  your  busi¬ 
ness  and  building  better  customer  relationships.  An  end-to-end 
suite  of  solutions  for  sales,  marketing,  service  and  business 
intelligence,  Oracle  CRM  Applications  are  truly  integrated  with 
one  another,  operational  systems  and  interaction  channels  like 
the  Internet,  the  call  center  and  the  field. 

Oracle’s  CRM  solution  supports  a  completely  closed-loop 
business  process,  from  demand  generation  and  lead/opportu¬ 
nity  management  to  order  management,  contracts  and  ongoing 
customer  service  management.  This  customer-centric  approach 
is  uniquely  able  to  help  you: 

•  increase  revenue 
•  promote  customer  loyalty 
•  reduce  cost  of  sales  and  service 
•  improve  operational  efficiencies 
•  improve  product  releases 
Oracle  Customer  Relationship 
Management  Applications  give  you 
real-time  access  to  information 
and  a  360-degree  view  of  all  cus¬ 
tomer  interactions,  whether  they 
occur  through  direct  sales,  Web 
access  or  a  call  center,  or  indirectly 
through  partner  channels. 

And  Oracle  supports  the  entire 
spectrum  of  sales  and  marketing  as  well  as  customer  care  and 
service.  By  automating  these  processes,  sharing  information 
and  delivering  new  capabilities  across  your  enterprise,  Oracle 
promotes  customer  loyalty  and  the  growth  of  your  business. 
SELLING  ON  THE  WEB 

Oracle  Internet  Commerce  lets  your  customers  quickly  and 
securely  establish  an  Internet  presence  that  integrates  with  their 
existing  businesses,  extending  their  sales  channel. 

Creating  and  customizing  a  Web  storefront  is  easy  with  Oracle 
Internet  Commerce.  You  can  set  up  and  configure  the  store’s 


products,  content  and  business  rules;  integrate  payment  inter¬ 
faces  with  your  back-end  systems;  and  personalize  your  store¬ 
front  to  deal  with  customers  on  a  one-to-one  basis.  And  Oracle 
Internet  Commerce  accommodates  a  wide  variety  of  partner 
applications,  so  you’re  sure  to  find  the  solution  that’s  just  right 
for  your  business. 

SHORTENING  THE  BUSINESS-TO-BUSINESS  SUPPLY  CHAIN 

With  Oracle  Web  Customers,  your  business  customers  can  enter, 
review  and  modify  service  requests  and  check  order  status 
whether  the  order  was  placed  through  the  Web,  by  a  sales  rep  or 
through  a  call  center.  This  improves  customer  relationships  and 
lets  you  set  up  a  Web-based  channel  for  unassisted  selling  and 
service. 

By  attracting  and  reaching  new  customers,  Oracle  Web 
Customers  extends  product  life  cycles.  It  lets  you  cross-sell  and 
upsell  products  and  services,  adding  value  to  your  customer 
purchases. 

With  Oracle  Web  Suppliers,  you  can  improve  supplier  relation¬ 
ships  as  well  by  providing  them  direct,  secure  access  to  infor¬ 
mation.  Oracle  Web  Suppliers  lets  authorized  suppliers  use  a 
standard  Web  browser  to  review  purchase  agreements,  track 
inventory  balances  and  verify  receipts. 

Oracle’s  Strategic  Procurement  solution  helps  companies 
acquire  goods  and  services  at  the  low¬ 
est  total  cost  by  automating  the  entire 
purchasing  life  cycle  from  planning  to 
procurement  to  payment. 

BENEFITING  FROM  SELF-SERVICE 
Both  customers  and  suppliers  benefit 
from  these  Oracle  Self-Service  Web 
applications.  Customers  can  easily 
configure  product  packages,  place 
orders  and  log  service  requests.  And 
suppliers  can  verify  purchase  orders, 
confirm  payment  and  perform  other 
functions. 

Because  self-service  applications 
require  no  assistance,  they  cut  back  on 
paperwork  and  support  personnel,  reduce  errors  and  increase 
customer  satisfaction. 

ENHANCING  RELATIONSHIPS  WHILE  CUTTING  COSTS 

You  can  also  dramatically  reduce  costs  by  presenting  bills 
online.  At  the  same  time,  your  company  gets  a  chance  to  upsell, 
cross-sell  and  advertise  to  customers.  Oracle  Internet  Bill  and 
Pay  allows  companies  to  take  advantage  of  this  new  e-business 
opportunity  with  a  robust,  enterprise-caliber  solution  that 
enables  your  company  to  enhance  and  retain  control  of  cus¬ 
tomer  relationships. 


Oracle  supports  the  entire 


spectrum  of  sales  and 


marketing  as  well  as 


customer  care  and  service. 
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bilities.  To  run  such  a  system,  you  need 
a  storefront  driven  by  a  data  warehouse 
that  allows  you  to  use: 

•  a  database-driven  pricing  engine 
which  provides  specific  customers 
with  discounts  and  promotions  based 
on  negotiated  contracts  or  volume 
discounts 

•  recommendation  and  reminder  an¬ 
nouncements  that  cross-sell  and  up- 
sell  merchandise  based  on  past  buy¬ 
ing  behavior 

•  targeted  literature  distribution 

Many  companies  seeking  an  e-busi- 
ness  implementation  that’s  integrated 
with  back-end  systems  have  turned  to 
Oracle.  For  instance,  Onsale  Inc.,  an 
electronic  retailer  operating  on  the  In¬ 
ternet  since  1 994,  built  its  Web  site  us¬ 
ing  Oracle  technologies  to  achieve  high 


With  the 

Oracle  architecture,  in 
1 998  OnSale  achieved  a 
133  percent  increase 
over  1997  sales. 


scalability,  reliability  and  24/7  avail¬ 
ability. 

Onsale  has  two  Web  businesses: 
Onsale  atAuction  conducts  live,  inter¬ 
active  auctions  around-the-clock  fea¬ 
turing  a  wide  range  of  excess  and  close¬ 
out  computer  products,  consumer 
electronics,  sporting  goods  and  vaca¬ 


tion  packages.  Onsale  atCost  sells  cur¬ 
rent,  new  computer  products  at  whole¬ 
sale  prices  directly  to  businesses  and 
consumers.  Such  a  dynamic,  fast-paced 
operation  requires  seamless  integration 
of  the  Web-based  front-end  and  back- 
office  applications.  Onsale  also  want¬ 
ed  to  attract  and  retain  customers,  in¬ 
crease  market  share  and  differentiate 
itself  from  competitors. 

The  company  turned  to  Oracle  for 
an  e-business  architecture  that  person¬ 
alizes  customer  interactions  and  effec¬ 
tively  manages  complex  auction  and  sale 
transactions  for  tens  of  thousands  of 
items.  Onsale’s  e-business  architecture 
consists  of  Oracles  Internet  Application 
Server,  Oracle8  database  server,  Oracle 
Financials  and  proprietary  front-end 
auction-management  software. 


w  State  of  the  Art:  e-business  Solutions  from  Siemens 


SIEMENS  AND  ORACLE 


ARE  COMMITTED  TO 


PROVIDING  SOLUTIONS 


SIEMENS  AND  ORACLE  JOIN  FORCES  TO  DELIVER  e  business  SOLUTIONS 

Two  of  the  world’s  leaders  in  information  technology, 
Siemens  Corp.  and  Oracle  Corporation,  have  joined  forces  to 
bring  together  each  organization’s  unique  core  competen¬ 
cies  and  create  best-of-breed  e-busi- 
ness  solutions  for  today’s  businesses. 

Oracle  has  selected  Primergy 
Servers  from  Siemens’  Information  and 
Communications  organization  as  the 
platform  for  its  state-of-the-art  0racle8i 
solutions,  including  e-business.  The 
Siemens  family  of  Primergy  servers  pro-  THAT  ENABLE  CUS- 
vide  a  broad  range  of  capabilities  and 
are  engineered  to  grow  with  the  cus-  TOMERS TO  MAXIMIZE 
tomer,  offering  the  performance  and 
functionality  necessary  for  e-business  THEIR  e-business 
business  solutions  implemented  today 
and  the  scalability  needed  for  tomor¬ 
row’s  opportunities. 

In  addition  to  Siemens'  world-class  Primergy  servers  and 
Oracle’s  leading-edge  0racle8i  software  technology,  customers 
planning  to  implement  e-business  Web  sites  can  also  rely  on 
Siemens’  Business  Services  division  for  total  project  support. 
Siemens’  Business  Services  offers  extensive  expertise  in  design¬ 
ing,  building  and  operating  individual  e-business  sites  including 
implementing  critical  network  and  transaction  security  features. 
This  powerful  combination  of  0racle8i  technology  and  Siemens’ 
Primergy  servers,  coupled  with  the  skill  of  Siemens  Business 
Services  professionals,  means  customers  can  be  certain  their  e- 
business  Web  site  implementation  has  been  tailored  to  ensure 
maximum  business  results. 


INVESTMENTS. 


Moreover,  Siemens’  Web-Transaction  technology  provides  the 
vital  bridge  between  the  established  customer  mainframe  infra¬ 
structure  and  the  new  Internet  technology.  Integration  into  exist¬ 
ing  customer  information  systems  environments  (mainframes 
and  ERP  systems,  in  particular)  is  a  mandatory  requirement  for 
successful  selling  through  the  Internet.  Siemens’ Web-Transaction 
technology  ensures  businesses  will  be  able  to  leverage  their 
investment  in  existing  legacy  environments  while  capitalizing  on 
Internet-based  opportunities. 

Siemens  and  Oracle  are  committed  to  providing  solutions 
that  enable  customers  to  maximize  their  e-business  investments. 

SIEMENS:  A  GLOBAL  LEADER  IN  INFORMATION  AND 
COMMUNICATION  TECHNOLOGY 

Siemens  AG,  the  global  powerhouse  in  electrical  engineering 
and  electronics,  ranks  among  the  world’s  leading  companies  in 
information  and  communication  technology.  Siemens  offers  a 
comprehensive  set  of  information  and  communication  technol¬ 
ogy  products  and  services,  and  supplies  end-to-end  solutions 
for  voice  and  data  networks.  And  all  of  Siemens’  solutions  are 
backed  by  the  industry-proven  telecommunications  and  data 
network  expertise  of  Siemens. 

Siemens  also  develops  and  markets  high-volume  information 
and  communication  terminals  products  such  as  PCs,  servers, 
telephones,  point-of-sale  and  banking  systems  for  global  markets. 

In  business  services,  Siemens  provides  consulting,  manage¬ 
ment  and  product  solutions  for  all  customer  segments,  including 
process-driven  solution  activities  as  well  as  service  provider 
business. 

For  more  information  on  Siemens,  its  products,  services  and 
e-business  strategy,  visit  our  Web  site  at  www.siemens.com  or 
call  +49  5251-310303. 
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104  TPN  and  Oracle  Partnership  Optimizes  Entire  Indirect  Procurement  Process 


Oracle  Corp.  and  TPN  Register  LLC  have  combined  their  expertise  to  optimize  the 
entire  indirect  procurement  process.  The  result?  An  Internet  Procurement  solu¬ 
tion  enabling  a  large  buying  organization’s  authorized  employees  to  quickly  and 
easily  find  and  purchase  approved  indirect/MRO  products  from  approved  suppliers 
at  negotiated  prices. 

By  combining  TPN  Register’s  Catalog  and  Content  Management  capabilities  with 
Oracle’s  Self  Service  Requisitioning,  Workflow  and  Purchasing  Analysis  tools,  the 
solution  leverages  TPN  Register’s  unique  approach  to  content  preparation  and  data 
management  services,  creating  personalized,  private  catalogs  of  rich,  clean  and  find- 
able  indirect/MRO  materials.  Line  items  are  classified  using  the  industry-standard 
Thomas  Register  Classification  System.  And  TPN  Register’s  supplier  tools  enable  sup¬ 
pliers  to  quickly  and  easily  maintain  catalog  content  in 
a  centralized  manner,  providing  multiple  buying  organi¬ 
zations  in  the  TPN  Register  community  with  dynamical¬ 
ly  updated  catalog  content. 

With  Oracle  Self  Service  Requisitions,  users  easily 
create  requisitions  from  available  online  catalogs. 
Oracle  Workflow  then  routes  the  requisitions  to  the 
appropriate  authorities  for  review  and  approval. 
Approved  requisitions  are  automatically  processed  for 
order  creation  and  payment  initiation,  and  orders  may 
then  be  sent  to  suppliers  through  TPN  Register  via  EDI 
or  fax. 

TPN  Register  and  Oracle  have  worked  closely  togeth¬ 
er  to  deliver  an  integrated  solution  that  empowers  users 
to  electronically  find  and  select  contracted  items  from 
authorized  suppliers,  as  well  as  access  an  integrated  sourcing  environment  with  over 
157,000  qualified  off-contract  suppliers. 

The  implementation  of  Oracle  Strategic  Procurement  together  with  TPN  Register’s 
catalog  and  content  management  services  can  generate  a  10  percent  to  20  percent 
savings  for  large  buying  organizations  by  reducing  per-transaction  costs,  eliminating 
paperwork,  increasing  contract  compliance  and  boosting  sourcing  productivity. 
Oracle’s  procurement  analysis  tools  also  identify  savings  opportunities  through  addi¬ 
tional  contract  leverage. 

Moreover,  time  savings  are  achieved  by  putting  approved  product  and  pricing 
information  immediately  at  employee’s  fingertips.  This  eliminates  constant  rework 
caused  by  order-processing  errors  and  provides  automatic  approval  routing  and 
electronically  generated  orders.  In  addition,  professional  buyers  are  relieved  of 
tactical  day-to-day  paper  management  and  allowed  to  focus  on  strategic  sourcing 
activities. 

ABOUT  TPN  REGISTER 

TPN  Register  is  a  joint  venture  between  GE  Information  Services,  Thomas 
Publishing  Co.  and  a  major  supplier  of  global  catalog  management  services  for 
indirect/MRO  materials.  GE  Information  Services  is  a  leading  provider  of  global 
e-business  services,  including  a  trading  community  of  more  than  100,000  trad¬ 
ing  partners.  Thomas  Publishing,  publisher  of  The  Thomas  Register  of  American 
Manufacturers,  is  a  foremost  provider  of  product  information  for  engineering  and 
procurement  professionals.  For  information  about  TPN  Register,  visit  our  Web  site 
at  www.tpnregister.com  or  call  301  255-6100. 


TPN  AND  ORACLE  DELIVER 


AN  INTEGRATED  SOLUTION 


ENABLING  EMPLOYEES  TO 


QUICKLY  AND  EASILY  FIND 


AND  PURCHASE  APPROVED 


PRODUCTS  AT  NEGOTIATED 


PRICES. 


The  Internet  application  Web  serv¬ 
er  and  its  various  Web  applications  al¬ 
low  for  electronic  presentation  of 
goods,  online  order-taking,  automated 
customer  account  inquiries,  and  online 
payment  and  transaction  handling. 
Customers  place  and  raise  bids,  and 
purchase  items  by  entering  their  cred¬ 
it  card  information.  Onsale  receives 
thousands  of  bids  on  a  daily  basis  from 
over  1  million  registered  customers. 

An  Oracle8  database — now  16  gi¬ 
gabytes,  soon  to  reach  over  50  giga¬ 
bytes — is  used  to  store  product  infor¬ 
mation,  orders,  customer  information, 
statistical  logging  of  transaction  infor¬ 
mation  and  unique  user  information. 
Summary  transaction  reports  flow  into 
a  second  Oracle8  database  housing 
Oracle  Financials,  which  are  used  to  is¬ 
sue  invoices,  record  purchase  orders, 
register  items  in  warehouse  inventory 
and  post  sales  to  the  Oracle  General 
Ledger.  Although  some  items  are  kept 
in  inventory,  most  of  the  products  are 
shipped  to  customers  directly  from 
distributors,  who  are  electronically  no¬ 
tified  by  the  product  and  customer 
information  database  to  ship  mer¬ 
chandise.  Oracle’s  inventory-control 
system  calculates  margins  based  on 
sales  figures. 

A  continuous  flow  of  information 
between  the  auction-management  sys¬ 
tem  and  the  Oracle  applications  pro¬ 
vides  customers  with  24-hour  access  to 
order  status  and  billing  information. 

With  the  Oracle  architecture,  in 
1998  Onsale  added  553,000  new  reg¬ 
istered  customers  and  achieved  $207.8 
million  in  sales,  a  133  percent  increase 
over  1997  sales.  And  77  percent  of  the 
company’s  sales  are  generated  by  repeat 
customers.  By  the  end  of  1998,  Onsale 
was  supporting  139,000  unique  visi¬ 
tors  daily  and  was  serving  1.2  million 
pages  served  per  day. 

Scalability 

Internet  sites  often  experience  explo¬ 
sive  growth — sometimes  anticipated, 
other  times  not — in  the  number  of  vis¬ 
itors  and  the  amount  of  business  con¬ 
ducted.  If  your  e-business  platform 
isn’t  highly  scalable  and  reliable,  your 
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customers  could  give  up  and  turn  to 
other  Web  sites.  Often  they  will  also 
spread  word  that  your  site’s  perfor¬ 
mance  is  unacceptable,  a  notoriety  that 
can  put  you  out  of  business. 

Oracle  can  help  you  make  sure  that 
never  happens.  The  Oracle  Internet 
Platform  provides  the  industry’s  most 
scalable,  reliable  and  secure  environ- 

Top  10  Business  to  Consumer 
e-businesses  by  Revenue 


Amazon 


CDNOW 


Charles 

Schwab 


Cisco 

Systems 


E-Trade 


NECX 


OnSale 


Dell 


Source:  Giga  Group  1998 


1800 

Flowers 


ment  for  developing  and  deploying 
your  e-business  solutions.  Oracle  has 
a  rich  history  in  delivering  highly  scal¬ 
able  systems  for  over  20  years.  Oracle’s 
Platform  provides  you  three  unique 
scalability  benefits: 

•  Scales  from  the  palmtop  to  the  main¬ 
frame:  Oracle’s  Platform  functions 
consistently  across  a  wide  range  of 
hardware  platforms.  This  enables  you 
to  scale  your  operations  from  the 
palmtop  to  the  data  center,  from  the 
most  simple  of  computer  systems  to 
the  most  complex  mainframes.  Ora¬ 
cle  runs  on  every  mainstream  oper¬ 
ating  system — from  the  PalmPilot  to 
Windows  NT  to  Linux  to  Solaris — 
and  is  the  number-one  database 
provider.  As  a  result,  you  can  devel¬ 
op  your  e-business  applications  to 
open  Internet  standards,  deploy  them 


Oracle  Professional  Services 

The  Best  People  Behind  the  Best  Technology 

In  addition  to  providing  a  comprehensive  set  of  e-business  products,  the 
incomparable  competitive  advantage  of  leading-edge  e-business  software 
products  isn’t  the  only  benefit  of  working  with  Oracle  Corp.  Oracle  also  offers 
world-class  professional  services-Oracle  Consulting,  Oracle  Education  and 
Oracle  Support  Services-throughout  your  system’s  life  cycle,  accountable  for 
results  and  committed  to  working  with  you  to  help  your  business  succeed. 

Oracle  Professional  Services  people  share  information  and  resources,  so  work¬ 
ing  with  any  combination  of  Oracle  service  organizations  is  like  working  with  a  sin¬ 
gle  advisor. 

ORACLE  CONSULTING 

Oracle  Consulting  is  the  leading  expert  in  transforming  Oracle  technology  into 
information  solutions  that  drive  business.  Through  delivery  of  a  comprehensive  mix 
of  technical  expertise,  industry  knowledge  and  applied  innovation,  Oracle 
Consulting  provides  rapid  implementation  of  complete,  integrated  in  formation 
solutions  that  harness  the  Internet  for  business  innovation. 

With  over  15,000  consultants  worldwide,  Oracle  Consulting  can  apply  proven 
methodologies  to  help  your  business  develop  successful  e-business  solutions. 
ORACLE  SUPPORT  SERVICES 

Oracle  Support  Services  is  the  industry’s  leading  provider  of  support  for  informa¬ 
tion  management  systems.  Oracle  fields  more  than  3,000  professionals  who  cur¬ 
rently  support  over  120,000  customers  and  more  mission-critical  systems  than 
any  other  software  company. 

With  three  global  support  centers  and  over  90  local  centers  worldwide,  Oracle 
delivers  around-the-clock  support  for  e-business. 

ORACLE  EDUCATION 

The  world’s  second-largest  IT  training  provider,  with  offices  in  more  than  60  coun¬ 
tries  worldwide,  Oracle  Education  helps  your  employees  maximize  the  benefits  of 
Oracle  technology. 

Oracle  Education  works  closely  with  Oracle  Product  Development,  Consulting  and 
Support  to  provide  customized  training  courses  and  services  that  address  the  spe¬ 
cific  needs  of  your  company.  So  your  staff  will  gain  the  insight  and  knowledge  to 
leverage  Oracle  technology  through  the  medium  that  works  best  for  you-instruc- 
tor-led  training,  interactive  distance  learning,  network-based  training,  computer- 
based  CD-ROM  courses,  in-depth  seminars,  customized  classes  and  training 
needs  assessments.  Job-role-based  certification  is  also  available  for  technical  pro¬ 
fessionals  interested  in  demonstrating  their  competence  in  Oracle  products. 


on  Oracle’s  Internet  platform  and  eas¬ 
ily  scale  your  applications  without 
any  modifications  as  your  e-business 
grows. 

Scales  across  a  number  of  architectures: 
Oracle’s  Platform  allows  you  to  de¬ 
ploy  applications  in  a  variety  of  ar¬ 
chitectures.  Oracle  Application  Serv¬ 
er  allows  you  to  extend  your 
applications  while  permitting  sys¬ 
tems  to  scale  economically  to  handle 
many  thousands  of  users. 


Scales  through  technological  advances: 
Oracle’s  Platform  has  also  been  de¬ 
signed  specifically  to  address  the  seal- 
ability  requirements  of  the  world’s 
largest  and  most  highly  trafficked  e- 
business  sites.  It  provides  an  un¬ 
matched  set  of  technological  ad¬ 
vances — such  as  connection  pooling, 
connection  multiplexing,  shared 
memory  management,  policy-based 
dynamic  load  balancing  and  superb 
performance  on  clustered  hard- 
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ware — that  offer  excellent  respon¬ 
siveness  even  if  loads  on  your  system 
grow  unpredictably. 

These  scalability  advances  are  some  of 
the  primary  reasons  that  Oracle  pow¬ 
ers  19  of  the  top  20  global  e-business¬ 


es  and  runs  virtually  all  the  major  por¬ 
tal  sites  including  Yahoo!,  Excite, 
eBay,  Amazon.com,  Onsale  and  sev¬ 
eral  others.  Oracle’s  own  Web  site, 
which  typically  handles  3  million  hits 
each  day,  handled  4.3  million  hits  the 


Cm  Vignette  Corp.:  Building  Winning  e-business  Business  Solutions 


Creating  a  successful  online  business  isn’t  easy;  the  competition  is,  after  all,  just  a 
ciick  away.  Success  depends  on  making  your  site  the  easiest  place  to  shop  on  the 
Web  and  on  building  long-term  relationships  with  the  right  customers.  So  what 
does  it  take  to  build  a  winning  e-business  business?  The  key  is  an  Internet  Relationship 
Management  (IRM)  solution  that: 

■  attracts  and  engages  customers  by  providing  the  content  they  want,  when  they 
want  it 

■  retains  customers  with  personalized  online  service 
•  creates  new  market  opportunities  to  merchandise  your  products 
Vignette  Corp.,  developer  of  the  award-winning  StoryServer  4  software  and  Vignette 
Syndication  Server  software,  understands  e-business.  Vignette’s  market-leading  IRM 
solutions  enable  companies  to  attract  and  retain  cus¬ 
tomers  with  compelling,  personalized  e-business  experi¬ 
ences;  to  measure  and  analyze  the  success  of  online  ini¬ 
tiatives;  and  to  expand  market  reach  by  selling  goods  on 
affiliated  Web  sites.  Indeed,  such  leading  online  busi¬ 
nesses  as  Shell,  Electronic  Newsstand,  National 
Semiconductor  and  ZDNet  have  turned  to  Vignette  for 
solutions.  And  you  can  count  on  Vignette  for  the  expertise 
needed  to  get  your  business  online.  Vignette’s 
Professional  Services  group  has  designed  and  imple¬ 
mented  critical  applications  supporting  some  of  the 
world’s  busiest  Web  sites. 

ORACLE  AND  VIGNETTE  FORM  A  STRATEGIC  PARTNERSHIP 
“Oracle  is  an  enterprise  software  company  that  truly 
understands  the  requirements  for  successful  online  busi¬ 
nesses,”  said  Bill  Daniel,  vice  president  of  business  devel¬ 
opment  at  Vignette. 

in  fact,  the  company  recently  formed  a  strategic  part¬ 
nership  with  Oracle  Corporation  that  will  enable  Oracle’s  customers  to  enjoy  a  new 
class  of  e-business  applications.  Focused  on  tight  integration  between  Oracle  Internet 
Commerce  and  Vignette’s  StoryServer  software,  the  joint  offering  blends  content  and 
transactions  seamlessly,  providing  online  customers  with  a  personalized  Web  experi¬ 
ence  and  the  ability  to  make  online  purchases  safely  and  efficiently. 

“Oracle  and  Vignette  deliver  an  integrated,  seamless  e-business  solution  incorpo¬ 
rating  all  the  components  of  Internet  Relationship  Management,  including  content 
management,  personalization  and  decision  support,  with  a  focus  on  business-to-con- 
sumer  applications.  Oracle  Internet  Commerce  is  exceptionally  well  integrated  with 
Oracle’s  applications  for  order  management,  inventory  management,  customer  man¬ 
agement,  call  center  management  and  payment  services.  This  is  exactly  the  type  of 
complete,  integrated  solution  focused  on  building  customer  relationships  and  selling 
products  that  successful  online  businesses  demand,”  added  Daniel. 

For  more  information  on  Vignette’s  award-winning  solutions,  visit  www.vignette.com 
or  contact  us  at  512  306-4300. 


THE  JOINT  OFFERING  BLENDS 
CONTENT  AND  TRANSACTIONS 
SEAMLESSLY,  PROVIDING 
ONUNE  CUSTOMERS  WITH  A 
PERSONALIZED  WEB  EXPERI¬ 
ENCE  AND  THE  ABILITY  TO 
MAKE  ONUNE  PURCHASES 
SAFELY  AND  EFFICIENTLY. 


day  its  Linux  offering  was  intro¬ 
duced — without  any  degradation  in 
performance. 

CareerPath,  a  job-postings  Web  site 
enables  job-seekers  to  search  a  huge 
database  of  job  listings  in  a  variety  of 
ways,  including  by  geography,  field  of 
specialization  and  job  title.  Job  post¬ 
ings  are  served  to  users  dynamically 
based  on  the  search  criteria. 

CareerPath,  however,  faced  scalabil¬ 
ity  issues.  It  was  unable  to  serve  a  large 
number  of  users,  nor  was  the  compa¬ 
ny  satisfied  with  response  times  to 
queries.  Looking  for  a  high-perfor¬ 
mance,  reliable,  and  scalable  system 
to  support  a  growing  user  base, 
CareerPath  turned  to  Oracle.  Oracle 
Consulting  Services  implemented  a 
robust  and  scalable  solution  for 
Careerpath.com  that  now  has  the 
ability  to: 

•  handle  1 1  million  hits  per  month 

•  conduct  four  million  searches  per 
month 

•  post  325,000  new  jobs  each  month 

•  deliver  four-second  average  response 
time 

•  deliver  1 5-second  response  time  un¬ 
der  peak  load 

The  implementation  includes  Oracle 
Database,  Oracle  Application  Server 
and  Oracle  Consulting  Services.  Clas¬ 
sified  ad  content  from  leading  news¬ 
papers  is  consolidated  into  the  Oracle 
database  on  a  daily  basis  and  soon 
newspapers  will  be  able  to  post  classi¬ 
fied  advertising  directly  to  the  site,  im¬ 
proving  the  timeliness  and  focus  of 
their  ads. 

Adding  Functionality 

Depending  on  your  organization’s 
needs,  you  can  take  two  approaches  to 
your  e-business  strategy  and  imple¬ 
mentation: 

•  starting  with  a  complete  implemen¬ 
tation  for  immediate  and  maximum 
effectiveness 

•  starting  with  basic  functionality  and 
adding  capabilities  incrementally 

Oracle  can  help  you  with  both  ap¬ 
proaches.  For  instance,  AirTouch 
Communications,  the  largest  wireless 
communications  company  in  the 


SI  4 


CIO  ADVERTISING  SUPPLEMENT 


e-business 


ARE  YOU  READY? 


B00K-0F-THE-M0NTH  CLUB 


e-business  HELPS  GROW  REVENUES 

Before  the  Book-Of-The-Month  Club  (BOMC)  extended  its  business  to  the  Web,  its 
typical  customer  was  52  years  old  and  bought  two  books  per  transaction.  BOMC 
wanted  to  expand  its  customer  base  by  reaching  the  younger,  more  educated 
“digital  consumer,"  who  is  typically  30  years  old  and  buys  an  average  of  three  books 
per  transaction. 

What’s  more,  BOMC’s  planning,  production  and  inventory  systems  weren’t  tied  to 
demand,  leading  to  excess  inventory  or  delays  in  fulfillment  because  titles  weren’t 
available.  BOMC  also  incurred  high  postage  costs  from  printing  and  mailing  catalogs 
as  well  as  paying  for  returned  books  from  customers  who  found  it  difficult  to  respond 
to  monthly  mailings. 

THE  ORACLE  e-business  SOLUTION 

BOMC  turned  to  Oracle  for  help  in  extending  its  business  to  the  Web.  By  setting  up  a 
compelling  storefront  using  Oracle’s  Internet  Platform,  BOMC  now  gets  1.8  million  to 
2.5  million  hits  per  month.  The  site  also  features  more  than  3,200  selections,  com¬ 
pared  to  the  30  new  titles  and  200  past  offerings  available  by  direct-mail  catalog. 

BOMC  also  captures  buyer  preferences  and  purchase  behavior  to  feed  its  one-to- 
one  online  marketing  efforts,  which  has  helped  increase  customer  loyalty  and  per 
transaction  dollars. 

In  addition,  Oracle’s  e-business  solution  allows  BOMC  to  integrate  and  streamline 
production  and  inventory  to  match  customer  demand. 

OUTCOME 

Since  implementing  e-business,  BOMC  has: 

•  obtained  80,000  new  customers,  90  percent  of  whom  interact  with  BOMC  online 
•  achieved  a  three-month  payback  through  incremental  revenue 
•  leveraged  existing  hardware 

•  saved  $24  million  in  postage  costs  alone  during  the  first  year  online 


world,  with  a  full  range  of  wireless  ser¬ 
vices  and  more  than  31  million  cus¬ 
tomers,  chose  to  take  an  incremental 
approach.  Oracle’s  broad  range  of  of¬ 
ferings — from  starter  solutions  to  full¬ 
blown  capabilities — made  it  easy. 

AirTouch  started  with  an  informa¬ 
tional  Web  site  built  on  Oracle’s  Data¬ 
base  and  Application  Server  and  then 
added  an  online  storefront  with  pay¬ 
ment  integration  using  Oracle’s  Inter¬ 
net  Commerce.  Oracle  Consulting 
had  the  storefront  up  and  running  in 
three  months.  AirTouch  is  now 
adding  electronic  bill  presentment  and 
payment  using  Oracle’s  Internet  Bill 
and  Pay  and  anticipates  huge  benefits 
to  its  bottom  line: 

•  $24.5  million  annual  savings 
through  faster  turnaround  of  cus¬ 
tomer  phone  calls 

•  another  $24  million  annual  savings 
through  electronic  bill  presentment 
and  payment 

v  Ok 

82  >  Only  Oracle 

offers  a  comprehensive  suite 
of  enterprise  applications , 
a  reliable  and  scalable 
platform  and  professional 
services  to  help  you 
customize  your  e-business. 

Oracle:  Number  One  in  e-business 

Oracle  is  uniquely  positioned  to  help 
you  move  or  extend  your  business  to 
the  Web.  Here’s  why:  Oracle  is  the  only 
solution  provider  that  offers  a  compre¬ 
hensive  suite  of  enterprise  applications 
to  run  your  e-business,  a  platform  to 
build  e-business  applications  and  pro¬ 
fessional  services  to  help  you  both  for¬ 
mulate  your  e-business  strategy  and  de¬ 


sign  and  customize  the  e-business  ap¬ 
plications  you  need. 

•  Oracle  Applications:  Oracle  pro¬ 
vides  you  a  comprehensive  suite  of  ap¬ 
plications  to  run  your  e-business,  in¬ 
cluding  your  customer  interface,  your 
manufacturing  and  supply  chain, 
your  financial  management  and  busi¬ 
ness  intelligence  systems,  and  your 
corporate  business  processes. 

•  Oracle  Platform:  Oracle  Applica¬ 
tions  are  built  using  Oracle’s  Plat¬ 
form,  which  simplifies  how  you  de¬ 
velop,  deploy  and  manage  e-business 
applications.  Oracle’s  Platform  also 
provides  you  with  the  reliability, 
availability,  scalability  and  security 
you  need  to  run  your  e-business  on 
the  Internet. 


•  Oracle  Services:  Oracle  offers  a 
trained  worldwide  professional  ser¬ 
vices  organization  that  can  help  you 
formulate  your  e-business  strategy  as 
well  as  design  and  customize  the  e- 
business  applications  you  need.  Or¬ 
acle  also  offers  Business  OnLine,  a 
service  through  which  Oracle  hosts 
your  e-business  applications,  lower¬ 
ing  your  total  cost  of  ownership  and 
simplifying  management. 

From  Amazon.com  to  Egghead  to 
Yahoo!  and  Excite,  virtually  all  the  most 
popular  Web  sites  in  the  world  use  so¬ 
lutions  to  conduct  e-business.  You  can 
too.  To  find  out  more  about  how  Ora¬ 
cle  can  help  you  profit  from  electronic 
business,  visit  our  Web  site  at  www. 
oracle.com  or  call  800  633-0724. 


1  According  to  Forrester  Research, 1  2  International  Data  Corp.  Internet  Commerce  Market  Model  v5.0,  3  University  ofTwente  study,  4  Price- Waterhouse  1 996  Technology 

Forecast  Report,  3  1998  Collaborative  Research  study  of  best-of-breed  e-business  sites,  6  1998  Collaborative  Research  study  of  best-of-breed  e-business  sites 
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torts  and  analysis  from  the 
research  organizations  help 
put  sound  IT  strategies 
ether  for  your  organization. 
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Discussion 

Forums 

Read  an  article  in  CIO  magazine 
and  want  to  discuss  it 
further?  Join  our  forums. 
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All  this  and  more!  Find  out  who's  changing  jobs, 
learn  about  upcoming  events,  and  check  out 
our  Knowpulse™  Poll  results. 

Tell  us  what  you  think  of  CIO.COM.  Call  Tim  Horgan, 
CIO's  VP  of  Technology/  Webmaster  at 
508  935-4087  or  email  him  at  thorgan@cio.com. 


FIND  YOUR  DREAM  JOB 

CIO  Wanted 

Looking  for  a  job? 

Want  to  enhance 
your  career? 

Look  no  further. 

And  don't 
forget  to  book¬ 
mark  it  -  we 

update  job  postings  daily. 


LISTEN  UP 


CIO  Radio 

Audio  specifically  geared 
toward  the  CIO.  Hear  interviews 
with  notable,  quotable  experts 
on  critical  IT  issues. 


RADIO 


SOME  TIME  WITH  A  RESOURCE  YOU  CAN  TRUST 


I 

} 


CIO  Communications,  Inc.,  492  Old  Connecticut  Path,  Framingham,  MA  01 701 


TURN  GREEN 


ciate  the  effort.  She  uses  the  catalog,  for 
example,  to  learn  about  environmental 
issues.  “It  makes  me  aware  of  what’s 
going  on,”  she  explains.  “They  ran  an 
article  about  pesticides  and  cotton  that  I 
never  would  have  known  anything  about 
if  I  hadn’t  read  it  here.  Patagonia  changes 
the  way  I  think  about  things.” 

And  that’s  what  the  com¬ 
pany  hopes  for.  By  talking 
about  its  own  learning  curve, 
it  hopes  other  companies  can 
perhaps  avoid  some  of  the 
blunders,  says  Barsa.  For 
example,  Patagonia’s  mission- 
style  headquarters  screams 
green  to  the  untrained  eye: 


REASON  TO  SMILE  Mike 
Busch,  CIO,  was  involved 
in  the  simultaneous  launch 
of  a  new  distribution  man¬ 
agement  system  and  a 
radically  new,  environ¬ 
mentally  sound  building. 
Success  on  both  fronts. 


Sunlight  spills  through  big 
windows  onto  stairs  built  of  rough  vertical-grain  wood  and 
outdoor-oriented  artwork  fills  the  roomy  building.  The 
ambiance  would  trigger  envious  yawps  from  most  corporate 
denizens,  but  in  many  Patagonians’  eyes,  the  structure  is  a 
lovely  mistake. 

That  wood  trim?  Old-growth  forests.  The  fixtures,  carpet, 
paint,  dry  wall?  Nothing  recycled  in  the  lot.  Pretty  embar- 


energy-efficient  heating  and  lighting.  “Trouble  is,  many  of  our 
innovations  come  with  a  higher  initial  cost,  and  the  payback 
time  is  years,  not  months,”  he  says.  That’s  too  long  a  wait  for 
many  public  companies,  which  demand  a  measurable  ROI  in 
1 8  months  or  less. 

Still,  the  company’s  efforts 
toward  inspiring  change  are 
starting  to  pay  off.  After  talk¬ 
ing  with  Patagonia  and  envi¬ 
ronmental  activists  who  fight 
overuse  of  pesticides  in  cot¬ 
ton  farming,  Nike  Inc.  and 
Levi  Strauss  &  Co.  have 
both  committed  to  partial 
use  of  organic  cotton,  Barsa 
says,  “which  is  a  tremendous 
gain  for  the  organic  farming 
industry.” 

Patagonia  isn’t  quiet  about 
its  educational  outreach,  and 
customers  like  Barnes  appre- 


rassing  for  a  company  that  supports  environmental  activists 
striving  to  protect  the  very  resources  used  to  decorate  rooms 
and  stairwells  in  Ventura.  But  rather  than  viewing  its  head¬ 
quarters  as  an  adobe  albatross,  Patagonia  has  turned  the  build¬ 
ing  into  the  catalyst  for  its  self-education  in  green  construc¬ 
tion.  The  results  show  in  the  company’s  Reno  Customer 
Service  Center,  which  uses  recycled  or  reclaimed  steel,  wood, 
gypsum  board,  insulation,  glass,  tiles  and  paint.  Its  landscap¬ 
ing  is  low  maintenance,  and  storm-water 
runoff  is  used  to  irrigate  gardens.  Rooftop  mir¬ 
rors  track  the  sun  and  reflect  natural  lighting 


FACT  An  environ¬ 
mental  assessor 
annually  rates 
Patagonia's  product 
line  for  such  environ¬ 
mental  factors  as 
materials  utilization, 
green  design,  impact 
of  raw  materials 
manufacture, 
transportation  issues 
and  impacts  of 
production. 


into  the  building,  and  the  building’s  radiant-heat  system, 
with  its  205  ceiling-mounted  panels,  uses  far  less  fuel  than 
would  be  required  for  a  typical  forced-air  heating  system. 

Mistakes  are  part  of  the  conversation  for  Patagonia. 
“There’s  a  terrible  burden  in  assuming  perfection  because 
it  causes  you  to  not  take  risks,”  Barsa  says.  “We  don’t  want 
to  be  like  some  great  authority  and  say,  ‘We  got  it  all  dialed 
in.’  We  want  learning  to  be  an  exciting  process,  and  we 
hope  others  will  join  us  in  that  learning  process.” 

That  means  customers,  other  companies  and  employees. 
And  Patagonia  hopes  that  the  more  people  learn,  the  better 
it’ll  be  for  the  planet.  EQ3 


Senior  Editor  Carol  Hildebrand  can  be  reached  via  e-mail  at 
cjh@cio.com. 
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Frankly.  in/oUSA  wrote  the  book  on  white  pages  and  yellow  pages.  We  have 
been  compiling  databases  on  people  and  businesses  for  over  27  years.  Our 
databases  of  195  million  consumers  and  over  1 1  million  businesses  are  the 
finest  in  the  country. 

We  are  the  standard  for  the  industry.  Just  about  every  web  site  offers  our 
database  on  their  web  site.  For  example,  Yahoo  (www.yahoo.com),  Microsoft 
(www.microsoft.com),  Network  Solutions  (www.networksolutions.com),  GTE 
SuperPages  (www.superpages.com),  InfoSpace  (www.infospace.com),  America 
Online  (www.aol.com),  Lycos  (www.lycos.com),  Zip2  (www.zip2.com), 
excite  (www.excite.com)  and  thousands  more! 

When  you  go  to  their  web  site  to  search  for  people  and  businesses  you  are 
accessing  our  database. 

Now  in/oUSA.com  is  offering  free  white  page  and  yellow  page  directories  for 
your  web  site.  If  you're  creating  a  web  site,  a  destination  site,  a  general  portal  or 
an  Intranet,  you  need  white  and  yellow  pages  so  your  customers,  your  members 
and  your  employees  can  look  up  information  and  save  hundreds  of  thousands  of 
dollars  in  directory  assistance  charges.  We  can  offer  this  service  to  you  absolutely 
free.  It's  easy.  Just  show  a  (white  page). (yellow  page],  or  (people  finder)  icon  on 
your  web  site,  and  we  will  connect  it  to  your  own  private-label  web  site  on  our 
server.  Your  customers  will  not  even  know  they  have  left  your  web  site.  In  a 


fraction  of  a  second  they’ll  be  searching  the  world’s  best  database  of  people  and 
businesses. 

Since  we  are  the  originators  of  the  data,  the  database  will  be  updated  every  day. 
It  will  be  the  most  current  information  available.  Not  only  that,  we  will  be 
offering  pictures  and  videos  of  businesses  so  your  customers  can  see  the 
business  in  living  color.  And  guess  what,  it's  absolutely  FREE! 

So  if  you  would  like  to  get  started  offering  white  or  yellow  pages  on  your 
web  site  or  Intranet,  call: 

Bill  ChaSSe,  president  of  //j/oUSA.eom’s  Internet  License  Division. 

at  408-746-0603. 


An  info  USA  Inc.  Company 


Nasdaq  Symbols:  IUSAA  &  IUSAB 
913  West  El  Camino  Real  •  Sunnyvale,  CA  94087 
Phone:  (408)  746-0603  •  Fax:  (408)  746-2700 
E-mail:  bill.chasse@infousa.com 

Internet:  www.intbUSA.eoni 


Media  Code:  92079 


800.368.4326  compuware.com 


WHEN  YOU  FIND  YOURSELF  IN  A  PREDICAMENT 
LIKE  THIS,  THERE  ARE  CERTAIN  THINGS  YOU  NEED. 


Sometimes  the  right  answer  is  deceptively  simple.  No  matter  how  basic  or  complex  your  IT 
problems,  we  can  resolve  them,  just  as  we  do  for  four  out  of  five  of  the  world’s  largest  companies. 

When  it  comes  to  running  the  applications  that  run  your  business,  we  never  stop  asking 
what  do  you  need  most?  People  and  software  for  business  applications. 


MARKET  BOUND  At  HP  Labs, 
communications  tools  supplied  by 
the  corporate  IT  group  often  inspire 
new  product  ideas,  says  Richard 
Lampman. 
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LEADERS  FOR  THE  NEXT  MILLENNIUM 


To  stay  competitive  in  the  years  to  come,  companies 
must  keep  the  new  ideas  flowing 


E 


a 


NNOVATION  ISN’T  JUST  THE  NEW  STRATEGY; 


it’s  the  only  strategy  for  businesses  that  want  to  thrive 


in  the  new  millennium. 


Driven  to  stay  competitive  in  the  new,  global  marketplace,  business 
leaders  find  they  have  squeezed  all  the  efficiencies  they  can  from  flat¬ 
tened  organizations  and  shrunken  budgets.  They  now  see  that  the  only 
real  way  to  achieve  sustainable  growth  is  to  innovate — to  turn  knowl¬ 
edge  into  money  by  creating  new  products,  new  processes  or  new  cus¬ 
tomer  services  that  in  turn  produce  competitive  advantage. 

Innovation  is  nothing  new  to  American  businesses.  This  is,  after  all, 
the  country  that  gave  the  world  Ford’s  assembly  line,  fast  food  and 
FedEx.  The  United  States  has  earned  and  long  enjoyed  its  reputation 
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as  the  world’s  innovation  leader.  But  what’s  new — and  a 
little  bit  scary — is  that  this  distinction  is  now  being  chal¬ 
lenged  in  a  way  that  calls  into  question  America’s  ability 
to  compete  in  the  21st  century. 

Last  March,  the  Council  on  Competitiveness,  a 
Washington,  D.C. -based  organization  that  champions 
U.S.  economic  competitiveness  and  market  leadership, 
released  the  findings  of  its  Innovation  Index  (see  “Slipping 
Rank?”  Page  122),  which  examined  research  and  devel¬ 
opment  (R&D)  and  other  trends  in  17  member  nations 
of  the  Organization  for  Economic  Cooperation  and 
Development  (OECD)  and  eight  nations  deemed  “emerg¬ 
ing  economies.”  Based  on  research  done  in  1995,  the 
index  predicted  that  the  United  States  would  slip  from  the 
number-one  to  the  number-three  position  by  1999,  behind 
Japan  and  Switzerland,  and  will  be  in  danger  of  falling  to 
number  six  by  2005.  The  index,  which  tracks  four  key 
metrics — dollars  and  personnel  allocated  to  R&D,  per¬ 
centage  of  R&D  funded  by  private  industry  and  percent¬ 
age  of  R&D  performed  by  universities — shows  that  U.S. 
R&D  investment,  as  a  percent¬ 
age  of  GDP,  peaked  around 
1985,  just  prior  to  the  1987 


DUAL  CHALLENGE  Lucent's 
Herbert  Vinnicombe  says  the  CIO  in 
an  R&D  environment  must  provide 
technology  leadership  but  also  rec¬ 
ognize  that  non-IT  people  are  the 
chief  innovators. 
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stock  market  crash  and  subsequent  economic  recession. 

If  we’re  innovating  so  badly,  why  is  our  economy  so 
healthy?  That’s  the  point,  says  Scott  Stern,  an  assistant 
professor  of  management  at  the  MIT  Sloan  School  of 
Management  in  Cambridge,  Mass.,  who  co-developed 
the  Innovation  Index.  Today’s  booming  economy  owes 
entirely  to  innovation  investments  (particularly  in  high- 
tech)  made  prior  to  the  last  crash,  Stern  says.  And  the 
only  way  to  sustain  or  further  grow  a  healthy,  wealthy 
economy  is  for  the  United  States  to  invest  more  in  R&D 
now — to  develop  new  products,  processes  and  customer 
services  for  the  21st  century.  “It  takes  a  long  time  for 
[R&D]  investments  to  pay  off,”  Stern  says.  “This  is 
exactly  the  time  when  we  should  be  making  these  invest¬ 
ments.” 

If  we  don’t  invest  in  innovation?  Then  be  prepared  to 
assume  a  humbling  new  image  in  the  global  marketplace. 
“One  of  the  historic  sources  of  America’s  industrial 
strength — its  ability  to  innovate — is  weakening,”  Stem  says. 
“  [Innovation]  has  been  a  most  critical  part  of  the  American 
economy,  and  now  it’s  being  threatened.” 

The  good  news,  Stern  says,  is  that  the 
government,  academic  and  business 
communities  are  waking  up  and 
responding  to  the  innovation  challenge. 
“They’re  aware  of  the  problem;  the 
message  is  starting  to  diffuse,”  he  says. 
Stern’s  assertion  is  validated  by  Philip 
D.  Metz,  Palo  Alto,  Calif.-based  prin¬ 
cipal  in  Arthur  D.  Little  Inc.’s  technol¬ 
ogy  and  innovation  management  prac¬ 
tice.  Metz,  who  directs  consulting 
engagements  at  major  companies 
throughout  the  United  States,  sees  an 
increasing  emphasis  on  innovation  by 
business  leaders.  “Over  the  last  10 
years,  innovation  has  become  more  of 
a  top-line  concern,  as  opposed  to  bot¬ 
tom-line,”  Metz  says.  “Companies  have 
gotten  as  lean  as  they  could;  people  now 
realize  that  the  only  way  to  increase 
[business]  value  is  through  innovation.” 

To  become  innovators,  Metz  coun¬ 
sels  his  clients  to  first  create  a  vision — 
ask  “what  if?”  and  then  visualize  what 
guise  innovative  success  might  take — 
and,  second,  to  develop  not  just  a  toler¬ 
ance  but  a  hunger  for  risk.  “Executives 
need  to  send  the  message,  ‘We’re  going 
to  do  experiments,  and  not  everything 
is  going  to  succeed,”’  Metz  says.  “If  it 
does  all  succeed,  then  these  companies 
probably  aren’t  out  there  far  enough.” 
(For  more  on  risk  and  innovation,  see 
“Calculated  Risks,”  Page  32,  and 
“Revolutionary  Soldiers,”  CIO  Section 
2,  May  15, 1999.) 
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SUCCESSFUL 

IT  Projects. 

Repeatable 
Project  Success. 

Happy 

Project  Teams. 

Must  Be 

Primavera  TeamPlay 


Introducing  Primavera  TeamPlay'-  —  the  only 
IT  project  management  solution  that  successfully 
unites  best-practice  methodologies  and  effective 
project  management.  Now  you  can  evaluate  the 
impact  of  all  the  projects  you  take  on  and  make 
certain  they  reinforce  corporate  business  goals. 
Complete  projects  as  promised  using  established 
methodologies  and  draw  upon  lessons  learned 
to  improve  performance  on  future  commitments. 

With  TeamPlay,  project  teams  can  collaborate 
like  never  before.  Developers  know  what  to  do 
and  how  to  do  it.  Project  managers  proactively 
handle  project  issues  and  risks.  Sponsors  see 
measurable  progress  on  their  projects.  Team 
members  can  connect  directly  to  project  details 
over  the  Web  and  post  feedback  on  their 
assignments.  Making  project  success  more 
repeatable  and  enjoyable  for  everyone  involved. 
Which  is  exactly  what  everyone  wants.  And  it's 
available  right  now.  Find  out  today  what  new 
Primavera  TeamPlay  can  do  for  your  projects, 
and  your  people.  Call  1-800-423-0245  or  visit 
www.primavera.com/teamplay 
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How  the  world  manages  projects 


The  On  Oracle  logo  is  a  trademark  of  Oracle  Corporation. 
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UNLEASH  INNOVATION 


Gilmartin,  whose  own  company  boasts 
a  string  of  trailblazing  pharmaceutical 
products.  “But  as  a  means  to  grow  and 
compete  in  today’s  global  economy, 
innovation  offers,  I  believe,  the  highest 
return.” 

Following  are  some  innovation 
insights  gleaned  from  senior  executives 
among  the  CIO-lOO  honorees. 


at  the  Top 


CLEAR  FOCUS  Maytag's  Edward 
Wojciechowski  has  outsourced  non- 
strategic  tasks  so  that  his  IT  people  can 
concentrate  on  core  business  functions 
such  as  application  development. 


This  year’s  CIO- 100  hon¬ 


orees  include  some  proven  innovators  that  have  either 
retained  or  regained  their  abilities  to  be  out  there  far 
enough.  From  acknowledged  heavy-hitters,  such  as  3M, 
IBM  Corp.  and  Xerox  Corp.,  to  relatively  new  contenders, 
such  as  Lucent  Technologies  Inc.,  Maytag  Corp.  and 
Nokia,  the  CIO-lOO  list  of  innovators  is  long  and  distin¬ 
guished.  And  although  the  innovations  these  companies 
have  developed  are  as  unique  as  the  companies  them¬ 
selves,  the  honorees  share  a  common  bond:  Innovation 
is  core  to  their  cultures.  Senior  executives  have  opened 
their  doors  to  new  ideas  and  new  ways  of  doing  business, 
and  they’ve  found  creative  ways  to  motivate  and  reward 
employees  at  all  levels  of  responsibility  to  rethink  their 
jobs — to  concentrate  less  on  the  task  at  hand  and  more 
on  tomorrow’s  needs  and  solutions. 

In  October  1998,  Raymond  V.  Gilmartin,  chairman, 
president  and  CEO  of  Merck  &  Co.  Inc.,  delivered  a 
speech  on  innovation  at  the  New  Leadership:  Visions  for 
the  21st  Century  conference  sponsored  by  Flarvard 
Magazine  Inc.  and  The  Conference  Board  Inc. 
“Innovation  as  a  strategy  can  be  high-risk,”  said 


Actually,  innovation  can  start  any¬ 
where  in  a  company — manufacturing, 
marketing,  even  IS — but  it  can’t  suc¬ 
ceed  without  a  little  evangelism  and  a 
lot  of  push  from  the  executive  suite.  It’s 
no  surprise,  for  instance,  that  Merck’s 
Gilmartin  is  out  beating  the  drums 
about  innovation;  that’s  his  way  of 
publicly  expressing  Merck’s  vision  to 
staff  and  shareholders  alike.  Similarly, 
3M  Chairman  and  CEO  Livio  D. 
DeSimone  is  very  public  about  his  com¬ 
pany’s  commitment  to  innovation.  In 
a  commentary  accompanying  the 
Innovation  Index  report,  in  which  3M 
played  a  part,  DeSimone  boasts  that 
the  St.  Paul,  Minn. -based  company 
currently  invests  more  than  $1  billion 
annually  (6.8  percent  of  1998’s  total 
$15  billion  sales  revenue)  in  R&D. 
And  core  among  corporate  goals  is  that 
30  percent  of  any  given  year’s  sales 
must  come  from  products  less  than  4  years  old — 10  per¬ 
cent  of  sales  are  expected  from  products  less  than  just 
1  year  old.  “Not  so  very  long  ago,  a  technological  break¬ 
through  could  generate  margins  of  leadership  that  would 
last  for  years,”  DeSimone  writes.  “Today  the  grace  per¬ 
iod  of  market  dominance  for  new  products  and  tech¬ 
nologies  is  short — and  getting  shorter.” 

Indeed,  3M  is  home  to  the  apocryphal  “I  have  a 
dream”  story,  which  begins  in  the  early  1970s  with  a 
hymn  book  and  a  strange,  new  glue.  Art  Fry,  a  3M 
researcher  who  in  his  off-hours  sang  in  a  church  choir, 
was  stymied  in  his  attempts  to  find  an  effective  way  to 
mark  pages  in  his  hymn  book.  Finally,  he  dabbed  little 
pieces  of  colored  paper  in  a  permanently  sticky  glue  that 
had  been  developed  in  3M’s  labs  but  was  rejected  by  some 
critics  as  “too  weak.”  Voila!  Fry  had  developed  the  pro¬ 
totype  for  Post-it  Notes. 

Today  the  ubiquitous  Post-it  Notes  hardly  stand  out 
among  dozens  of  consumer  products  manufactured  by 
3M,  but  they’re  a  testament  to  the  company’s  top-down 
devotion  to  innovation. 


Innovation  Starts 
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The  sales  reports  you  just  posted  to 
2,000  users  could  generate  thousands  of  queries. 

(No  problem.  Your  users  can  get  their  own  answers 

in  seconds  with  Cognos.) 


The  Cognos  Enterprise  Business  Intelligence 
solution  gives  you  the  infrastructure  for  delivering 
status  and  business  performance  reports  to  every  user 
across  the  enterprise.  But  then  Cognos  goes  much 
further.  In  seconds,  users  can  find  the 
information  they  need  to  understand  a  trend 
or  exception,  identify  the  cause  of  a 
problem,  or  maximize  an  opportunity. 
Whether  it’s  transaction-level  detail 


investigating  patterns  and  trends  in  summarized 
information,  Cognos  delivers  everything  users  need 
to  understand  the  business — plus  everything  you 
need  for  fast  deployment,  central  administration, 
and  rapid  return  on  investment.For  a  free  30- 
day  trial  of  the  industry's  leading  solution  in 
business  performance  reporting,  visit  our 
Web  site  at  www.cognos.com/freetrial  or  call 

1-800-426-4667,  ext.  2099. 


Better  Decisions  Every  Day ~ 

Cognos,  the  Cognos  logo,  and  Better  Decisions  Every  Day  are  trademarks  of  Cognos  Inc. 

—  www.cognos.com/entolap  — 


UNLEASH  INNOVATION 


Innovation  Takes  Time 


their  tracks,  then  maybe  it’s  just  an  incremental  change 
and  not  an  innovation  at  all.” 


Innovation  doesn’t  occur  on  any  schedule,  but  that 
doesn’t  mean  companies  shouldn’t  schedule  time  for  peo¬ 
ple  to  chase  their  dreams.  At  3M,  all  of  the  company’s 
approximately  70,000  employees  worldwide  are  subject 
to  the  15  percent  rule:  They  are  encouraged  to  devote  15 
percent  of  their  work  time — unsupervised  and  uninhib¬ 
ited — to  dreaming  up  and  developing  their  own  new 
product  ideas.  “That’s  the  magical  time,”  says  Geoffrey 
C.  Nicholson,  3M’s  staff  vice  president  of  corporate  tech¬ 
nical  planning  and  international  technical  operations. 
“Some  people  don’t  use  that  time;  some  people  take 
more.  But  it’s  not  the  15  percent  [figure]  that’s  important. 
It’s  the  message  that  it’s  OK  to  dream.” 

If,  during  their  15  percent  time,  employees  develop  what 
they  believe  to  be  the  next  Post-it  Notes,  they  take  their 
idea  to  a  senior  executive  sponsor;  who  then  subjects  it  to 
a  cross-functional  team  of  engineers,  marketers  and 
accountants.  If  the  idea  passes  muster,  it  goes  into  devel¬ 
opment;  if  not,  then,  oh  well.  There  is  no  penalty  for  fail¬ 
ure;  on  the  other  hand,  winners  such  as  Post-it  Notes  inven¬ 
tor  Fry  and  Nicholson  (who  led  the  Post-it  Notes 
development  team)  can  find  themselves  enriched  by  finan¬ 
cial  bonuses  and  opportunities  to  lead  other  new  ventures. 

But  while  time  and  resources  are  the  keys  to  unleash¬ 
ing  innovation  at  3M — and  only  the  company  can  pro¬ 
vide  those — employees  have  to  supply  their  own  stick- 
to-it-iveness  to  succeed.  After  all,  Nicholson  points  out, 
Post-it  Notes  were  originally  pooh-poohed  by  market 
research.  “It’s  a  dumb  project;  why  not  kill  it?”  Nicholson 
recalls  being  told.  Obviously  the  marketers  were  wrong. 
But  Nicholson  took  away  a  valuable  lesson  from  the 
experience.  “If  any  product  idea  doesn’t  make  people  stop 
and  argue  against  it,  then  maybe  it’s  not  worth  pursu¬ 
ing,”  Nicholson  says.  “If  the  idea  doesn’t  stop  people  in 


Innovation  Takes  People 

Given  direction,  time  and  resources,  people  will  drive  inno¬ 
vation  within  a  company.  Example:  Nokia.  Up  until  about 
10  years  ago,  the  134-year-old  Finnish  conglomerate  man¬ 
ufactured  a  broad  range  of  products,  from  paper  to  chem¬ 
icals  to  rubber  goods  and,  oh,  some  mobile  telephones. 
Today  mobile  phones  account  for  more  than  60  percent  of 
Nokia’s  net  sales,  and  the  company  has  repositioned  itself 
almost  solely  as  a  global  leader  in  digital  communication 
technologies. 

To  support  the  new  strategy,  Nokia  has  invested 
greatly  in  R&D,  pouring  9  percent  of  net  sales  ($15.7  bil¬ 
lion  in  1998)  into  44  R&D  centers  in  12  countries.  In  all 
more  than  13,000  employees  are  devoted  to  R&D,  but 
most  R&D  centers  are  staffed  by  only  a  few  hundred  peo¬ 
ple.  Nokia  keeps  the  labs  lean  because  big  numbers  tend 
to  breed  bureaucracy,  which  is  exactly  what  company 
leaders  seek  to  avoid. 

Like  3M,  Nokia  encourages  bottom-up  development 
of  new  ideas.  But  the  initial  emphasis  at  Nokia  is  less  on 
the  individual,  more  on  small,  cross-functional  teams. 
“Being  on  a  cross-functional  team  allows  people  to  ask 
more  stupid  questions,”  says  Lauri  Kivinen,  Nokia’s  senior 
vice  president  of  corporate  communications  in  Espoo, 
Finland.  “People  who  don’t  work  in  a  particular  area  will 
often  question  things  where  others  think  the  answers  are 
self-evident  but  in  reality  are  quite  complicated.” 

In  one  product  development  team  several  years  ago, 
an  employee  from  outside  the  manufacturing  group  asked 
why  assembly  lines  were  always  laid  out  in  a  straight  line. 
Why  weren’t  they  u-shaped  to  conserve  space  and  allow 
supervisors  a  broader  overview  of  the  entire  line?  At  first 

the  manufacturing  people  tried 
to  defend  their  position  but  then 
realized  they  didn’t  have  one. 
Assembly  lines  were  straight 
because  that’s  how  the  manufac¬ 
turing  equipment  was  assem¬ 
bled.  Nokia  executives  then 
experimented  with  u-shaped 
assembly  lines  and  discovered — 
surprise — that  they  did  take  up 
less  space  and  give  supervisors 
more  control.  Today  the  u- 
shaped  assembly  line  is  standard 
at  Nokia,  and  while  the  com¬ 
pany  has  not  calculated  its  total 
savings  from  the  innovation, 
Kivinen  points  out  that  Nokia 
manufactured  40.8  million 
mobile  phones  in  1998,  so  every 
penny  saved  in  production  trans¬ 
lated  to  $408,000  in  savings. 


innovation  Defined 

Innovation  can  be  a  squishy  term  for  a  dollars-and-cents  businessperson  to  grasp. 
But  in  the  business  context,  it  is  defined  as  turning  knowledge  into  money  by 
developing  new 

1 1  Products,  a  la  Hewlett-Packard  Co.,  IBM  Corp.  and  Xerox  Corp.,  repeat  CIO- 
100  honorees  that  have  distinguished  themselves  by  consistently  introducing 
new  office  and  IT  tools 

ii  Processes,  such  as  the  assembly-line  manufacturing  system  developed  by 
previous  CIO-1 00  honoree  Ford  Motor  Co.  (and  tweaked  by  1999  CIO-1 00 
honoree  Nokia) 

4  Customer  Service  Models,  as  exemplified  by  CIO-1 00  honoree  Federal  Ex¬ 
press  Corp.,  which,  of  course,  developed  a  new  way  for  people  to  ship  and 
track  delivery  of  small  packages  -T.  Field 
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You  see  the  opportunity,  hut  are  you 
fast  enough  to  heat  everyone  else  to  it? 

EDS  salutes  the  CIO  100  who've  shown  the  leadership  and  innovation  to  put  their  enterprises 
out  in  front.  Today,  it’s  not  enough  to  outthink  your  competitors;  you  need  to  outmaneuver  them. 

Whether  opening  new  distribution  channels,  streamlining  supply  chains,  or  speeding  the  intro¬ 
duction  of  new  products,  EDS  can  help.  With  our  unmatched  experience  in  end-to-end  electronic 
business,  we  can  help  you  leverage  your  investment  in  existing  systems  while  developing  a  whole  new 
way  of  doing  business.  To  learn  more,  call  1-800-566-9337,  email  info@eds.com  or  visit  www.eds.com. 

Europe/Middle  East/A£rica  +44  193-289-7121  *  Asia/Pacific  +852  2867-9883  •  The  Americas  +1  972-605-1422 


EDS 


EDS  and  the  EDS  logo  are  registered  marks  of  Electronic  Data  Systems  Corporation.  EDS  is  an  equal  opportunity  employer  and  values  the  diversity  of  its  people 

Copyright  °  1999  Electronic  Data  Systems  Corporation.  All  rights  reserved. 
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HP.  Better  color,  no  matter  what  you’re  printing. 

Who  wouldn't  want  to  get  their  hands  on  great  looking  color  documents ? 
To  do  so,  check  out  any  of  our  networkable  color  office  printers,  all  of  which 


The  HP  Family  of  Color  Printers  starts  at  $399. 


HEWLETT 

PACKARD 


Expanding  Possibilities 


Feature  Color  Layering  technology.  PhotoREt  Color  Layering  for  inkjets.  ImageREt  Color  Layering  for  lasers. 
Rather  than  placing  red  dots  next  to  yellow  dots  to  create  the  illusion  of  orange,  our  process  mixes  the 
colors  to  create  real  orange.  Or  maroon.  Or  millions  of  other  colors.  Visit  www.hp.com/go/officecolor. 
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UNLEASH  INNOVATION 


How  to  Hire  an  Innovator 

Geoffrey  C.  Nicholson,  staff  vice  president  of  corporate  technical  planning  and  interna¬ 
tional  technical  operations  at  3M,  cites  six  characteristics  he  looks  for  when  hiring 
prospective  innovators. 

f  Creativity:  People  who  ask  questions  and  look  for  solutions,  and  from 
whom  new  ideas  flow  freely 

■  Broad  interests:  Eager  to  learn,  lots  of  hobbies,  multidisciplinary  skills 

til  Problem  Solvers:  They  tinker,  have  multiple  approaches  to  problems,  aren't 
afraid  to  make  mistakes,  and  they  "do  it  first,  explain  it  later" 

■  Self-Motivated:  Self-starters,  results-oriented,  have  a  passion  about  what 
they  do  and  take  initiative 

■  Strong  Work  Ethic:  Committed,  flexible  work  habits,  driven  to  completion, 
dedicated  to  results 

■  Resourceful:  They  network  with  colleagues  and  enlist  their  help  to  get 

things  done  -T.  Field 


To  tap  into  individuals’  ideas, 

Nokia  executives  regularly  poll 
employees  and  ask  them  for 
product  and  process  suggestions, 

Kivinen  says.  And  to  encourage 
this  communication,  executives 
are  quick  to  respond  to  every 
idea.  The  unworkable  ones  get  a 
polite  nay,  the  good  ones  get  an 
encouraging  yea,  and  if  a  new 
idea  is  put  into  practice,  the  orig¬ 
inator  gets  rewarded  with  a  one¬ 
time  bonus. 

“I  don’t  believe  in  miracles, 
but  I  do  believe  in  culture,” 

Kivinen  says.  “If  you  create  a  cul¬ 
ture  where  people  believe  that 
innovation  is  not  just  allowed 
but  almost  required  for  the  com¬ 
pany’s  success,  then  innovation 
will  happen.” 

Innovation  Needs 
IT’s  Support 

Although  business  leaders  generally  land  the  lead  roles  in 
launching  innovation  strategies,  CIOs  can  be  pretty  effec¬ 
tive  co-stars. 

At  Hewlett-Packard  Co.  in  Palo  Alto,  Calif.,  the  cor¬ 
porate  IT  group  supplies  the  backbone  technology  that 
enables  the  company’s  central  R&D  organization,  HP 
Laboratories,  to  keep  all  800  of  its  technical  staff  wired  with 
bleeding-edge  communications  tools.  But  Lab  Director 


product  development,  it’s  a  safe  bet  that  the  Alpo  collabo¬ 
ration  will  produce  more  purebreds  than  mutts. 

At  Lucent  Technologies  Inc.,  the  Murray  Hill,  N.J.-based 
communications  networks  spinoff  of  AT&T  Corp.,  Vice 
President  and  CIO  Herbert  G.  Vinnicombe’s  7,000  IS 
staffers  play  a  similarly  supportive  role  for  the  24,000 
R&D  folks  in  the  company’s  Bell  Labs.  Vinnicombe  has 
outsourced  the  noncore  tasks — data  center,  help  desk,  leg¬ 
acy  systems — and  kept  his  group  focused  on  strategic  func¬ 
tions  such  as  network  management,  applications  develop¬ 
ment,  R&D  support  and  client/server  systems.  “Any  large 


“We  don't  do  r&d  in  i.t.  We're  much  more  focused  on 
how  to  take  existing  technologies  and  deploy  them 


in  our  company. 


-HERBERT  VINNICOMBE,  VICE  PRESIDENT 
AND  CIO,  LUCENT  TECHNOLOGIES 


Richard  H.  Lampman  says  these  tools — particularly  the 
Internet-based  technologies — are  so  good  that  they  often 
inspire  other  new  product  ideas.  A  great  example  is  HP’s 
storied  intranet,  which  the  company’s  IT  organization  began 
using  in  1992  to  manage  remote  desktop  PCs.  This  solu¬ 
tion  proved  so  successful  in  IT  that  it  was  rolled  out  not  just 
to  the  entire  company  but  also  to  HP’s  corporate  customers 
in  a  new  desktop  management  suite  of  software  and  ser¬ 
vices.  “In  Silicon  Valley,  this  scenario  is  called  ‘eating  one’s 
own  dog  food,”’  Lampman  says,  “and  in  fact,  we  have  a 
new  project  underway  using  HP  technology  on  our  own 
online  business  processes  that  some  people  around  here 
refer  to  as  “Project  Alpo.’”  But  given  HP’s  record  for  new 


company  today  can  acquire  the  technology  necessary  to  be 
successful,”  Vinnicombe  says.  “Our  differentiator  is  our 
ability  as  a  group  to  harness,  integrate  and  deploy  that  tech¬ 
nology  clearly  and  efficiently.” 

The  challenge  for  the  CIO  in  an  R&D  environment, 
Vinnicombe  says,  is  to  provide  technology  leadership — 
to  show  non-IT  people  how  technology  solutions  can  help 
solve  business  problems  but  also  to  recognize  that  these 
non-IT  people  are  the  company’s  chief  innovators.  “We 
don’t  do  R&D  [in  IT],”  Vinnicombe  says.  “We’re  not 
going  to  build  an  ERP  system.  We’re  much  more  focused 
on  how  to  take  existing  technologies  and  deploy  them 
effectively  in  our  company.” 
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are  humanware 


We're  not  sure  which  is  more  impressive:  the  sheer 
performance  of  the  VisionBase  8880,  or  the  awe-inspiring 
world  of  information  it  brings  to  your  fingertips. 


.  W&m. 


Information  is  the  lifeblood  of  our  society.  Servers  keep  it  pumping.  Which  is 


Hitachi’s 

VisionBase  8880. 
The  ultimate 
8-way  server 
for  performance 
and  reliability. 


why  we  created  the  VisionBase  8880,  one  of  the  world’s  premiere  8-way 
Pentium®  Xeon”  servers.  Driven  by  8  maximum-performance  Intel®  Pentium® 
III  Xeon™  processors,  the  VisionBase  8880  keeps  pace  with  even  the  most 
demanding  applications.  Plus,  it  works  seamlessly  with  our  family  of  scalable, 
SAN-ready  storage  solutions.  Add  to  that  our  years  of  experience  delivering 
failsafe  systems  and  a  list  of  first-tier  technology  partners,  and  the  VisionBase 
8880  is  sure  to  be  just  the  solution  you  need  to  process  a  world  of  information. 
www.hds.com/visionbase/8880.html  1-800-HITACHI 


pentium®/// 

xeon 


(international  1-512-434-1460). 

HITACHI 

DATA  SYSTEMS 

Transforming  IT  into  Business  Agility 


Hitachi  Data  Systems  is  registered  with  the  U.S.  Patent  and  Trademark  Office  as  a  trademark  and  service  mark  of  Hitachi,  Ltd.  VisionBase  and  Freedom  Storage  are  trademarks  of  Hitachi  Data  Systems  Corporation. 

Intel  and  Pentium  are  registered  trademarks,  and  Profusion  and  Xeon  are  trademarks  of  Intel  Corporation.  All  other  brand  or  product  names  are  or  may  be  trademarks  of,  and  are  used  to  identify,  products  or  services  of  then  respective  owners. 
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Slipping  Rank? 


Innovation  Index  predicts  U.S.  could  fall  to  the  sixth  position  by  2005 
1995  r ACTUAL!  1999  r PROJECTED!  2005  [PROJECTED! 
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SOURCE:  "INNOVATION  INDEX,"  COUNCIL  ON  COMPETITIVENESS,  1999.  BASED  ON  1995  RESEARCH  ON  EACH  COUNTRY'S  FUNDS  AND  PERSONNEL 
ALLOCATED  TO  R&D,  PERCENTAGE  OF  R&D  FUNDED  BY  PRIVATE  INDUSTRY  AND  PERCENTAGE  OF  R&D  PERFORMED  BY  UNIVERSITIES. 


Which  is  not  to  say  that  innovation  can’t  start  in  IS. 
Maytag,  the  $4  billion,  Newton,  Iowa-based  manufacturer 
of  home  and  commercial  appliances,  is  five  years  into  its 
Intelligent  Innovation  strategy  of  creating  new,  consumer- 


“We  support,  participate  in  and 
sometimes  even  lead  new  product 
initiatives.  Our  job  is  to  bring  thought 
leadership  to  these  projects.” 

-EDWARD  WOJCIECHOWSKI,  CORPORATE  VICE  PRESIDENT  OF  I.T., 
MAYTAG 


driven  products  and  services.  To  date,  this  approach  has 
resulted  in  products  like  Maytag’s  Neptune  high-efficiency 
washer  and  Gemini  two-oven  range,  which  helped  boost 
the  home  appliance  group’s  profits  to  $505  million  in  1998, 
up  44  percent  from  1997.  In  addition,  new  floor-care  prod¬ 
ucts,  vending  equipment  and  commercial  cooking  equip¬ 
ment  have  helped  diversify  earnings  to  the  point  where 
fully  half  of  the  company’s  profits  now  come  from  outside 
the  core  major  appliance  lines.  And  while  much  of 


Maytag’s  innovation  is  driven 
by  the  company’s  corporate 
technology  group  (which  em¬ 
ploys  a  bottom-up  idea  genera¬ 
tion  process  similar  to  Nokia’s), 
the  IT  group  also  plays  an 
important,  expanded  role.  “We 
help  run  the  business  on  a  day- 
to-day  basis,  but  we’re  also 
much  more  involved  in  business 
processes  such  as  new  product 
introduction,”  says  Edward 
Wojciechowski,  Maytag’s  cor¬ 
porate  vice  president  of  IT.  “We 
support,  participate  in  and 
sometimes  even  lead  [new  prod¬ 
uct]  initiatives.  Our  job  is  to 
bring  thought  leadership  to 
these  projects.” 

Currently  Wojciechowski  has 
several  senior  IT  people  assigned 
to  product  development  proj¬ 
ects,  where  they  ply  their  IT  and 
project  management  skills,  and 
he  is  leading  some  cross-func¬ 
tional  teams  built  around  his 
own  Internet-based  customer 
service  initiatives.  In  part,  IT’s 
role  in  product  development  owes  to  the  corporate  phi¬ 
losophy,  a  la  3M,  that  anyone  can  have  a  good  idea.  “Our 
chairman  walks  around  this  company  and  talks  to  peo¬ 
ple,”  Wojciechowski  says.  “It  is  relatively  easy  to  engage 
a  senior  person  with  a  new  idea.” 

But  like  Vinnicombe  at  Lucent, 
Wojciechowski  has  also  done  a  good 
job  of  outsourcing  nonstrategic 
tasks — network  support,  desktop  sup¬ 
port  and  so  on — so  that  his  IT  people 
can  concentrate  on  core  business  func¬ 
tions  such  as  new  application  devel¬ 
opment.  “Our  philosophy  is  that  if 
you  can  buy  [the  function]  better  from 
outside  the  company,  then  buy  it.  But 
if  you  can  do  it  better  inside  the  com¬ 
pany,  then  do  it.” 

Of  course,  it  is  challenging  to 
recruit  IT  staff  with  the  right  skill  sets 
to  succeed  in  an  innovative  environ¬ 
ment.  More  than  technologists,  CIOs  at  these  compa¬ 
nies  require  people  with  business  and  interpersonal  com¬ 
munications  skills — team  players.  “I’ll  hire  a  personality 
fit  over  a  technology  fit  any  day,”  says  Wojciechowski. 
“We  can  build  the  technology  expertise;  we  can’t  build 
the  personality.”  EH 

Senior  Editor  Tom  Field  can  be  reached  via  e-mail  at 
tfield@cio.com. 
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roblems 


(Let  us  fill  you  in.) 
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LEADERS  FOR  THE  NEXT  MILLENNIUM 


A  gas  will  expand  to  fill  the  available  space. 
This  gas  company  may  do  the  same. 


BY  CHRISTOPHER  KOCH 


ORGIVE  THE  BUSINESS  WORLD’S  SHOCK  ABOUT  ENRON.  IN  ONE 
of  the  world’s  most  conservative  industries — energy — this  company  comports 
itself  more  like  a  venture  capital  firm  and  a  Wall  Street  investment  house  rolled 
into  one.  What’s  more,  unlike  the  VCs  and  Wall 
Street  types,  Enron  Corp.  generates  most  of  its  own 
new  business  and  investment  ideas. 

Trace  the  craziness  back  to  1985,  when  Enron 
was  formed  from  two  small  natural  gas  pipeline 
companies.  Enron’s  quiet,  determined  chairman 
and  CEO,  Kenneth  L.  Lay,  began  promising  any¬ 
one  in  Houston  (Big  Oil’s  home  turf)  who  would 
listen  that  Enron  was  going  to  become  a 
“major” — a  term  heretofore  reserved  for  the  Big 


Enron 

Houston 

www.enron.com 

Natural  gas  and  electricity 

Kenneth  L.  Lay,  Chairman  and  CEO 

Richard  Causey,  CIO 

Revenues:  $31. 3B 

Assets:  $30B 

Employees:  20,000 
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senior  vice  president  and  chief 
information  and  accounting  officer,  points  to  the  benefits 
of  decentralized  management  and  systematic  risk-taking 
in  Enron's  transformation  from  bit  player  to  star. 


REINVENT  NOW 


Oil  Goliaths  like  Exxon  Corp.  and  Mobil 
Corp.  Natural  gas?  Major?  Private  first- 
class  was  more  like  it. 

But  Lay  never  said  he  would  become 
a  major  through  natural  gas  alone. 
Enron  has  become  a  $31  billion  energy 
conglomerate  (now  bigger  than  all  but 
three  of  the  U.S. -based  Big  Oil  brethren: 
Exxon,  Mobil  and  Texaco  Inc.)  by  mak¬ 
ing  innovation  its  mantra,  creating  new 
lines  of  business  faster  than  many  com¬ 
panies  can  deliver  new  products. 

It  has  institutionalized  a  process  for 
new  business  development  in  an  indus¬ 
try  where  defending  the  local  turf  is 
about  as  imaginative  as  most  companies 
get.  “Enron  takes  an  entrepreneurial 
attitude  in  an  industry  where  most  peo¬ 
ple  have  their  feet  stuck  in  concrete,” 
says  Donato  J.  Eassey,  first  vice  president 
with  Merrill  Lynch  Global  Securities’ 


Houston  office.  Enron  supports  its 
model  of  rapid  business  development 
through  an  aggressive,  risky  strategy  of 
decentralized  IS  management.  It’s  a  strat¬ 
egy  that  Enron  says  pays  off  in  quick 
new  business  startups — and  that  critics 
warn  could  lead  to  integration  and  com¬ 
munication  nightmares  down  the  road. 

No  Status  Quo 

But  then  Enron  has  always  been  up  for 
taking  risks.  A  few  examples:  In  the  ’80s 
and  ’90s,  Enron  bought,  buried  and  bor¬ 
rowed  the  pipes  necessary  to  create  a 
national  gas  pipeline  network  and  relent¬ 
lessly  lobbied  for  deregulation  so  that  it 
could  sell  gas,  mostly  on  a  wholesale 
basis,  to  local  utilities  and  companies 
around  the  country.  Enron  gambled  that 
big  name  lobbyists,  such  as  former 


Secretary  of  State  (and  Texan)  James  A. 
Baker  III,  could  advance  the  cause  of 
deregulation  at  a  pace  that  at  least 
matched  Enron’s  investment  in  its 
national  selling  strategy.  The  gamble  has 
paid  off  handsomely,  making  Enron  the 
largest  seller  of  natural  gas  and  electric¬ 
ity  in  North  America.  Deregulation  in 
electricity  markets  has  not  moved  at  the 
same  pace,  however,  which  prompted 
Enron  to  come  up  with  a  workaround. 
Instead  of  simply  waiting  for  the  dereg¬ 
ulation  door  to  open,  the  company  has 
formed  an  outsourcing  service  within  the 
Retail  Energy  Services  business,  called 
Enron  Energy  Services,  that  swallows 
customers’  entire  portfolios  of  energy 
and  plant  maintenance  needs.  Modeled 
on  IS  outsourcing,  Enron  takes  over 
everything  from  the  electric  meter  and 
the  air  conditioning  system  to  the  dust 
mop  and  snow  plow.  Enron  may  not  yet 
be  pumping  the  electricity  to  customers 
itself,  but  by  essentially  owning  the 
meter,  it  will  be  in  a  good  position  to  start 
doing  so  as  soon  as  deregulation  allows. 

But  perhaps  Enron’s  boldest  move  to 
date  has  been  to  build  its  own  version 
of  Wall  Street  in  Houston,  where  tra¬ 
ders  sell  futures  in  electricity  and  gas 
contracts.  Unlike  Wall  Street,  however, 
its  trading  activities  are  unregulated — 
a  nod  to  the  company’s  political  clout. 
Financial  products  such  as  futures  and 
fixed-price  gas  contracts  now  account 
for  more  than  half  of  the  company’s 
revenues. 

From  the  trading  floor,  Enron  has 
branched  out  into  investment  banking, 
using  its  newfound  financial  expertise  to 
underwrite  chancy  energy  exploration 
projects  and  natural  gas  power  plants  in 
Asia,  South  America  and  India.  The 
plant  projects  burn  with  all  the  com¬ 
plexities — political,  social  and  cultural — 
that  await  big  American  companies  in 
the  developing  world.  One  project  in 
Dabhol,  India,  nearly  collapsed  in  the 
mid-’90s  when  India’s  Hindu  Nationalist 
party  swept  into  power  in  the  region  and 


leader  of  Enron  Capital 
&  Trade  Resources  IT,  came  straight 
from  Wall  Street  to  help  develop  the 
energy  trading  system. 
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Drill  Down 


Young  professionals  get  intense  training 
in  Enron’s  lines  of  business 


■  used  to  be  that  you  had  to  join  the  Army  or  the  Peace  Corps  or 

I  scam  one  of  those  foreign  study  fellowships  to  see  the  world  on 

I  V  cheap.  Now,  all  you  have  to  do  is  join  Enron  Corp. — assuming, 
of  course,  that  you've  done  pretty  well  in  school.  Enron  has  a  two-  to 
three-year  program  for  college  grads  in  which  they  move  among  at  least  a 
few  of  Enron's  six  major  businesses  in  one-year  rotations.  The  work  is  finan¬ 
cial — analysis,  modeling  and  risk  assessment — and  the  hours  are  long.  But 
the  program  provides  a  good  resume  builder  for  grad  school:  50  percent 
of  the  analysts  who  finish  the  Enron  program  go  on  to  get  their  MBAs.  Of 
those,  60  percent  attend  either  Harvard,  Wharton  or  Chicago.  Enron  also 
runs  a  boot  camp  for  recent  MBA  grads,  who  rotate  even  quicker — every 
six  months.  About  80  percent  of  the  participants  in  this  program  join  the 
company  after  they  finish,  says  Enron  spokeswoman  Karen  Denne.  The 
payback  to  Enron  isn't  just  in  bodies,  however.  Analysts  bring  fresh  ideas, 
some  of  which  have  led  to  new  revenues  in  Enron's  Capital  &  Trade 
Resources  group,  including  a  risk  management  product  for  weather- 
dependent  businesses  (outdoor  clothing  retailers,  for  example)  that 
hedges  against  shivery  summers  and  balmy  winters.  -C.  Koch 


essentially  tore  up  Enron’s  contract.  Only 
through  patience,  lobbying  and  financial 
concessions  did  Enron  get  the  plant  back 
on  track. 

Lately,  Enron  is  expanding  its  portfo¬ 
lio  under  the  manhole  cover,  buying  or 
building  water  and  sewer  pipes  and  ser¬ 
vices  as  well  as  data-carrying  fiber-optic 
cables.  Enron  Communications  Inc.  in 
Portland,  Ore.,  hopes  to  sell  bandwidth 
the  way  it  does  natural  gas,  with  short¬ 
term  contracts  and  futures  trading. 

All  this  from  a  little  natural  gas  com¬ 
pany  in  the  South.  And  at  a  time  when 
the  traditionally  slumberous  natural  gas 
industry  wasn’t  merely  sleepy,  it  was 
lapsing  into  a  coma.  Natural  gas  prices 
were  rising  while  other  forms  of  energy 
were  coming  down.  Pipeline  companies 
that  had  fixed-price  contracts  with  local 
monopoly  gas  distributors  were  bolting 
to  other  forms  of  energy,  while  new  cus¬ 
tomers  resisted  making  the  investments 
necessary  to  convert  old  oil  and  coal 
burning  plants  over  to  natural  gas.  Enron 
struggled  along  with  the  rest  of  the  indus¬ 
try  at  first,  but  through  a  combination  of 
aggressive  marketing,  innovative  con¬ 
tract  pricing  and  plenty  of  attention  paid 
to  politicians,  Enron  led  itself  out  of  the 
industry’s  doldrums  and  into  the  leader¬ 
ship  position  in  a  reborn  industry.  A  clas¬ 
sic  reinvention  tale. 

Quantifying  Risk 

Unlike  most  companies  that  have  made 
comebacks,  Enron  kept  right  on  running, 
Forrest  Gump-like,  past  the  end  zone  and 
out  of  the  stadium.  Institutionalizing 
innovation  isn’t  new — companies  like  3M 
and  The  Gillette  Co.  (two  other  1999 
CIO- 100  honorees)  have  spent  years  per¬ 
fecting  processes  that  foster  development 
of  new  ideas  and  products — but  it’s  less 
common  to  apply  these  kinds  of  pro¬ 
cesses  to  creating  new  markets  and  busi¬ 
nesses  (for  more  on  innovation,  see 
“Unleash  Innovation,”  Page  110).  Ven¬ 
ture  capital  firms  and  investment  banks 
do  it,  but  they  depend  on  others  to  pro¬ 
vide  the  ideas.  Enron  seems  to  find 
enough  of  those  within  its  own  walls. 

To  keep  the  innovation  pipeline  flow¬ 
ing,  Enron  has  created  a  few  basic  support 
processes  and  structures.  For  example,  the 
heads  of  its  core  business  units  are  no 


more  than  two  reporting  relationships 
away  from  the  company’s  chairman,  Lay. 
Enron  executives  say  this  makes  decision 
making  faster  and  less  political.  Each 
business  unit  is  given  the  freedom  to 
structure  its  own  deals  and  new  business 
ventures — up  to  the  point  when  corpo¬ 
rate  is  expected  to  pony  up  the  cash.  This 
is  where  the  company’s  risk  assessment 
control  (RAC)  process  comes  in.  Enron 
has  an  independent  RAC  group  at 
Houston  HQ,  a  band  of  financial  and  risk 
assessment  analysts,  business  managers 
and  lawyers,  who  monitor  the  progress  of 
deals  and  evaluate  the  risks  and  potential 
rewards.  The  end  product  of  the  process 
is  a  deal  approval  sheet  that  goes  to  the 
company’s  senior  managers,  with  a  list  of 
five  or  six  key  risks,  says  Richard  Causey, 
Enron’s  senior  vice  president  and  chief 
accounting  and  information  officer.  “Ken 
|  Lay]  and  Jeff  [Jeffrey  K.  Skilling,  Enron’s 
president  and  COO|  add  their  business 
sense  to  an  overall  deal,  but  they  won’t 
discuss  a  deal  that  has  not  been  through 


that  process.”  The  RAC  system  takes 
most  of  the  guesswork  out  of  the  decision¬ 
making  process  and  makes  new  business 
ventures  more  reliant  upon  facts  than  on 
management  intuition.  This  approval  pro¬ 
cess  is  common  within  the  investment 
banking  world  but  not  within  the  natural 
gas  industry.  Here  it  provides  competitive 
advantage  because  few,  if  any,  pipeline 
companies  do  it. 

The  requirements  for  an  RAC-ready 
new  business  idea  are  pretty  basic.  They 
have  to  have  some  connection  to  the 
company’s  core  businesses — such  as  shar¬ 
ing  the  hole  with  the  gas  pipeline,  in  the 
case  of  the  fiber-optic  cables  in  the  new 
communications  venture — and  they  have 
to  survive  a  run  through  the  company’s 
computer-based  risk  analysis  models. 

Once  they  get  the  go-ahead,  new  busi¬ 
nesses  spin  their  own  organizational 
webs,  including  independent  IS  depart¬ 
ments  and  administrative  staffs,  so  that 
the  new  unit  is  not  competing  for  atten¬ 
tion  with  Enron’s  existing  businesses.  It 
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e  plu-ri-bus  u|num  [[Latin]] 


out  of  many,  one. 
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the  power  of  e-business 

Many  firms  can  get  you  part  of  an  e-business 
solution.  One  will  design  you  a  Web  site.  Another  the 
technology.  And  a  few  may  even  talk  a  little  strategy. 

But  nobody  pulled  all  the  pieces  together.  Until  now. 

At  AppNet,  we  combine  the  many  disciplines  and 
capabilities  you  need  to  create  an  end-to-end 
e-business  solution.  Business  consulting.  Interactive 
media  and  marketing.  Applications  development. 

Back  office  integration.  And  e-commerce  hosting 
and  outsourcing.  Out  of  many  disciplines,  AppNet 
supplies  the  one,  single-source  solution  that  brings 
the  power  of  e-business  to  your  business.  For  more 
information,  call  us  toll  free  at  1-877-581-2400. 


www.appnet.com 
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ever.  Like  most  deals  of  that  era,  it  was 
designed  to  transform  fixed  costs  (peo¬ 
ple,  computers)  into  variable  costs  (a 
yearly  bill  based  on  units  of  computing 
time).  Most  of  Enron’s  IS  staff  became 
EDS  employees.  IS  was  then  managed  by 
checking  the  numbers  in  the  contract. 

In  the  early  ’90s,  however,  Enron 
began  working  its  way  into  the  invest¬ 
ment  business,  and  that’s  when  its  out¬ 
sourcing  strategy  crashed.  Enron  defined 
a  market — natural  gas  contracts  and 
futures — that  did  not  exist  and  needed 
systems  to  serve  it.  Enron  decided  it 
needed  an  IS  department  and  went  to 
Wall  Street  to  find  one.  “We  moved  to  a 
more  dynamic  IS  environment  that 
required  a  higher  level  of  understanding 
of  where  the  business  was  going  and  a 
greater  need  to  control  that  activity,” 
says  Causey.  “And  the  best  way  to  know 
that  you  control  it  is  to  do  it  yourself.  So 
a  number  of  the  newer  businesses  took 
that  tack,  and  things  just  evolved  from 
there  to  the  point  where  now  80  percent 
of  IS  is  in-house.” 

Causey  remembers  when  Enron  began 
to  feel  the  pain  from  a  lack  of  in-house  IS 
expertise.  In  1991  he  was  brought  in 
from  Arthur  Andersen  to  run  the  back 
office  at  Enron’s  nascent  Capital  & 
Trade  Resources  group.  He  remembers 
taking  things  one  gas  contract  at  a  time. 
“I  built  the  first  risk  management  book 
at  my  desk  with  a  Lotus  spreadsheet,”  he 
recalls.  “Over  the  first  two  or  three  years 
we  lived  on  spreadsheets  and  just  kept 
throwing  people  at  the  process.”  As  the 
business  developed,  Philippe  Bibi,  a  for¬ 
mer  Wall  Street  technologist,  joined  the 
company  (in  1995)  and  began  building 
prototypes  for  a  true  standalone  trading 
system.  “We  didn’t  go  out  and  build  a 
$10  million  or  $20  million  system  from 
the  get-go,”  he  says.  “What  we  did  was 
as  the  business  matured,  we  put  our 
technology  people  shoulder  to  shoulder 
with  the  originators,  risk  managers  and 
the  guys  who  settle  the  transactions.  As 
we  got  to  know  more  about  the  business 
we  started  to  build  better  and  better  sys- 


senior  vice  president 
of  human  resources,  says  flexibility  is 
indispensible  in  employees  in  a  fast¬ 
changing  business. 


gives  the  new  units  more  freedom  to 
cherry-pick  people  from  within  Enron’s 
other  operating  units,  a  self-cannibaliza- 
tion  process  that  Rocky  Jones,  Enron’s 
senior  vice  president  of  human  resources, 
wholeheartedly  endorses.  It’s  why  he 
harps  on  the  word  flexible  when  he 
describes  Enron’s  model  employee.  “You 
get  pulled  in  a  lot  of  different  directions 
here,”  he  says.  Critics,  however,  harp  on 
the  word  burnout ,  citing  Enron’s  high  rate 
of  turnover.  Jones  dismisses  the  charge, 
saying  the  turnover  is  more  planned  than 
unplanned.  For  example,  after  Enron  pur¬ 
chased  Portland  General  Electric  in  1997, 
it  set  up  its  electricity  trading  operation  in 
Oregon  and  moved  some  employees  from 
Houston  to  form  the  core  of  the  new 
group.  Enron  Communications,  which 
began  as  an  idea  within  Portland  General, 
will  adopt  the  same  strategy  as  it  tries  to 
build  a  market  for  trading  bandwidth. 


“They’re  bringing  communications  peo¬ 
ple  to  Oregon  and  merging  them  with  risk 
management  people  from  Houston,”  says 
Causey.  It  reminds  him  of  the  early  days 
in  the  gas  trading  rooms.  “It  used  to  be 
fun  to  watch  the  people  from  our  pipeline 
division,  who  really  knew  the  natural  gas 
business,  coming  together  with  the  risk 
management  people  from  Wall  Street, 
who  wouldn’t  know  an  MCF  of  gas  if  it 
hit  them  on  the  head.  But  by  bringing 
those  two  different  types  of  people  to¬ 
gether,  they  kind  of  cracked  the  nut.” 

Information  Engine 

The  way  Enron  runs  IS  serves  as  the 
foundation  for  this  freewheeling,  deal¬ 
making,  spinoff  kind  of  culture.  Enron’s 
10-year  outsourcing  deal  with  EDS, 
which  began  in  1989  (and  was  then  val¬ 
ued  at  $750  million),  was  one  of  the  first 
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You  can  efficiently  convert  my  old  IT 
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You  can  save  me  tens  of  millions 
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Prove 


it! 


Syntel  can  do  all  that-  and  more.  We’re  experts  in  IT  systems  integration 
and  application  management.  Just  ask  Forbes ,  BusinessWeek  and  Money. 
Better  yet,  ask  our  clients — like  one  of  the  nation’s  largest  retailers. 
We  combined  their  three  aging  legacy  systems  into  one  modern 
powerhouse,  and  saved  them  millions  of  dollars  in  the  process. 
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IntelliSourcingSM  service,  you’ll  save  money  and  enhance  productivity. 
We  can  help  make  your  IT  operations  smarter,  simpler,  and  better. 
Let  us  prove  it  to  you. 

Call  248.619.3503  for  a  free  case  study 
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For  more  information  or  to  download 
a  demo,  visit  our  Web  site  at 

www.cio.com/consultware 
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To  order  any  CIO  ConsultWare  Series  research  products,  contact  Dot 
Caspersen  at  800-726-3090  or  email  your  inquiry  to  research@cio.com. 


Imagine  What’s  Possible  if  You  Could 
Access  the  Rest... 


" it  occurred  to  me  that  I  have  paid  con¬ 
sultants  many  times  the  cost  of  this 
software  on  many  contracts  through¬ 
out  my  career,  and  have  received  a  lot 
less  usable  information. " 

Carol  Naughton 
Product  Reviewer 
SIGCAT  Foundation 

"Thanks  to  the  validity  of  the  informa¬ 
tion  presented,  the  CIO  ConsultWare 
Series  IT  strategy  product  has  proven 
to  be  literally  worth  its  weight  in  gold." 

Edwin  L.  Martinez 
Director,  Management  Info.  Systems 
Micro  Optics  Design  Corporation 

"With  today's  staffing  challenges,  this 
CIO  ConsultWare  product  really 
belongs  in  the  hands  of  IT  executives 
everywhere.  We  may  not  be  able  to  fix 
the  IS  staffing  crisis,  but  at  least  with 
products  like  these,  we  can  level  the 
playing  field  considerably." 

Angelo  Privetera 


CIO 


CIO  ConsultWare  is  produced  jointly 
by  CIO  Communications  and  ICEX,  an 
independent  research  firm. 
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terns  solutions.”  Now  in  their  fourth  iter¬ 
ation,  Bibi’s  systems  can  settle  thousands 
of  transactions  per  day. 

As  the  numbers  grew,  so  did  the  com¬ 
plexity.  Enron  Capital  &  Trade  Re¬ 
sources  began  to  hone  the  specific  pro¬ 
cesses  that  go  into  developing  a  gas 
futures  contract,  including  transportation 
risk  (how  hard  will  it  be  to  get  the  gas 
where  it  needs  to  go?),  price  risk  (where 
are  overall  gas  prices  going  in  the  next 

(two  to  three  years?)  and  credit  risk  (will 
the  customer  still  be  in  business  two  or 
three  years  from  now?).  As  the  various 
components  of  a  gas  contract  deal  were 
decoupled,  Bibi  had  to  build  modular  sys¬ 
tems  to  match.  That  proved  useful  when 
Enron  began  branching  out  from  gas  to 
electricity  in  the  mid-’90s.  “All  the  mid- 
to  back-office  processes.. .we  leveraged  off 
our  gas  businesses  and  moved  them  over 
to  the  power  side,”  Causey  says.  Only  the 
front-end  stuff — complex  systems  to  man¬ 
age  the  physical  flow  of  electricity — had 


to  be  built  from  scratch.  But  risk  is  pretty 
much  risk,  and  credit  is  credit.  Enron  will 
probably  apply  these  same  processes  and 
systems  to  bandwidth  contracts  and  even 
to  water  contracts,  now  that  it  has  bought 
a  big  English  water  company,  Wessex 
Water,  as  well  as  water  utilities  in 
Argentina  and  Mexico  to  form  its  water 
division,  known  as  Azurix,  based  in 
Houston  and  London. 

Volatility 

As  the  new  ideas  and  businesses  continue 
to  proliferate,  however,  Enron’s  credo  of 
decentralized  management  threatens  to 
wreak  havoc  on  the  company’s  comput¬ 
ing  infrastructures.  The  tremendous  lat¬ 
itude  that  business  units  have  in  choosing 
and  using  technology  (each  business  unit 
manages  its  own  IS  budget  and  most  have 
their  own  CIOs)  can  backfire  in  a  com¬ 
pany  growing  so  quickly  and  becoming 
so  diverse.  Business  unit  chiefs  coordinate 


with  the  corporate  CIO  but  still  risk  over¬ 
looking  the  best  interests  of  Enron  as  a 
whole  when  they  negotiate  IS  contracts 
for  their  own  businesses.  Then  there’s  the 
possible  proliferation  of  specialized  sys¬ 
tems  that  cannot  communicate  with 
other  systems  in  the  company.  And  main¬ 
tenance  costs  rise  as  different  computing 
infrastructures  spring  up.  “I’m  not  going 
to  debate  for  a  minute  that  decentralized 
IS  has  costs,”  says  Causey.  “But  it  has 
some  benefits  too.”  Speed-to-market  of 
new  products  and  innovation  are  worth 
the  headaches,  he  says.  Wall  Street  seems 
to  think  so  too.  “They  take  systems  anal¬ 
ysis  to  another  level,”  says  Merrill  Lynch’s 
Eassey,  who  cites  Enron’s  computer- 
based  risk  analysis  processes  as  a  com¬ 
petitive  differentiator  in  the  energy  indus¬ 
try.  “Being  in  the  gas  business  as  long  as 
they  have,  with  the  systems  they’ve 
developed,  they  can  tell  you  how  a  par¬ 
ticular  gas  customer  in  a  certain  market 
will  react  to  a  change  in  degree  days.” 
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Ronald  Crampton 


Reuben  Blackwell  E 


Sarah  French 


Mikelle  Bn 


Missing  Since  5/ '6/96  Missing  Since  6/ 13/98  Missing  Since  11/17/97  Missing  Since 


Missing  Since  1/6/99 


Missing  Si 


Missing  Since  1/29/99 


Since  4/28/97 


Brian  Andrewin 
Missing  Since  7/10/95 


Carita  Johnson 
Missing  Since  5/31/98 


Sims 

Missing  Since  12/1 1/94 


Donna  DiSanto 
Missing  Since  9/2/98 


Isabella  Bravo 
Missing  Since  8/4/98 


Isaac  Coates 
Missing  Since  5/14/96 


Jeffrey  Elchin 
Missing  Since  6/19/98 


Jesus  De  La  Cruz 
issing  Since  9/28/96 


Kristina  Bisho 


Marina  Lewis 
Missing  Since  10/7/97 


Harriet  Hughes 
Missing  Since  2/5/99 


Missing  Since  10/19/94 


Missing  Since  4/3/96 


Karen  Mitchell 
Missing  Since  1 1/25/97 


Sarah  Boehm 
Missing  Since  7/15/94 


Sarah  Skiba 
Missing  Since  2/5/99 


Sofia  Hernandez 
Missing  Since  7/17/97 


Stryder  Lee 
Missing  Since  9/30/97 


Teekah  Lewis 
Missing  Since  1/23/99 


Thomas  Kelly 
Missing  Since  1/26/99 


Toni  Clark 
Missing  Since  3/16/90 


-mm-. 


Victor  Nakada 
Missing  Since  4/ 14/97 


4 issing  Since  7/26/98 


Kellie  Brownlee 
Missing  Since  5/20/82 


Amelia  Garmyn 
Missing  Since  2/19/99 


Sarah  Hughes 
Missing  Since  2/5/99 


Sierra  Lewis 
Missing  Since  10/7/97 


Ross  Lockwood 
Missing  Since  7/10/94 


If  yoa've  seen  any  of  these  children,  please  call  the  NCMEC  hotline  at  1-800-THE-L0ST. 

Every  day,  more  than  2,200  children  disappear.  A  staggering  statistic.  But  there  is  good  cause  for  hope.  Working  closely  with  law 
enforcement  agencies  across  the  country,  the  National  Center  for  Missing  and  Exploited  Children  (NCMEC)  has  achieved 
substantial  success  in  finding  children.  Canon  is  proud  to  join  the  effort  by  donating  state-of-the-art  equipment  to  help  disseminate 
photos  and  information  about  missing  children  faster.  We  urge  you  to  look  at  these  children  and  see  if  you  recognize  any  of 
them.  Then  take  current  photos  of  your  own  children  just  in  case  of  an  emergency.  Because  photos  are  the  best  way  to  help  find 
missing  children.  For  more  information  about  this  program,  visit  our  Web  site  at  www.picturethemhome.com. 


®c  H  I  l  0  0  E  N 


A  recent  poll  among  law  enforcement  found  that 
pictures  are  the  most  important  tool  in  the  search 
for  missing  children.  Canon  is  donating  CanoScan" 
scanners,  Bubble  Jet ”  printers  and  PowerShot " 
digital  cameras  to  help  get  the  photos  out  quickly. 


bring  _ 

A®  Cation 


©1999  Canon  Computer  Systems,  Inc.  Canon  is  a  registered  trademark  and  Bubble  Jet,  CanoScan  and  PowerShot  are  trademarks  of  Canon  Inc. 


REINVENT  NOW 


That  kind  of  depth  gives  Enron  the  abil¬ 
ity  to  predict  future  gas  prices  with 
almost  frightening  accuracy — and  capi¬ 
talize  on  those  predictions  on  its 
Houston  trading  floor,  an  information 
handoff  that  an  Enron  competitor  has 
called  legal  insider  trading. 

It  is  up  to  Enron’s  200-person  corpo¬ 
rate  IS  group,  which  is  led  by  Bibi,  to 
keep  the  different  business  units  in  the 
company  from  trying  to  take  the  com¬ 
pany’s  systems  advantage  to  ridiculous 
ends,  with  infrastructures  or  application 
systems  that  won’t  fit  with  the  overall 
company  architecture.  Bibi  tries  to  stan¬ 
dardize  where  it  makes  sense.  For  exam¬ 
ple,  Enron  is  in  the  process  of  installing 
the  financial  components  of  SAP’s  R/3 
enterprise  resource  planning  (ERP)  soft¬ 
ware  across  all  units  at  Enron,  because 
financial  reporting  doesn’t  vary  much 
from  one  business  to  another.  But  mostly 
the  financial  control  processes  that  rule 
every  business  manager’s  life  at  Enron — 


credit,  risk,  pricing  and  spending — pro¬ 
vide  the  basis  for  IS  centralization.  Just 
as  none  of  Enron’s  business  people  would 
dare  circumvent  its  centralized  process 
for  determining  a  customer’s  credit  wor¬ 
thiness,  for  example,  neither  would  they 
attempt  to  build  their  own  IS  systems  for 
doing  so.  “We  don’t  have  50  credit  sys¬ 
tems  or  even  five  credit  systems,”  says 
Bibi.  “We  have  one  sophisticated  system 
that  looks  at  handing  out  credit  expo¬ 
sure  to  a  wide  variety  of  customers.  All 
the  business  units  know  to  use  that  sys¬ 
tem  to  handle  credit.” 

Maintaining  a  balance  between  con¬ 
trol  and  unbridled  entrepreneurialism  is 
the  challenge  that  will  hound  Enron  in 
the  new  millennium.  To  keep  this  tension 
from  becoming  destructive,  Enron  needs 
to  keep  hiring  and  retaining  smart,  ener¬ 
getic  people.  “That’s  my  biggest  fear  with 
that  company,”  says  Eassey.  “There  is  a 
tremendous  amount  of  intellectual  capi¬ 
tal  there,  and  if  for  some  reason  it  started 


to  bail  out,  that  is  a  major  risk  factor.  But 
they  train  people  well  and  pay  them  well, 
and  Lay  has  had  this  knack  for  pitting 
very  competitive  egos  against  one 
another  who  tend  to  do  whatever  they 
can  to  outperform  their  contemporaries 
at  the  company.” 

At  a  time  when  diversification  is  out 
of  vogue  (again),  Enron  has  successfully 
bucked  this  year’s  common  wisdom.  The 
difference  between  Enron  and  the  con¬ 
glomerates  of  old,  however;  is  that  Enron 
may  have  discovered  the  keys  to  con¬ 
trolling  the  chaos  of  a  diversified  empire. 
The  sophisticated  financial  analysis  used 
to  develop  Enron’s  financial  products 
translates  well — so  far,  anyway — to  man¬ 
aging  risk  in  new  businesses.  If  that  bal¬ 
ance  holds,  Enron  will  have  created  a 
new  energy  industry,  one  based  on  the 
power  of  new  businesses.  BE! 

Senior  Editor  Christopher  Koch  can  be 
reached  at  ckoch@cio.com. 


If  decisions  regarding  your 
office  phone  system  are  overly 
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Liebert  Representative  Jeff 
Price  of  CDP,  Ine.  and  Jim 
Vivian  of  Johnson  Controls 
worked  together  to  eonfigur 
a  system  to  protect  the 
Johnson  Controls  informa¬ 
tion  technology  network. 
Because  of  the  sheer  size 
of  the  network,  Jeff  and 
Jim  specified  a  Liebert 
UPStation®  S3,  an  on-line 
three-phase  UPS  designed 
to  handle  larger  systems. 


He  may  not  have  TELEPATHIC 


PRECISION 

ENVIRONMENTAL 

CONTROL 


SINGLE-PHASE  UPS 


THREE-PHASE  UPS  SITE  MONITORING 

AND  CONTROL 


OR 


OWERS,  SUPER  STRENGTH, 

a  CRIME-FIGHTING  SIDEKICK  .  . 


...  but  he  has  the  power  to  defend  you  from  the 
evils  of  downtime. 

Today,  system  downtime  means  two  things:  (1)  the  entire  business  grinds  to  a  halt, 
and  (2)  everyone  looks  at  you.  Modern  businesses  demand  maximum  system  availability. 
That's  why  you  need  protection  designed  to  keep  your  systems  running  under  the  most 
demanding  conditions.  You  need  a  partner  known  for  innovative  technology,  technical 
expertise,  product  reliability  and  dependable  support.  You  need  Liebert. 

Liebert  Representatives  are  acknowledged  experts  in  system  protection.  Their  technical 
backgrounds,  ongoing  training  and  years  of  experience  protecting  mission-critical  systems 
gives  them  the  ability  to  quickly  diagnose  a  problem  and  deliver  a  cost-effective  solution. 

Liebert  UPSs  have  the  same  commercial-grade  reliability  as  the  rest  of  our  extensive  product 
line.  It's  the  result  of  30+  years  of  experience  designing  and  manufacturing  cutting-edge 
system  protection  for  some  of  the  largest  corporations  in  the  world. 

When  you  buy  from  a  Liebert  Representative,  you're  buying  quality  system  protection  from  a 
knowledgeable  expert,  not  just  an  order-taker.  Your  Liebert  Representative  has  the  solutions 
and  the  experience  to  make  your  systems  invincible,  24/7. 


www.dp3.liebert.com 

To  learn  how  Liebert  can  help  you  maximize  system  availability. 
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&  Liebert 


KEEPING  BUSINESS  IN  BUSINESS.® 
800-877-9222  dept.  DP3  www.dp3.liebert.com  info@liebert.com 
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FIELD  OF  E-DREAMS  Debra  Chrapaty,  CIO 
of  E-Trade,  helps  ensure  that  its  customers 
receive  top-notch  service  anytime  and 
anywhere.  (Sunscreen  anyone?) 


novation,  customer  s 


Web  food  c 
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$3  million:, His'hjds ..included  $1.2  million  for  The  Times  in  London,  “I’m  in  big  trouble.” 
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f  Andrew  Tyler  of  Had- 
donfield,  I^jvpo  gged  on 


td  eBay  Inc.’s  site  earlier  this  year  using  his 


bed  once  owned  by  Sir  John  A.  MacDonald, 
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Canada’s  first  prime  minister.  The  bidding 
spree  came  to  an  abrupt  end  when  a  repre¬ 
sentative  of  the  auction  house  in  Kingston, 


f  ;  < ,  /  parents’  password,  he  quickly  developed  a  Ontario,  that  was  selling  the  bed  called  to 
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WS/, a  medical  center  in  Florida,  $500,000  for  a  Van  Andrew’s  well-publicized  foray  i ntoThtemet . 
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LEADERS  FOR  THE  NEXT  MILLENNIUM 


SEIZE  THE  WEB 


BASKING  IN  THE  LIMELIGHT 
Amazon.com  Senior  Vice  President 
David  Risher  thinks  that  it's  next  to 
impossible  for  brick-and-mortar 
companies  to  focus  on  both  the 
physical  space  and  the  Internet  space. 


After  all,  the  Internet  is  a  kid’s  play¬ 
ground.  Many  successful  Internet-based 
companies  were  started  by  individuals 
who  celebrated  their  business  launch  by 
getting  their  dads  to  buy  them  a  six-pack. 
They  conceive  an  original  idea,  get  some 
venture  capital,  do  an  IPO,  and  the  next 
thing  they  know,  a  media  giant  is  knock¬ 
ing  on  their  door  offering  to  make  them 
millionaires.  It’s  quite  a  good  game. 

At  least,  that’s  what  can  happen.  For 
every  company  that  has  eked  out  a  suc¬ 
cessful  niche  on  the  Internet,  hundreds 
languish  in  anonymity  or  quickly  fold. 
“The  barriers  to  entry  are  pretty  low,” 
admits  Debra  Chrapaty,  president  and 
COO  of  E-Trade  technologies  and  CIO 
at  Palo  Alto,  Calif.-based  E-Trade 
Group  Inc.,  “but  the  barriers  to  really 


succeeding  are  very,  very  high.” 

A  handful  of  companies  on  the  CIO- 
100  list  this  year  have  managed  to  clam¬ 
ber  their  way  to  the  top  of  the  online 
jungle  gym.  We  spoke  to  them  about 
some  of  the  challenges  they  faced  along 
the  way,  how  they  expect  the  landscape 
of  e-business  to  change  in  the  coming 
years  and  how  they  plan  to  stay  on  top. 

Customer  Service 

Service  with  a  smile  counts  for  little  on 
the  Web,  and  one  of  the  lessons  that 
companies  learn  early  on  is  that  online 
customers  have  very  different  service 
expectations  than  traditional  customers. 
Chrapaty  sums  up  the  needs  of  Internet 
customers:  “They  want  speed  and  relia¬ 


bility.  They  want  consistency.  And  most 
of  our  customers  are  pretty  technically 
savvy,  so  when  they  speak  to  a  customer 
service  rep,  they  want  someone  who  can 
speak  their  language.”  Achieving  all  of 
this  while  keeping  up  with  the  furious 
pace  of  doing  business  on  the  Web  is  like 
trying  to  log  on  to  AOL  at  7  p.m. — it 
ain’t  easy. 

Amazon.com  Inc.  in  Seattle  is  all  too 
conscious  of  the  importance  of  keeping 
customers  happy — if  customers  are 
unhappy  with  its  service,  they  can  take 
their  business  to  barnesandnoble.com 
with  the  click  of  a  button.  And  one  lost 
customer  on  the  Internet  can  quickly 
translate  into  many.  “If  they  have  a  good 
experience,  they  can  tell  1,000  people  or 
10,000  people  through  e-mail  and  list 
services,”  says  David  Risher,  senior  vice 
president  at  Amazon.com.  “If  they  have 
a  bad  experience,  the  same  holds  true.” 
Dealing  with  virtual  customers  has  its 
own  particular  challenges.  Risher  points 
out  that  electronic  contact  tends  to  sub¬ 
tly  raise  people’s  expectations,  and  it  has 
the  added  consequence  of  suppressing 
the  politeness  gene  in  customers.  Indi¬ 
viduals  who  are  quite  reasonable  face- 
to-face  often  view  e-mail  as  an  opportu¬ 
nity  to  vent  their  frustrations  in  a 
no-holds-barred  fashion,  which  is  fine 
by  Amazon.  “We’re  part  of  the  same  cul¬ 
ture,”  says  Risher,  “so  it  works  for  us. 
But  I  think  it  means  that  you  have  to 
provide  much  better  service  than  in  the 
physical  world.” 

Opportunities  to  customize  on  the 
Internet  also  tend  to  breed  particularly 
vocal  customers.  One  of  Yahoo  Inc.’s 


Online  companies  don't  need  to  worry  about 
finding  locations  for  new  stores  or  hiring  enough  nose- 
ringed  teenagers  to  workthe  espresso  bars. 


140  CIO-1  00  /  AUGUST  1  5',  1  999 


http://www.cio.com 


PHOTO  BY  MARK  VAN  S. 


YOU  WANT  TO  HAVE  A  RELATIONSHIP?  WITH  ME? 

I  MEAN,  I'M  KIND  OF  HIGH  MAINTENANCE. 

WHEN  I  CALL,  OR  FAX,  OR  E-MAIL  YOU,  I 

NEED  TO  KNOW  YOU'LL  BE  THERE. 

SO,  IF  YOU  REALLY  WANT  ME 

TO  BE  YOUR  CUSTOMER, 


I'M  READY. 

THE  QUESTION  IS...ARE  YOU? 


A  FAIR  QUESTION.  ONE  YOU  CAN  EASILY  ANSWER  WITH  ASPECT. 


When  your  contacts  decide  to  become  your  customers,  you 
need  to  make  sure  they  have  a  positive  experience. The 
!  first  time,  and  every  time.  And  that's  where  Aspect 
can  help.  Our  Customer  Relationship  Portal  is  an  open, 
reliable,  cost-effective  way  of  integrating  multiple  means  of 
communication — from  Web  and  e-mail  to  phone  and  fax.  So  no 
matter  how  your  customers  choose  to  contact  you,  you  can  always 
communicate  with  them  clearly.  Consistently.  And,  create  a 
relationship  they  can  really  count  on.  Aspect.  Because  commitment 
can  be  a  beautiful  thing. 


Call  1-800-493-7878,  ext.  62,  or  visit  www.aspect.com/cil 
for  your  FREE  booklet  Defining  the  Customer  Experience. 


ASPECT 

Defining  the  Customer  Experience- 


©  1999  Aspect  Telecommunications.  Aspect,  the  Aspect  logo,  and  the  phrase  "Defining  the  Customer 
Experience"  are  trademarks  and/or  service  marks  of  Aspect  Telecommunications  Corporation  in  the 
United  States  and/or  other  countries.  All  other  product  or  service  names  mentioned  in  this  document 
may  be  trademarks  of  the  companies  with  which  they  are  associated. 


SEIZE  THE  WEB 


most  popular  features  is  the  My  Yahoo 
option,  which  allows  users  to  tailor  their 
own  pages  with  the  news  and  informa¬ 
tion  they  want.  Yahoo  has  noted  that 
one  interesting  side  effect  of  offering  this 
service  to  its  registered  customers — all 
47  million  of  them — is  that  people  get 
very  possessive  of  the  site.  “I  used  to 
work  on  the  product  side,  on  classi¬ 
fieds,”  recalls  Ellen  Siminoff,  Yahoo’s 
vice  president  of  business  development 
in  Santa  Clara,  Calif.,  “and  one  day  we 
changed  how  we  registered  classifieds. 
We  got  tons  of  e-mail — some  people 
were  very  happy;  others  were  unhappy. 
I  think  you  have  to  take  that  feedback 
very  seriously.” 

Providing  customers  with  the  tools  to 
help  themselves  may  be  necessary  for 
Internet  companies  to  provide  an  ade¬ 
quate  level  of  customer  service.  To  pre¬ 
pare  for  the  holiday  season  last  year, 
Amazon.com  redesigned  the  order  his¬ 
tory  section  of  its  Web  site,  making  it 
easier  for  customers  to  check  on  order 
status  and  answer  many  of  their  own 
questions.  E-Trade  and  Dell  Computer 
Corp.  of  Round  Rock,  Texas,  have  also 
both  developed  sophisticated  customer 
service  sites  for  their  customers.  E- 
Trade’s  E-Station  site  allows  customers 
to  update  their  personal  information  as 
well  as  check  the  status  of  account  trans¬ 
fers,  wire  funds,  request  stock  certificates 
and  liquidate  shares.  Dell’s  Ask  Dudley 
online  service  puts  a  unique  spin  on  cus¬ 
tomer  service  by  keeping  things  simple. 
Customers  can  type  a  question  like, 
“I’m  having  trouble  loading  Windows 
98 — what  do  I  do?”  They  receive  a 
response  based  on  the  key  words  in  the 
question.  The  Ask  Dudley  service  re¬ 
ceives  100,000  requests  per  week. 

Robert  Langer,  director  of  Dell.com, 
notes  that  the  Dell  Talk  area  on  the  com¬ 
pany’s  site  also  gives  customers  an 
opportunity  to  provide  feedback  and  ask 
service-related  questions.  Customers  can 
still  talk  to  customer  service  representa¬ 
tives,  but  Langer  believes  the  Web  pro¬ 
vides  the  best  long-term  service  option. 
“We  find  that  customers  have  a  much 
richer  and  deeper  service  experience 
when  they  choose  to  use  an  online  med¬ 
ium  rather  than  the  telephone,”  says 
Langer.  “That’s  primarily  due  to  the  fact 
that  they  can  dive  more  deeply  into  ser- 
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E-Trade's  Smart  Alerts  ( www.etrode.com )  Notifies  investors  via  e-mail, 
Web  or  pager  when  a  stock  hits  a  particular  trigger  point. 

The  Wall  Street  Journal  Online's  Personal  Journal  ( www.wsj.com ) 
Allows  subscribers  to  select  up  to  eight  key  words,  categories  or  com¬ 
pany  names  of  particular  interest.  All  stories  that  match  the  key  words 
are  then  saved  into  folders  for  later  viewing. 

Ticketmaster  Online/City  Search  Online  Viewer  {www. 
myticketmaster.com)  Simulates  the  view  you  can  expect  from  your  seats 
for  many  venues  around  the  country.  (See  "That's  the  Ticket,"  CIO  Section 
2,  June  15, 1999.) 

Amazon.com's  "1 -Click"  Ordering  System  ( www.amazon.com ) 

Accesses  shipping  and  billing  preferences  for  each  customer  automati¬ 
cally  and  places  the  order. 

S&P  Personal  Wealth's  Asset  Allocator  ( www.personalwealth.com ) 
Provides  customized  portfolio  advice. 

Peapod.com's  Recipe  Generator  ( www.peapod.com )  In  partnership 
with  Kraft  Foods,  this  program  allows  consumers  to  enter  the  contents 
of  their  refrigerator  into  the  site  and  receive  recipes  that  incorporate  all 
or  most  of  the  items. 

Lands'  End's  Personal  Model  ( www.landsend.com )  Customers  enter 
information  about  their  height,  build  and  hair  coloring  to  create  a 
virtual  model.  They  can  try  different  clothing  on  the  model  to  get  a 
sense  of  how  it  will  look  on  them. 

Dell's  Online  Product  Configurator  ( www.dell.com )  Customers  who 
purchase  a  PC  can  configure  21  different  features,  such  as  hard  drives, 
printers  and  speakers.  Each  feature  provides  an  additional  three  to  10 
options  that  allow  for  millions  of  configurations. 

Cisco  Systems'  Customizable  Online  Knowledge  Base 

( www.cisco.com )  Gives  customers  access  to  the  same  customer  service 
knowledge  base  that  Cisco's  technical  support  personnel  use. 

Amazon.com's  Recommendations  System  ( www.amazon.com ) 
Suggests  books,  CDs  and  videos  to  its  customers  based  on  past 
purchases.  -D.Duffy 


SOURCE:  'THE  STATE  OF  ONE  TO  ONE  ONLINE.-  A  MAY  1 999  REPORT  BY  THE  PEPPERS  AND  ROGERS  GROUP, 
A  MARKETING  CONSULTANCY  BASED  IN  STAMFORD.  CONN. 
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Is  a  space-optimized 
server  that  requires 
more  than  these  five 
tools  truly  optimized? 


It’s  not  surprising  that  the  interior  of  the  Compaq 
ProLiant  6400R  is  entirely  tool-free.  After  all,  like  every 
ProLiant  server,  it’s  been  designed  with  customer  input 
from  the  very  start.  With  maximum  4-way  computing 
power  in  just  4U,  and  comprehensive  reliability 
features  for  maximum  uptime,  the  ProLiant  6400R 
is  just  what  you’ve  come  to  expect  from  the  leader  in 
rack  servers.  And  with  handy  features  like  top  and  side 
access  panels,  a  unique  cable  management  arm  and 
simple  slide-out  rails,  it’s  exactly  what  your  data  center 
needs.  Let  the  unsurpassed  server  experience  embodied 
in  our  ProLiant  6400R  give  you  a  hand  in  solving 
your  business  IT  problems,  www.compaq.com/hand 


Compaq 
ProLiant  6400R 

•  Up  to  four  Inter 
Pentium'  III  Xeon" 
processors 

•  Innovative ,  modular 
4U  design  (7’) 

•  PCI  Hot  Plug 

•  64-bit  PCI 

•  Compaq  Insight 
Manager 


pentium®/// 

xeon'7 


COMPAQ.  Better  answers:" 


SEIZE  THE  WEB 


SITTING  PRETTY  Ellen  Siminoff, 
vice  president  of  business 
development  at  Yahoo,  believes 
second-tier  Internet  companies  will 
increasingly  need  to  partner  with 
media  conglomerates  to  survive. 


vice  information  online  than  they  can 
with  a  representative  on  the  phone.” 

Competition 

Internet  companies  are  increasingly 
expanding  their  turf  to  attract  new  cus¬ 
tomers.  Amazon.com,  for  example,  has 
broadened  its  services  to  include  not 
only  books  but  videos,  music,  e-cards 
and  auctions.  It  has  also  formed  alliances 
with  Drugstore.com,  Pets.com,  Home- 
Grocer.com  and  Sothebys  Holdings  Inc. 
E-Trade  began  as  a  transactional  bro¬ 
kerage  site  but  now  offers  a  wide  range 
of  financial  content  and  real-time  infor¬ 
mation,  placing  it  in  the  same  space  as 
companies  like  Cable  News  Network 
Inc.’s  CNNfn.  Chrapaty  expects  E- 


Trade’s  diversification  to  continue. 
When  Christos  Cotsakos,  chairman  and 
CEO  of  E-Trade,  first  offered  her  the 
CIO  position,  Chrapaty  was  reluctant  to 
accept  because  she  felt  that  her  back¬ 
ground  in  sports  entertainment  (see 
“Trading  Places,”  Page  146)  had  little 


realm  of  digital  financial  media.  “We 
have  all  the  dimensions  of  a  media  com¬ 
pany,”  agrees  Chrapaty.  “We’ve  got  the 
excitement  of  the  product,  we’ve  got  rich 
content,  we’ve  got  the  distribution,  and 
we’ve  got  the  eyeballs  of  America.” 

While  Internet  companies  are  still 


“Our  eye  is  on  the  ball  (our  customers) 
and  not  the  scoreboard  (the  stock).”] 

-DAVID  RISHER,  SENIOR  VICE  PRESIDENT,  AMAZON.COM 


bearing  on  the  business  of  an  online  bro¬ 
kerage  company.  But  he  lured  her  with 
his  vision  of  E-Trade’s  migration  into  the 


growing  their  businesses  to  create  addi¬ 
tional  lines  of  revenue,  Amazon’s  Risher 
points  out  that  physical  companies  that 
want  to  become  a  competitive  force  on 
the  Web  are  at  a  disadvantage.  In  a 
thinly  veiled  jab  at  competitor  Barnes  & 
Noble  Inc.,  he  points  out  that  it’s  next  to 
impossible  for  those  companies  to  be 
focused  on  both  the  Internet  space  and 
the  physical  space.  After  all,  online  com¬ 
panies  don’t  need  to  worry  about  finding 
locations  for  new  stores  or  hiring  enough 
nose-ringed  teenagers  to  work  the  es¬ 
presso  bars.  Cyber  and  brick-and- 
mortar  companies  operate  so  differently 
that  even  if  each  offers  the  same  product, 
a  radically  different  way  of  thinking 
about  issues  like  marketing  and  customer 
service  is  required.  Companies  that 
haven’t  cut  their  teeth  on  the  Internet 
may  find  that  transition  difficult  to  make. 
“Companies  that  are  very  focused  on  the 
Internet  and  insanely  focused  on  provid¬ 
ing  what  customers  want  are  the  types  of 
companies  that,  five  years  down  the 
road,  I  expect  to  be  long-term  winners 
and  probably  long-term  competition  for 
us,”  says  Risher. 

Partnerships  and  acquisitions  be¬ 
tween  media  conglomerates  and 
Internet-based  companies  are  also  fuel¬ 
ing  competition.  Two  examples  are  The 
Walt  Disney  Co.’s  purchase  of  Infoseek 


144  CIO-IOO  /  AUGUST  15,  1999 


http://www.cio.com 


PHOTO  BY  KENT  HANSON 


I 


It's  not  just  about  saving  money 
with  a  network  that  integrates 


voice,  video,  data  and  Internet 
over  a  single  connection. 


Sign  up  for  Sprint  IONSM  and  we'll  give  you 
advanced  networking  technology  from  Cisco  Systems. 


With  Sprint  ION,  Integrated  On-Demand  Network,  you  can  save 
money  by  consolidating  your  communications  across  a  single 
network,  as  well  as  revolutionize  the  way  you  share  information,  so 
you'll  be  ready  for  anything!  Bring  products  to  market  faster. 
Reduce  inventory.  Enhance  customer  service.  It's  all  possible 
thanks  to  Sprint  and  Cisco.  Cisco  networking  equipment  ensures  that 
the  technology  powering  the  majority  of  the  world's  business 
networks  today  is  at  work  for  you.  And  now,  when  you  sign  up  for 
Sprint  ION,  Sprint  will  give  you  a  Cisco  3810  integrated  services  hub 
for  each  location* 

And  if  you  trade  in  any  existing  Cisco  2500  series  router  or  competitive 
equipment,  Sprint  will  give  you  up  to  a  $500  rebate  for  each  eligible 
router*  Sprint  even  pays  for  the  cost  of  returning  this  equipment. 


It's  easy  to  migrate  to  Sprint  ION.  The  network  supports  and  is  fully 
compatible  with  most  IP  applications  and  services,  ATM,  frame  relay,  or 
voice  sen/ices  and  equipment — with  virtually  unlimited  bandwidth! 
Plus,  Sprint  ION  is  "future-proof,"  because  Sprint  assumes  operational 
responsibility  for  keeping  your  business  on  the  cutting  edge  of 
technology.  But  it's  not  just  about  getting  the  next-generation 
network.  It's  about  real-time  collaboration  among  your  employees, 
suppliers  and  customers  in  newly  productive  ways.  And  isn't  that 
the  point  of  contact? 


Call  toll  free  now  for  this  limited-time  offer.. .plus  up  to  $500  rebates! 

1*877*  SPRINT*  ION 

www.sprint.com/ion-cisco 


•Certain  restrictions  apply.  Certain  access  lines  and  monthly  minimums  required 
Customer  must  sign  a  two-year  contract.  Offer  expires  December  31, 1999. 

Offer  subject  to  change. 

©  1999  Sprint  Communications  Company  L.R  All  Rights  Reserved.  Cisco  and  the 
Cisco  Systems  Corporate  Logo  are  registered  trademarks  of  Cisco  Systems,  Inc. 
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Trading  Places 

A  CIO  hangs  up  her  high-tops  to 
pursue  a  career  online 


When  Debra  Chrapaty  told  National  Basketball  Association 

Commissioner  David  Stern  that  she  was  leaving  New  York  and  her 
job  as  the  NBA's  chief  technology  officer  to  move  across  the  coun¬ 
try  to  become  CIO  of  E-Trade  Group  Inc.,  he  was  incredulous  that  she  was 
leaving  to  work  at  a  relative  unknown.  How  things  have  changed  in  just 
two  years. 

After  arriving  at  E-Trade  in  July  1997,  Chrapaty,  who  is  also  president  and 
COO  of  E-Trade  technologies,  and  the  rest  of  the  IS  group  dedicated  them¬ 
selves  to  rebuilding  the  company's  systems  architecture  from  the  ground 
up.  The  result  was  E-Trade's  "Stateless  Architecture,"  which  the  company 
patented.  It  was  built  on  several  different  tools:  an  application  server  prod¬ 
uct,  a  transaction  middleware  product,  a  workflow  product  and  a  database 
back  end.  "We  moved  from  an  environment  that  was  very  unpredictable  to 
an  environment  where  I  can  actually  tell  you  exactly  how  many  trades  I  can 
place  per  square  foot  of  technology  center,"  says  Chrapaty. 

In  her  relatively  short  tenure,  she  has  also  overseen  the  building  of  a 
new  technology  center  in  Alpharetta,  Ga.,  ISP  redesigns  to  facilitate  access 
to  the  company's  Web  site  and  a  complete  security  overhaul. 

Looking  at  all  that  Chrapaty  has  accomplished  in  the  past  two  years, 
you  might  well  wonder  what  her  former  bosses  at  the  NBA  think  of  her 
cross-country  gamble  these  days.  "Now  they  all  applaud  me  for  my  for¬ 
ward  thinking,"  she  says,  laughing.  -D.  Duffy 


Corp.  to  form  Go.com;  and  NBC’s 
merger  plans  with  Xoom.com  and 
Snap.com  to  form  a  new  company  called 
NBC  Internet  (NBCi).  For  the  media 
giants,  an  acquisition  is  a  comparatively 
inexpensive  way  to  secure  a  foothold  in 
the  dot-com  marketplace.  For  second- 
tier  Internet  companies,  a  big-name  part¬ 
nership  can  instantly  give  them  clout 
among  the  online  market  leaders. 
Yahoo’s  Siminoff  expects  that  trend  to 
continue,  pointing  out  that  second-tier 
Internet  players  will  increasingly  need 
those  partnerships  to  survive. 

Current  and  Future 
Challenges 

The  Internet  may  be  a  virtual  environ¬ 
ment,  but  the  potential  to  hit  a  cyber 
gold  mine  is  very  real.  The  number-one 
challenge  for  companies  like  Amazon, 
com,  however,  is  going  to  be  achieving 
profitability  while  continuing  to  keep 
up  with  the  rapid  pace  of  Internet  inno¬ 
vation.  While  it’s  true  that  Amazon, 
corn’s  revenues  have  continued  to  climb 
each  quarter,  sometimes  dramatically, 
Amazon  the  company  still  racked  up  a 
$36.4  million  net  loss  in  the  first  quar¬ 
ter  of  1999.  Despite  this,  it  continues  to 
build  and  buy.  Risher,  for  one,  is 
encouraged  by  Amazon. corn’s  perfor¬ 
mance.  “We  have  essentially  said  that 
we  want  to  take  a  long-term  approach 
to  our  profitability  and  to  building  the 
company....  Our  eye  is  on  the  ball  (our 
customers)  and  not  the  scoreboard  (the 
stock).”  Nonetheless,  you  can  bet  that 
behind  the  bravado  lies  concern  and  a 
sense  of  urgency  regarding  its  losses. 
Yahoo  and  Dell  are  both  profitable,  and 
analysts  are  watching  Amazon.com  and 
E-Trade  carefully  to  see  whether  they 
can  turn  a  profit  before  the  stock  mar¬ 
ket  turns  bearish. 

Continuing  to  service  customers  well 
is  another  ongoing  challenge  for  these 
companies  as  they  draw  greater  numbers 
of  customers  into  the  fold.  Companies 
still  need  to  design  their  sites  for  a  broad 
group  of  users  with  varying  levels  of 
experience  and  a  large  range  of  connec¬ 
tivity  speeds.  Yahoo’s  Siminoff  points 
out  that  making  the  company’s  site  easy 
for  newbies  to  use  without  annoying 


the  more  experienced  users  is  a  long¬ 
term  task. 

As  online  customers  increase  in  num¬ 
bers  and  sophistication,  look  for  the 
Internet  to  become  firmly  entrenched  in 
their  everyday  lives.  Companies  like  the 
ones  profiled  here  are  eager  to  capitalize 
on  the  proliferation  of  new  Internet 
access  tools  that  will  soon  be  available. 
Siminoff  expects  that  people  will  con¬ 
nect  to  Yahoo  via  alternative  devices  like 
pagers,  cell  phones  and  set-top  boxes  as 
well  as  conventional  PCs.  As  appliances 
in  the  home  become  networked  and  IP- 
enabled,  the  opportunities  for  portal 
sites  like  Yahoo  are  virtually  limitless. 
Instead  of  pointing  you  toward  a  grocery 
site  like  Peapod.com,  Yahoo  may  be  net¬ 
worked  to  your  refrigerator.  Out  of 
milk?  Yahoo  could  communicate  that 


fact  to  Peapod  automatically,  averting  a 
cereal  crisis  the  next  morning. 

E-Trade  has  already  jumped  on  the 
future  bandwagon  with  the  release  of 
3Com  Corp.’s  Palm  VII.  The  handheld 
device  features  E-Trade  as  part  of  its 
wireless  Internet-access  package.  When 
Web  TV  becomes  available,  E-Trade 
will  be  accessible  via  a  set-top  box  that 
will  allow  customers  to  have  streaming 
video  and  real-time,  personalized  con¬ 
tent  on  their  television  screens.  “One 
click  away  with  a  transactional  agent, 
that’s  where  I’m  going  to  be,”  promises 
Chrapaty.  “I  want  to  be  in  your  living 
room.  In  fact,  it’s  not  that  I  want  to  be — 
I  will  be.”  HE! 


Staff  Writer  Daintry  Duffy  can  be 
reached  at  dduffy@cio.com. 
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There’s  one  compelling  reason  to 
let  us  handle  your  e-business. 


e-bandwidth. 

Most  communications  companies  selling  e-commerce  solutions  have  one  problem,  they’ve  been  around 
a  while.  So,  their  networks  may  lack  the  bandwidth  to  maximize  your  IT  investments.  We’ve  got  one  of 
the  world’s  fastest  Internet  Protocol  (IP)  networks,  one  with  bandwidth  to  spare.  Put  your  e-business 
into  overdrive.  Visit  qwest.com  for  the  bandwidth  to  change  everything. 
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Qwest 


ILLUSTRATION  BY  JOYCE  HESSELBERTH 
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3M  St.  Paul,  Minn.  www.mmm.com 

Diversified  manufacturing,  and  industrial,  consumer  and  health-care  products  Revenues:  $1 5B 

David  P.  Drew,  VP  of  IT  Employees:  73,564 

Livio  D.  DeSimone,  Chairman  and  CEO 

AlliedSignal  Inc.  Morristown,  NJ. 

Advanced-technology  and  manufacturing  company  (aerospace  and 
automotive  products,  chemicals,  fibers  and  plastics) 

Larry  E.  Kittelberger,  Senior  VP  and  CIO 

Lawrence  A.  Bossidy,  Chairman  and  CEO 

www.alliedsignal.com 
Revenues:  $1 5.1  B 
Employees:  70,400 

Amazon.com  Inc.  Seattle 

Online  merchant 

Richard  L.  Dalzell,  VP  and  CIO 

Jeffrey  P.  Bezos,  Chairman,  President  and  CEO 

www.amazon.com 

Revenues:  $61 0M 
Employees:  3,000 
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LEADERS  FOR  THE  NEXT  MILLENNIUM 


The  Honorees 


P LEASE  HELP 
F/ND  OUR 

CUSTOMER!! 


last  seen  trying  to 

COMPLETE  A  WEB 

transaction,  our 
information  was 
Unavailable  and  we 

HAVEN'T  SEEN  HIM  SINCE. 

ANSWERS  TO  “WILSON" 

^  555-4253 


In  today’s  world,  the  information  has  to  be  there,  if  it’s  unavailable  for  even  a  moment,  you’ll  lose  customers. 
VERITAS®  software  ensures  you  have  the  highest  level  of  information  availability  possible.  So  instead  of  losing  customers, 
your  business  can  keep  winning  new  ones.  Call  1-800-729-7894  x:  81016,  surfwww.veritas.com,  or  start  making  those  flyers. 


VERITAS 


THE  HONOREES 


If  an  idea  doesn't 
stop  people  in  their 
tracks,  then  maybe 
it's  just  an 
incremental  change 
and  not  an 
innovation  at  all " 

-GEOFFREY 
NICHOLSON,  STAFF 
VICE  PRESIDENT 
OF  CORPORATE 
TECHNICAL 
PLANNING  AND 
INTERNATIONAL 
TECHNICAL 
OPERATIONS,  3  M 


America  Online  Inc.  Dulles,  Va. 

Branded  interactive  services  and  original  content 

Marc  Andreessen,  CTO 

Stephen  M.  Case,  Chairman  and  CEO 

www.aol.com 

Revenues:  $3.3B 
Employees:  12,000 

Amgen  Inc.  Thousand  Oaks,  Calif. 

Biotechnology 

Keith  Leonard,  Director  of  IS 

Gordon  M.  Binder,  Chairman  and  CEO 

www.amgen.com 

Revenues:  $2.7B 
Employees:  5,500 

AT&T  Corp.  New  York  City 

Global  communications 

Alan  Jones,  CIO 

C.  Michael  Armstrong,  Chairman  and  CEO 

www.att.com 

Revenues:  $53.2B 
Assets:  $101.2B 
Employees:  128,000 

Bank  of  America  Charlotte,  N.C. 

Banking 

James  D.  Dixon,  CIO 

Hugh  L.  McColl  Jr.,  Chairman  and  CEO 

www.  bankofamerica.  com 

Assets:  $61 4B 
Employees:  165,000 

Bank  One  Corp.  Chicago 

Banking  and  other  financial  services 

Marvin  Adams,  CIO 

John  B.  McCoy,  President  and  CEO 

www.bankone.com 

Assets:  $261. 5B 
Employees:  94,000 

Becton,  Dickinson  and  Co.  Franklin  Lakes,  NJ.  www.bd.com 

Manufacturer  of  diagnostic  systems  and  medical  supplies  and  equipment  Revenues:  $3.1  B 

Art  Levin,  CIO  Employees:  21,700 

Clateo  Castellini,  Chairman,  President  and  CEO 

BellSouth  Corp.  Atlanta 

Telecommunications 

Francis  A.  Dramis  Jr.,  Executive  VP  and  CIO 

F.  Duane  Ackerman,  Chairman,  President  and  CEO 

www.bellsouthcorp.com 
Revenues:  $23B 
Assets:  $39B 
Employees:  88,400 

Bharat  Petroleum  Corp.  Ltd.  Mumbai,  India 

Oil  refining  and  marketing 

Ashok  Sinha,  Director  of  Finance 

U.  Sundararajan,  Chairman  and  Managing  Director 

www.bharatpetroleum.com 
Revenues:  InR  207B  (US$4.8B) 
Assets:  InR  46B  (US$1.1  B) 
Employees:  12,094 

Biogen  Inc.  Cambridge,  Mass. 

Biotechnology  and  biopharmaceuticals 

Richard  Knight,  Director  of  IS 

James  L.  Vincent,  Chairman  and  CEO 

www.biogen.com 
Revenues:  $558M 
Employees:  1,200 

Bloomberg  LP  New  York  City 

Financial  news  and  data;  magazine  publisher;  international  TV, 
radio  and  news  wire  services 

www.bloomberg.com 
Revenues:  $1.6B  (estimate) 
Employees:  5,000 

Tom  Secunda,  Founding  Partner 
Michael  R.  Bloomberg,  CEO  and  Founder 
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Know  your 
customer’s 
next  move 


Competition  is  growing.  Stakes  are  higher. 


The  SASS  Solution  for  Customer  Relationship  Management  provides  a  winning  strategy  for  identifying 
your  most  profitable  customers.  And  keeping  them  loyal. 

Collect  information  at  all  customer  contact  points 

Analyze  data  to  better  understand  customer  needs 

Refine  business  strategies  around  your  most  desirable  customers 


To  get  to  know  your  customers,  get  to  know  the  only  software  that  integrates  the  full  scope  of  managing 
customer  relationships.  For  our  free  guide,  Identifying  and  Responding  to  Your  Most  Valued  Customers, 
visit  us  at  www.sas.com/nextmove 


The  Business  of  Better  Decision  Making 


FORTUNE 
ioc*  — * 


TO  WORK  FOR 


M 

SAS  Institute 


www.sas.com/nextmove  E-mail:  cio@sas.com  919.677.8200 


In  Canada  phone  1.800.363.8397.  SAS  and  all  other  SAS  Institute  Inc.  product  or  service  names  are  registered  trademarks  or  trademarks  of  SAS  Institute  Inc.  In  the  USA  and  other  countries  ®  indicates  USA  registration 
Other  brand  and  product  names  are  trademarks  of  their  respective  companies.  Copyright  ©  1999  by  SAS  Institute  Inc.  23689US.0599 


At  BP  and  Amoco,  if 
you  were  hired  in 
the  1950s  you 
thought  you  had  a 
job  for  life.  What 
personal  mastery 
is  saying  is  that 
deep  down  you 
have  a  choice  of 
what  you  want  to 
create  in  life.  You 
apply  that  to 
organizations  and 
you  have 
organizational 
learning.  ” 

-TOM  STANDING, 
SENIOR  ADVISER 
ON  LEARNING  AND 
ORGANIZATION 
DEVELOPMENT, 

BP  AMOCO 


BP  Amoco  PLC  London 

Integrated  oil  company 

John  Leggate,  Group  VP  of  IT 

John  Browne,  CEO 

www.  bpamoco.  com 
Revenues:  $68.3B 
Employees:  96,650 

Cable  News  Network  Inc.  (CNN)  Atlanta 

News  organization  with  television,  radio  and  Internet  outlets 

Scott  Teissier,  CIO  and  CTO 

Tom  Johnson,  Chairman,  President  and  CEO 

www.cnn.com 

Revenues:  NA 
Employees:  3,500 

Capital  One  Financial  Corp.  Falls  Church,  Va. 

Financial  services 

James  Donehey,  CIO 

Richard  D.  Fairbank,  Chairman  and  CEO 

www.  capita  lone,  com 
Assets:  $17.4B 
Employees:  12,000 

Charles  Schwab  Corp.,  The  San  Francisco 

Securities  brokerage  and  related  financial  services 

Dawn  Lepore,  Executive  VP  and  CIO 

Charles  R.  Schwab,  Chairman  and  Co-CEO 

David  S.  Pottruck,  President  and  Co-CEO 

www.schwab.com 
Revenues:  $2.7B 
Assets:  $491.1  B 
Employees:  13,500 

Cisco  Systems  Inc.  San  Jose,  Calif. 

Internet  communications  gear 

Peter  Solvik,  Senior  VP  of  IS  and  CIO 

John  T.  Chambers,  President  and  CEO 

www.cisco.com 

Revenues:  $8.5B 
Employees:  17,000+ 

Citigroup  Inc.  New  York  City  www.citi.com 

Financial  services,  banking,  brokerage  and  insurance  Revenues:  $76.4B 

Edward  D.  Horowitz,  Senior  Corporate  Officer  of  Citigroup  and  Head  of  e-Citi  Employees:  170,000 

John  S.  Reed,  Chairman  and  Co-CEO 

Sanford  1.  Weill,  Chairman  and  Co-CEO 

Mary  Alice  Taylor,  Sr.  Corporate  Officer  of  Citigroup  and  Head  of  Global  Operations  and  Technology 

Coca-Cola  Co.,  The  Atlanta 

Soft  drink  manufacturer 

William  S.  Herald,  CIO 

M.  Douglas  Ivester,  Chairman  and  CEO 

www. thecoca-colacompany.com 
Revenues:  $18.8B 
Employees:  29,500 

Comcast  Cable  Communications  Inc.  Philadelphia 

Cable  television 

Bradley  P.  Dusto,  Senior  VP  of  Engineering 

Stephen  B.  Burke,  President 

www.comcast.com/cable 

Revenues:  $2.3B 
Assets:  $6.5B 
Employees:  8,800 

Computer  Associates  International  Inc.  Islandia,  N.Y. 
Software 

Gary  Quinn,  Executive  VP  of  Global  Information  and  Administration 
Charles  B.  Wang,  Chairman  and  CEO 

www.cai.com 

Revenues:  $5.3B 
Assets:  $6.7B 
Employees:  14,000 

Convergys  Corp.  Cincinnati 

Customer  relationship  management 

Brian  C.  Henry,  CIO 

James  F.  Orr,  President  and  CEO 

www.convergys.com 
Revenues:  $1.5B 
Employees:  33,000 
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Enterprise 
Solutions  Kit 


Just  mail  or  fax  this  completed  coupon 
or  contact  APC  for  your  FREE  Enterprise 
Solutions  Kit.  Better  yet,  order  it  today 
at  the  APC  Web  site! 

Key  Code 

http://promo.apcc.com  m662z 

(888)  289-APCC  x7643  •  FAX:  (401)  788-2797 


Legendary  Reliability” 


□  YES!  Please  send  me  my  FREE 
Enterprise  Solutions  Kit. 


□  NO,  I'm  not  interested  at  this  time,  but 
please  add  me  to  your  mailing  list. 


Key  Code 

m662z 


Name: . 
Title:  _ 


.  Company: 


Address:  _ 
City/Town:. 
Phone: 


.  State: 


.  Country 


Brand  of  UPS  used? 


# 


Brand  of  PC  used?  _ # 

Brand  of  Servers  used? _ # 


©1999  APC.  All  trademarks  are  the  property  of  their  owners.  APC2F9EB-US  •  E-mail:  apcinfo@apcc.com  •  132  Fairgrounds  Road,  West  Kingston.  Rl  02892  USA 


POSTAGE  WILL  BE  PAID  BY  ADDRESSEE 


APC 

AMERICAN  POWER  CONVERSION 

KEY  CODE:  m662z 
Department:  B 
132  FAIRGROUNDS  ROAD 
PO  BOX  278 

WEST  KINGSTON  Rl  02892-9920 


How  to  Contact  APC 

Call:  (888)  289-APCC 

use  the  extension  on  the  reverse  side 

Fax:(401)  788-2797 

Visit  http://promo.apcc.com 

use  the  key  code  on  the  reverse  side 


Legendary  Reliability' 


Symmetra  ”  Power  Array 


The  solution  to 
growing  datacenters 


TM 


•  Maximum  uptime  is  guaranteed  by  unique 
single-phase  Power  Array'”  power  sharing 
technology 

•  Scalability  allows  modular  expansion  and 
reconfiguration  as  your  datacenter  grows 

•  Simplified  maintenance  dramatically  lowers 
cost  of  ownership 

•  Highest  availability/lowest  operating  costs 
in  the  marketplace 

•  N+1  redundancy  design  assures  continuous 
availability 

•  Serviceable  while  load  is  up  and  running 


Silcon’  DP300E  Family 

The  solution  for  site-wide 
power  protection 

•  3-phase  growth  path  from  10  kVA  to  4  MW 
safeguards  your  investment 

•  Innovative  Delta  Conversion  On-line  ” 
design  means  unmatched  efficiency  and 
low  operating  costs 

•  Smaller  footprint  and  cabling  reduce  cost  of 
ownership 

•  Saves  up  to  18%  in  energy  loss  over  tradi¬ 
tional  legacy  UPS  design 

•  Reduction  in  harmonic  current  from  30% 
(legacy)  to  3% 

•  Up  to  nine  units  can  be  run  in  load 
sharing/redundant  mode 


Establishing  a  relationship  with  APC  can  save  you  millions  of  dollars.  It  can 
also  ease  the  pain  of  having  to  manage  the  uncertainty  of  power-related 
downtime.  Computerworld  readers  choose  APC  for  reliability  10-1  over  any 
other  brand.  Find  out  what  8,000,000  customers  and  8,000  resellers  in  over 
120  countries  have  already  discovered:  APC's  Legendary  Reliability  "  is 
unmatched  in  the  industry.  Contact  APC  today  and  let  our  integrated  datacenter 
power  management  solutions  work  for  you. 


APC  Global  Services 

The  solution  for  pro-active 
power  protection 


•  Quality  solutions  tailored  to  meet  your 
requirements 

•  Provides  a  road  map  for  implementing  a 
power  protection  strategy  that  works 

•  PowerAudit™:  the  comprehensive,  power 
quality  consulting  program 

•  Proper  installation,  proactive  maintenance 
and  cost-saving  analysis 

•  Cost-effective  24x7  services  that  focus 
entirely  on  power  quality 

•  Attractively  priced  services  bundles  available 

•  Guaranteed  satisfaction  or  your  money  back 

•  5,000  employees  and  over  8,000  business 
partners  worldwide  to  serve  you 


Find  out  why  APC  has  won  over  130  awards  for 
reliability  and  visit  www.apcc.com  today. 


Legendary  Reliability  " 


“When  the  tax  practice  is 
without  computers,  $35,000 
per  hour  in  revenue  and 
production  is  lost.  We  need 
APC  Symmetra “  to  help  us 
keep  our  platform  stable. " 

Bill  Cope,  Network  Analyst, 

Arthur  Andersen 


“The  professionalism  and 
thoroughness  exhibited  by 
the  representatives  of  APC's 
Global  Services  Group  in 
explaining  all  facets  of  the 
transition  sold  me  on  the  APC 
Silcon*  DP300E  solution. " 


Franco  Pasquale,  Simulator  Team  Leader, 
Boston  Edison 


“With  untested  wiring  in  the 
new  building  and  a  network 
that  needed  to  come  online 
quickly,  we  felt  the  APC  Global 
Service  PowerAudit"  could 
help  us  identify  and  prevent 
any  potential  power  problems. " 


Scott  Davidson,  Manager  of 
Development  and  Operations,  Sarcom 


FREE  Enterprise  Solutions  Kit.  Get  Legendary  Reliability “  for  your  network. 

To  order  Visit  http://promo.apcc.com  Key  Code  m662z  •  Call  888-289-APCC  x7643  •  Fax  401 -788-2797 
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THE  HONOREES 


It  used  to  be  fun  to 
watch  the  people 
from  our  pipeline 
division,  who  really 
knew  the  natural 
gas  business, 
coming  together 
with  the  risk 
management  people 
from  Wall  Street, 
who  wouldn't  know 
an  MCF  of  gas  if  it 
hit  them  on  the 
head.  But  by 
bringing  those  two 
different  types  of 
people  together,  they 
kind  of  cracked  the 
nut.  ” 

-RICHARD  CAUSEY, 
SENIOR  VICE 
PRESIDENT  AND 
CHIEF  ACCOUNTING 
AND  INFORMATION 
OFFICER,  ENRON 


Corning  Inc.  Corning,  N.Y. 

Manufacturer  of  high-tech  products  for  the  communications,  scientific 
and  environmental  markets 

Richard  J.  Fishburn,  VP  and  CIO 

Roger  G.  Ackerman,  Chairman  and  CEO 

www.corning.com 
Revenues:  $3.5B 
Employees:  15,400 

DaimlerChrysler  AG  Auburn  Hills,  Mich.,  and  Stuttgart,  Germany  www.daimlerchrysler.com 

Transportation  company  Revenues:  Eur  132B  (US$1 36B) 

Susan  J.  Unger,  Senior  VP  and  CIO  Employees:  457,000 

Robert  J.  Eaton,  Co-Chairman 

Juergen  E.  Schrempp,  Co-Chairman 

Dell  Computer  Corp.  Round  Rock,  Texas 

Computer  manufacturer 

Jerry  N.  Gregoire,  Senior  VP  and  CIO 

Michael  S.  Dell,  Chairman  and  CEO 

www.dell.com 
Revenues:  $18.2B 
Employees:  24,000 

Deloitte  Consulting  New  York  City 

Management  consulting  and  systems  integration 

Stephen  D.  Sprinkle,  Managing  Director  of  Service  Lines 

Pat  Loconto,  Chairman  and  CEO 

www.dc.com 
Revenues:  $3.2B 
Employees:  19,560 

Discovery  Communications  Inc.  Bethesda,  Md. 

Producer  of  original  nonfiction  programming 

David  P.  Roth,  Senior  VP  of  IS  and  Services 

John  S.  Hendricks,  Founder,  Chairman  and  CEO 

Judith  A.  McHale,  President  and  COO 

www.discovery.com 
Revenues:  $1B+ 
Employees:  3,500+ 

eBay  Inc.  San  Jose,  Calif. 

Online  person-to-person  trading 

Michael  Wilson,  Senior  VP  of  Product  Development  and  Site  Operations 
Margaret  C.  Whitman,  President  and  CEO 

www.ebay.com 
Revenues:  $47.4M 
Employees:  193 

E.l.  du  Pont  de  Nemours  and  Co.  Wilmington,  Del. 

Science  company 

Robert  R.  Ridout,  VP  of  IS  and  CIO 

Charles  0.  Holliday  Jr.,  Chairman,  President  and  CEO 

www.dupont.com 
Revenues:  $24.8B 
Employees:  92,000 

Enron  Corp.  Houston 

Natural  gas  and  electricity 

Richard  Causey,  Senior  VP  and  Chief  Accounting  and  Information  Officer 
Kenneth  L.  Lay,  Chairman  and  CEO 

www.enron.com 

Revenues:  $31. 3B 
Assets:  $30B 
Employees:  20,000 

Enterprise  Rent-A-Car  Co.  St.  Louis 

Car  rental  company 

William  W.  Snyder,  Senior  VP  and  CIO 

Andrew  C.  Taylor,  President  and  CEO 

www.  en  ter  prise,  com 
Revenues:  $4.2B 
Employees:  37,000 

Ernst  &  Young  LLP  New  York  City 

Consulting,  tax  and  assurance 

John  T.  McCreadie,  CIO 

Philip  A.  Laskawy,  Chairman  and  CEO 

www.ey.com 

Revenues:  $5.5B 
Employees:  30,000 
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SYLVAN  PROMETRIC 

AT&T 

EQUIFAX 

You  might  not  know  our  name  yet,  but  they  do. 

CARS.COM 

FIRST  UNION 

KNIGHT  RIDDER  NEW  MEDIA 


Introducing  Cysive.  Premier  Builders  of 
e-Business  Architectures.  As  customers 
increasingly  demand  commerce  over 
the  Internet,  leading  businesses  are 
turning  to  one  company  to  deliver  their 
advanced  Web  applications.  From 
business-to-business  e-commerce, 
supply  chain  management  and  high- 
volume  financial  workflow  to  customer 
asset  management,  cooperative 
engineering  and  customer  care,  we 
use  experienced  teams  with  the  latest 


technologies  to  develop  custom  appli¬ 
cations  for  your  business.  Our  track 
record  for  quality  and  reliability  is 
unmatched  in  the  e-business  industry. 
We're  Cysive  —  formerly  Alta  Software 
Let  us  develop  a  solution  for  you.  For 
more  information,  call  1-800-996-2582 
or  visit  www.cysive.com 

Cysive. 

net  business,  net  growth,  net  results. 


•  •••••••••  •  • 


Our  strategy  is  to  let 
the  customers 
dictate  the  services 
they  want  and  give 
them  choice  and 
access  when  and 
where  they  want  it.  ” 

-JAMIE  M0LDAF5KY, 
SENIOR  VICE 
PRESIDENT  OF 
SEGMENT 
MARKETING  FOR 
RETAIL  CLIENT 
SERVICES, 

CHARLES  SCHWAB 
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E-Trade  Group  Inc.  Palo  Alto,  Calif. 

Electronic  financial  services 

Debra  Chrapaty,  CIO,  and  President  and  COO  of  E-Trade  Technologies 
Christos  M.  Cotsakos,  President  and  CEO 

www.etrade.com 
Revenues:  $245.3M 
Assets:  $21 B 
Employees:  1,200 

Federal  Express  Corp.  Memphis,  Tenn. 

Express  delivery  and  transportation  services 

Christopher  T.  Hjelm,  Senior  VP  and  CIO 

Theodore  L.  Weise,  President  and  CEO 

www.fedex.com 
Revenues:  $13.3B 
Employees:  146,000 

First  Tennessee  National  Corp.  Memphis,  Tenn. 

Financial  services 

John  Kelley,  Memphis  Banking  Group  President 

Ralph  Horn,  Chairman,  President  and  CEO 

www. firsttennessee.com 
Assets:  $1 8.3B 
Employees:  11,106 

General  Electric  Co.  Fairfield,  Conn. 

Global  diversified  products  and  services 

Gary  M.  Reiner,  Senior  VP  and  CIO 

John  F.  Welch  Jr.,  Chairman  and  CEO 

www.ge.com 
Revenues:  $100.5B 
Assets:  $355B 
Employees:  293,000 

Gillette  Co.,  The  Boston 

Manufacturer  of  consumer  products 

Patrick  J.  Zilvitis,  VP  of  Corporate  IT 

Michael  C.  Hawley,  Chairman  and  CEO 

www.gillette.com 
Revenues:  $1  OB 
Employees:  43,100 

Grainger  Inc.  Lake  Forest,  III. 

Business-to-business  distributor  of  equipment,  components  and  supplies 
for  maintenance,  repair  and  other  services 

James  T.  Ryan,  VP  of  IS 

Richard  L.  Keyser,  Chairman  and  CEO 

www.grainger.com 
Revenues:  $4.3B 
Assets:  $2.1  B 
Employees:  15,270 

GreenMountain.com  Co.  South  Burlington,  Vt. 

Marketer  of  environmentally  friendly  products  over  the  Internet  and 
electricity  retailer 

Jeffrey  D.  Liotta,  CTO 

Dennis  Crumpler,  Vice  Chairman 

M.  David  White,  CEO 

www.greenmountain.com 
Revenues:  $1.5M 
Employees:  80 

Hallmark  Cards  Inc.  Kansas  City,  Mo. 

Manufacturing 

Steve  Hawn,  VP  of  IT 

Irvine  0.  Hockaday  Jr.,  President  and  CEO 

www.hallmark.com 

Net  Sales:  $3.9B 
Employees:  20,945 

Harley-Davidson  Motor  Co.  (Harley-Davidson  Inc.)  Milwaukee 
Motorcycles 

David  J.  Storm,  VP  of  Planning  and  IS 

Jeffery  L.  Bluestein,  Chairman,  President  and  CEO 

www.harley-davidson.com 
Revenues:  $2.1  B 
Employees:  6,000+ 

Hewlett-Packard  Co.  Palo  Alto,  Calif.  www.hp.com 

Computing  and  imaging  solutions  and  services  for  business  and  home  Revenues:  $47.1  B 

Michael  J.  Rose,  VP  and  CIO  Employees:  122,800 

Lewis  E.  Platt,  Chairman  and  CEO 
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Reducing  your  time-to- 
market  is  critical  no  matter 
what  business  you’re  in. 
But  never  at  the  expense 
of  product  quality.  That’s 
why  getting  the  right  data 
at  the  right  time  is  key. 

And  that’s  where 
Metaphase®  comes  in.  Meta¬ 
phase  provides  an  open, 


web-centric  data  manage¬ 
ment  solution  that  enables 
manufacturers  to  capture 
data  and  communicate  it 
throughout  product  devel¬ 
opment  and  across  the 
supply  chain  -  even  from 
varying  software  platforms. 

So  your  new  products 


get  to  market  with  un¬ 
paralleled  speed  and 
accuracy.  Avoiding  costly 
mistakes.  And  the  occasional 
embarrassing  surprise. 

For  more  information, 
including  our  most  recent 
Customer  Success  Stories, 
call  800-848-7372  or  visit 

www.SDRC.com. 


9 

Metaphase 

9 
G  e  t 
There 
Fa  s  t  e  r 


SDRC 


Never  underestimate 
the  importance  of  getting  the  right 
data  at  the  right  time. 


You  can’t  just  shout 
in  the  forest 
anymore.  You  have 
to  whisper  in  their 
ear.  ” 


-BUD  PLACE,  FIELD 
MARKETING 
SPECIALIST, 

JEEP  DIVISION, 
DAIMLERCHRYSLER, 
REGARDING  THE 
RELATIONSHIP 
BETWEEN  THE 
BRAND  AND  THE 
BUYER 


Home  Depot  Inc.,  The  Atlanta 

Home  improvement  retailer 

Ronald  B.  Griffin,  Senior  VP  of  IS 

Arthur  M.  Blank,  President,  CEO  and  COO 

www.homedepot.com 
Revenues:  $30.2B 
Employees:  180,000 

Honda  Motor  Co.  Ltd.  Tokyo 

Automobile  and  motorcycle  manufacturer 

Masaaki  Kato,  Director 

Hiroyuki  Yoshino,  President  and  CEO 

www.hondaco.jp/eng 
Revenues:  $45.4B 
Assets:  $36.4B 
Employees:  112,000 

IBM  Corp.  Armonk,  N.Y. 

Information  and  technology  services 

Stephen  M.  Ward,  VP  of  Business  Transformation  and  CIO 

Louis  V.  Gerstner  Jr.,  Chairman  and  CEO 

www.ibm.com 
Revenues:  $81. 7B 
Employees:  291,067 

InFocus  Systems  Inc.  Wilsonville,  Ore. 

Data  and  video  projection  systems 

Craig  Friedrich,  CIO 

John  V.  Harker,  CEO 

www.infocus.com 
Revenues:  $310M 
Employees:  530 

Ingram  Micro  Inc.  Santa  Ana,  Calif. 

Wholesale  distributor  of  technology  products  and  services 

David  M.  Carlson,  Senior  VP  and  CTO 

Jerre  L.  Stead,  Chairman  and  CEO 

www.ingrammicro.com 
Revenues:  $22B 
Employees:  14,000 

J.  Sainsbury  PLC  London 

Supermarket  and  grocery 

Chris  Montagnon,  Director  of  IS 

Dino  Adriano,  Group  CEO  and  Chairman,  Sainsbury's  Supermarkets 

www.j-sainsbury.co.uk 
Revenues:  £15B  (USS23.9B) 
Employees:  173,775 

Johnson  &  Johnson  New  Brunswick,  NJ. 

Health-care  products  manufacturer 

JoAnn  H.  Heisen,  VP  and  CIO 

Ralph  S.  Larsen,  Chairman  and  CEO 

www.jnj.com 
Revenues:  $23.7B 
Employees:  93,100 

Kinko's  Inc.  Ventura,  Calif. 

Retail  provider  of  document  and  business  services 

Robert  Meltzer,  CTO 

Joseph  Hardin  Jr.,  President  and  CEO 

www.kinkos.com 

Revenues:  NA 
Employees:  25,000 

Kraft  Foods  Inc.  Northfield,  III. 

Food  manufacturer 

James  R.  Kinney,  Senior  VP  and  CIO 

Robert  A.  Eckert,  President  and  CEO 

www.  kraftfoods.  com 
Revenues:  $17.3B 
Employees:  37,500 

Lucent  Technologies  Inc.  Murray  Hill,  N.J. 

Communications  equipment  manufacturer  and  software  developer 
Herbert  G.  Vinnicombe,  VP  and  CIO 

Richard  A.  McGinn,  Chairman  and  CEO 

www.lucent.com 
Revenues:  $30.1  B 
Employees:  143,600 
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Some  consultants  try  to  impress  you 
with  a  big  name  and  a  sharp  suit. 


Now  there  is  a  better  choice  for  all  your 
consulting  needs  -  PenGroup.com 

Introducing  a  revolution  in  consulting  services. 
Through  the  power  of  the  Internet, 
PenGroup.com  provides  you  the  resources  of  the 
largest  firms,  but  with  the  greater  expertise, 
more  personalized  service  and  lower  fees  of 
smaller  firms. 

The  bottom  line  for  you  is  better  value  for  your 
consulting  budgets. 

PenGroup.com  is  a  network  of  high-quality, 
independent  consulting  firms  linked  together 
through  the  Internet.  All  the  firms  have  been 
pre-qualified,  and  continue  to  meet  strict 
quality  standards  based  on  client  satisfaction. 


PENGROUP.com 

The  Consulting  Firm  Network 


Consultants  in  PenGroup.com  Affiliated  firms 
average  more  than  22  years  of  industry 
experience.  Compare  this  to  senior  consultants 
in  big-name  firms,  with  an  average  of  only  3-5 
years  experience.  And  you  know  the  rates  these 
firms  charge. 

All  major  practice  areas  are  covered  through 
PenGroup.com,  including  management, 
marketing,  information  technology, 
manufacturing,  engineering  and  others. 

PenGroup.com  -  the  better  consulting  choice. 

Visit  our  website  for  a  free  trial. 


www.pengroup.com 

800.983.9737 


THE  HONOREES 


The  harriers  to 
entry  are  pretty  low, 
hut  the  barriers  to 
really  succeeding 
are  very,  very  high.  ” 


-DEBRA  CHRAPATY, 
CIO,  E-TRADE 
GROUP 


Malden  Mills  Industries  Inc.  Lawrence,  Mass. 

Textile  manufacturer  of  Polartec  fabrics 

William  Baggeroer,  CIO 

Aaron  Feuerstein,  President  and  CEO 

www.polartec.com 
Revenues:  $300M 
Employees:  2,000 

Marriott  International  Inc.  Bethesda,  Md. 

Hospitality 

Carl  Wilson,  Executive  VP  and  CIO 

William  J.  Shaw,  President  and  COO 

www.marriott.com 

Sales:  $8B 
Employees:  135,000 

Marshall  Industries  El  Monte,  Calif. 

Electronic  component  distribution 

Robert  Rodin,  President  and  CEO 

www. marshall.com 

Revenues:  $1.7B 
Employees:  2,000 

Maytag  Corp.  Newton,  Iowa 

Appliances 

Edward  Wojciechowski,  Corporate  VP  of  IT 

Leonard  A.  Hadley,  Chairman  and  CEO 

www.  may  tag  corp.  com 
Revenues:  $4B 
Employees:  24,000 

MBNA  Corp.  Wilmington,  Del. 

Banking 

Ronald  W.  Davies,  Senior  Vice  Chairman 

Alfred  Lerner,  Chairman  and  CEO 

www.  mbnain  ternational.  com 
Revenues:  $5.2B 
Employees:  20,000 

MCI  WorldCom  Inc.  Jackson,  Miss. 

Telecommunications 

Diane  Duggan,  CIO 

Bernard  J.  Ebbers,  President  and  CEO 

www.wcom.com 

Revenues:  $30B+ 
Employees:  70,000 

Menasha  Corp.  Neenah,  Wis. 

Manufacturer  of  paper  and  plastic  components 

Dennis  Beiderman,  Director  of  IS 

Robert  D.  Bero,  President  and  CEO 

www.menasha.com 

Net  Sales:  $952M 
Employees:  5,759 

Merck  &  Co.  Inc.  Whitehouse  Station,  NJ. 

Pharmaceuticals 

Hassan  Dayem,  VP  of  IS  and  CIO 

Raymond  V.  Gilmartin,  Chairman,  President  and  CEO 

www.merck.com 

Sales:  $26.9B 
Employees:  57,300 

Microsoft  Corp.  Redmond,  Wash. 

Platforms,  software 

Rick  Devenuti,  VP  and  CIO  of  IT  Group 

William  H.  Gates  III,  Chairman  and  CEO 

www.  microsoft.  com 
Net  Revenues:  $1 4.5B 
Employees:  30,202 

Millipore  Corp.  Bedford,  Mass.  www.millipore.com 

Purification  technology  for  biopharmaceutical  and  research,  and  microelectronics  Net  Revenues:  $699M 
Bertrand  Loy,  VP  of  IT  Employees:  4,000 

C.  William  Zadel,  Chairman,  President  and  CEO 


Mirage  Resorts  Inc.  Las  Vegas 

Casino  operations 

Glenn  Bonner,  VP  and  CIO 

Stephen  A.  Wynn,  Chairman,  President  and  CEO 


www.mirageresorts.com 
Revenues:  $1.5B 
Employees:  28,000 
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Want  to  know  how  to  distance  yourself  from  your  competitors? 

Get  closer  to  your  customers. 


It’s  simple.  Give  customers  what  they  want  when 
they  want  it  and  they’ll  keep  giving  you  their  business. 
The  hard  part  is  how.  The  answer?  Integrate  your 
voice  and  data  systems  with  an  exciting  technology 
called  computer  telephony  integration  or  CTI.  CTI 
gives  your  employees  real-time  access  to  valuable 
customer  data.  So  every  time  a  customer  calls-  via 


phone,  fax,  e-mail  or  even  the  Internet-  you  can  give 
them  answers  instantly.  And  enjoy  a  chance  to  get 
that  much  closer.  As  one  of  the  world  s  leading 
computer  makers,  we’ve  been  integrating  systems  for 
decades.  And  we  can  help  you.  To  learn  more, 
call  1-888-FBCS-CTI  for  a  free  white  paper. 
Or  download  a  copy  at  www.fbcs.fujitsu.com. 


FUJITSU 

COMPUTERS,  COMMUNICATIONS,  MICROELECTRONICS 


©  1999  Fujitsu.  All  rights  reserved. 


THE  HON 


REES 


People  who  don't 
work  in  a 

particular  area  will 
often  question 
things  where  others 
think  the  answers 
are  self-evident  but 
in  reality  are  quite 
complicated.  ” 

-LAURI  KIVINEN, 
SENIOR  VICE 
PRESIDENT  OF 
CORPORATE 
COMMUNICATIONS, 
NOKIA 


Motorola  Inc.  Schaumburg,  III. 

Integrated  communications  and  embedded  electronic  solutions 
Les  Shroyer,  CIO 

Christopher  Galvin,  Chairman  and  CEO 

www.motorola.com 

Revenues:  $29.4B 
Assets:  $28.7B 
Employees:  133,000 

National  Association  of  Securities  Dealers  (NASD)  Washington,  D.C.  www.nasd.com 
Securities  industry  self-regulatory  organization;  parent  of  NASD  Regulation  Inc.  Revenues:  $740M 
and  The  Nasdaq-Amex  Market  Group  Employees:  3,500 

Gregor  S.  Bailar,  Executive  VP  and  CIO 

Frank  G.  Zarb,  Chairman  and  CEO 

Nextel  Communications  Inc.  Reston,  Va. 

Wireless  communications  provider 

Richard  LaFavre,  CIO 

Daniel  F.  Akerson,  Chairman  and  CEO 

www.nextel.com 

Revenues:  $1.8B 
Employees:  9,600 

Nokia  Espoo,  Finland 

Telecommunications  and  data  communications  equipment 

Jorma  Ollila,  CEO 

www.nokia.com 

Revenues:  $15.7B 
Employees:  47,000 

Novartis  AG  Basel,  Switzerland 

Life  sciences 

Horst  Fischer,  Head  of  Corporate  IT 

Daniel  Vasella,  Chairman,  President  and  CEO 

www.  nova  rt  is.  com 
Revenues:  SFr  31. 7B  (US$20.6B) 
Employees:  82,000 

Patagonia  Inc.  Ventura,  Calif. 

Designer  and  distributor  of  technical  outdoor  clothing 

Mike  Busch,  CIO 

Eve  Jursch,  CEO 

www.patagonia.com 
Revenues:  $165M 
Employees:  900 

PeopleSoft  Inc.  Pleasanton,  Calif. 

Electronic  business  networks 

David  Thompson,  CIO 

David  A.  Duffield,  Chairman,  President  and  CEO 

www.peoplesoft.com 
Revenues:  $1.3B 
Employees:  6,600 

Pfizer  Inc.  New  York  City 

Pharmaceuticals 

William  C.  Steere  Jr.,  Chairman  and  CEO 

www.pfizer.com 
Revenues:  $1 3.5B 
Employees:  46,000 

PricewaterhouseCoopers  LLP  New  York  City 

Professional  services 

Ellen  Knapp,  Global  CIO 

James  J.  Schiro,  CEO 

www.pwcglobal.com 
Revenues:  $1 5.3B 
Employees:  155,000 

Progressive  Corp.,  The  Mayfield  Village,  Ohio 

Auto  insurance 

Peter  Lewis,  CEO 

www.progressive.com 
Revenues:  $5.3B 
Employees:  15,500 

PRT  Group  Inc.  New  York  City 

Global  software  engineering  services 

Stephen  E.  Michaelson,  Senior  VP  and  CIO 

www.prt.com 
Revenues:  $85.6M 
Employees:  800+ 

Doug  Mellinger,  Chairman  and  CEO 
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BELLCORE 
CREATED  TODAYS 
TELEPHONE 
NETWORK  OVER 
THE  PAST  15  YEARS. 


TELCORDIA 
IS  CREATING  THE 
NEXT  GENERATION 
NETWORK 
IN  15  MONTHS. 
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Bellcore  has  become  Telcordia  Technologies.  And  we're  setting  an  extraordinary 
pace  to  transform  communications  -  rapidly  creating  the  Next  Generation  Network, 
converging  voice  and  data  technologies  for  our  customers  and  their  customers, 
everywhere.  We  offer  new  solutions,  new  agility  and  a  whole  new  attitude. 
We  started  it.  Weil  finish  it.  ^  -r  ■  . 

“^Telcordia.. 


Technologies 


Performance  from  Experience 


An  SAIC  Company 


www.telcordia.com  1-800-521-2673 


©1 999  Telcordia  Technologies.  Inc. 


THE  HONOREES 


Not  to  hit  our  profit 
goal  is  as  big  a 
problem  as  failing 
in  our  social 
mission.  ” 

-YVON  CHOUINARD, 
FOUNDER, 
PATAGONIA 


Prudential  Insurance  Co.  of  America,  The  Newark,  NJ 
Financial  services 

William  D.  Friel,  Senior  VP  and  CIO 
Arthur  F.  Ryan,  Chairman  and  CEO 

Qantas  Airways  Ltd.  Mascot,  NSW  Australia 
Transportation  of  passengers  and  freight 
David  Burden,  Executive  General  Manager,  Corporate  Services 
James  Strong,  CEO 


www.qualcomm.com 
Revenues:  $3.3B 
Employees:  10,500 


www.quantum.com 
Revenues:  $4.9B 
Employees:  6,147 

www.rosenbluth.com 
Revenues:  $4B 
Employees:  4,900 


Sabre  Inc.  Fort  Worth,  Texas 

Electronic  distribution  of  travel-related  products  and  services,  and  provider  of 
IT  solutions  for  the  transportation  industry 
Terrel  B.  Jones,  CIO 
Michael  J.  Durham,  President  and  CEO 


SAP  America  Inc.  Newtown  Square,  Pa. 

Application  software 

Al  Wizdo,  CIO 

Kevin  McKay,  CEO 

www.sap.com/usa 
Revenues:  $2.3B 
Employees:  5,984 

SAS  Institute  Inc.  Cary,  N.C. 

Software  development 

Charlie  Dunham,  VP  of  IS 

James  H.  Goodnight,  President  and  CEO 

www.sas.com 

Revenues:  $871 M 
Employees:  5,908 

Schlumberger  Ltd.  New  York  City 

Technical  services 

Jean  Chevallier,  VP  of  IT 

D.  Euan  Baird,  CEO  and  Chairman 

www.slb.com 

Revenues:  $11.8B 
Employees:  64,000 

Sears,  Roebuck  and  Co.  Hoffman  Estates,  III. 

Retail 

Jerry  Miller,  Senior  VP  and  CIO 

Arthur  C.  Martinez,  Chairman  and  CEO 

www.sears.com 

Revenues:  $41. 3B 
Employees:  324,000 

www.sabre.com 
Revenues:  $2.3B 
Employees:  1 1,500 


Qualcomm  Inc.  San  Diego 

Manufacturer  of  advanced  communications  products 

Norm  Fjeldheim,  VP  and  CIO 

Richard  Sulpizio,  President  and  COO 

Quantum  Corp.  Milpitas,  Calif. 

Mass  storage 

Paul  Roman,  VP  and  Acting  CIO 
Michael  A.  Brown,  Chairman  and  CEO 

Rosenbluth  International  Philadelphia 
Comprehensive  corporate,  leisure  and  meetings  travel  services 
Neal  Bibeau,  VP  of  Marketing  and  CIO 
Hal  F.  Rosenbluth,  President  and  CEO 


www.qantas.com.au 
Revenues:  $304.8M 
Employees:  30,000 


www.prudential.com 
Revenues:  $27.1  B 
Employees:  78,000 
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Sometimes  You  Don’t  Know 
What  You’ve  Got  Till  It’s  Gone 


Remember  that  autographed  baseball  you  had  as  a  kid 
that  you  wish  you  still  owned?  And  what  would  you 
give  to  get  your  old  car  back,  the  one  that  would  be  a 
classic  today?  We  don’t  always 
recognize  the  true  value  of  things 
until  it's  too  late.  Some  executives 
don't  realize  how  dependent  their 
organizations  are  on  information 
technology  until  something 
goes  wrong. 

Whether  the  result  of  a  weather- 
related  emergency,  the  devastation  of  a  fire,  equipment 
failure  or  even  a  misguided  jackhammer,  a  systems 
shutdown  has  far-reaching  consequences.  You  can’t  risk 
losing  access  to  your  critical  data — the  lifeblood  of 
your  business. 


At  SunGard®,  we  make  it  easy  for  you  to  prepare  for 
the  worst.  Rapid  ResponsesM  includes  everything  from 
getting  you  a  fast,  competitive  price  on  our  services 
to  executing  a  swift  recovery. 

We  offer  a  full  range  of  business 
continuity  and  recovery  plan 
options  to  suit  a  myriad  of 
computing  environments. .  .so  you 
won't  have  to  worry  about  losing 
the  precious  things  that  matter 
most  to  you  and  your  company. 

To  get  up  to  speed  quickly  on  the 
need  and  importance  of  disaster  recovery  and  business 
continuity,  call  1-800-HOTSITE  today  for  your  FREE 
copy  of  “Disaster  Recovery  Made  Easy:  A  Guide  to 
Business  Continuity”  or  visit  the  SunGard  website  at 
http:// recovery.sungard.com. 


SUNGARD 

^?AP/D 

RESPONSE 

Easy  Access  to  Affordable  Business  Continuity 


Exclusively  recommended  provider  of  recovery  services  for  Compaq’s  Tandem  products, 

Data  General,  Sequent  and  Silicon  Graphics.  Preferred  provider  for  Compaq’s  Digital  products. 


©  Simon  &  Schuster,  Inc.  Licensed  by  United  Media,  www.raggedyann-museum.org 


The  Internet  is 
going  to  cause  a  lot 
of  people  to  rethink 
channels.  We’re 
trying  to  ensure 
that  the 

infrastructure  is  in 
place  for  the 
revolution  that’s 
coming.  ” 

-DONALD  WALKER, 
CIO,  U  S  A  A 


Southwest  Airlines  Dallas 
Airline 

Ross  Holman,  VP  of  Systems 

Herbert  D.  Kelleher,  Chairman,  President  and  CEO 


www.southwest.com 
Revenues:  $4.2B 
Assets:  $4.7B 
Employees:  27,675 


Wal-Mart  Stores  Inc.  Bentonville,  Ark. 
Retail 

Randall  Mott,  CIO 
David  Glass,  CEO 


www.  wal-mart.  com 
Revenues:  $1 37.6B 
Employees:  850,000 


Staples  Inc.  Framingham,  Mass. 

Office  supplies  retailer 

Brian  T.  Light,  Senior  VP  and  CIO 

Thomas  G.  Sternberg,  Chairman  and  CEO 

www.staples.com 
Revenues:  $7.1  B 
Assets:  $3B 
Employees:  44,000 

Starbucks  Coffee  Co.  Seattle 

Specialty  retailer 

Deborah  Gillotti,  Senior  VP  and  CIO 

Howard  Schultz,  Chairman  and  CEO 

www.starbucks.com 
Revenues:  $1.3B 
Assets:  $993M 
Employees:  26,000 

State  Street  Corp.  Boston 

Financial  services 

John  A.  Fiore,  CIO  and  Head  of  IT 

Marshall  N.  Carter,  Chairman  and  CEO 

www.statestreet.com 

Revenues:  $2.8B 
Employees:  17,100 

Sun  Microsystems  Inc.  Palo  Alto,  Calif. 

Computer  hardware,  software  and  service 

H.  William  Howard,  CIO 

Scott  G.  McNealy,  Chairman,  President  and  CEO 

www.sun.com 

Revenues:  $2.9B 
Assets:  $7.5B 
Employees:  28,227 

Tech  Data  Corp.  Clearwater,  Fla. 

Worldwide  wholesale  distributor  of  computer  technology  products 

H.  John  Lochow,  Executive  VP  and  CIO 

Steven  A.  Raymund,  Chairman  and  CEO 

www. techdata.com 
Revenues:  $11. 5B 
Assets:  $3.8B 
Employees:  8,000 

Trilogy  Software  Inc.  Austin,  Texas 

Leading  provider  of  sales,  marketing  and  e-commerce  applications 

Patrick  Kelly,  CFO 

Joe  Liemandt,  President,  CEO  and  Founder 

www.trilogy.com 
Revenues:  NA 
Employees:  1,000 

Unilever  PLC  London 

Packaged  consumer  goods 

Peter  Slator,  Head  of  IT 

Niall  W.A.  FitzGerald,  Co-Chairman 

Morris  Tabaksblat,  Co-Chairman 

www.unilever.com 

Revenues:  $45B 
Employees:  270,000 

United  Services  Automobile  Association  (USAA)  San  Antonio 
Insurance  and  financial  services  association  serving  active  duty  and 
retired  military  personnel  and  dependents 

Donald  R.  Walker,  CIO 

Robert  T.  Herres,  Chairman  and  CEO 

www.usaa.com 

Revenues:  $7.7B 
Assets:  $52B 
Employees:  20,548 

http://www.cio.com 
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to  keep  good  people 


In  today’s  world,  loyalty 


is  spelled  with  a  dollar 


more  money  on  the  table, 


somebody  else  will 


Don't  fall  victim  to  the  misconception  that 
everyone  has  a  price.  Ask  yourself,  instead 
how  great  companies  keep  great  people. 
Better  still  ...ask  us. 


Money  can't  buy  commitment 


We  guide  the  retention  efforts  of  more  leading 
companies  than  any  other  consulting  firm  in  the 
world.  Our  success  is  based  on  years  of  helping 
employers  use  the  power  of  their  people  to 
enhance  their  organization's  success — and  on 
approaches  like  the  Mercer  EValue  Framework5"1, 
our  proprietary  model  for  achieving  bottom-line 
results  through  effective  employee  attraction  and 
retention.  Visit  us  at  www.wmmercer.com 


The  reality  is  that  your  best 


people  want  and  deserve 


much  more.  They  place  a  greater 


value  on  a  challenging  work 


environment,  a  sense  of  belonging 


and  a  promising  future 


The  Science  and  Art  of 
Attracting  &  Retaining  Employees 


WILLIAM  M. 

MERCER 


CONFERENCE  AND  EXHIBITION 

For  the  Enterprise  and  Service  Provider  Markets 


NETW^M 
+INTEROP 


EXPO 

COMM 


GEORGIA  WORLD  CONGRESS  CENTER 

Atlanta,  Georgia  I  September  13-17,  1999 


DON’T  MISS... 

•  Conferences  on  Networking  and  Service 
Provider  Solutions 

•  One-Day  Programs  on  VPN,  Voice  over  IP, 
Optical  Networking  and  Network  Forensics 

•  Over  50  in-depth  Tutorials  and  Workshops 

•  InteropNet  Event  Network  (eNet)  and  Labs 
(iLabs)  covering  VPNs  ,  Voice/Fax  over  IP, 
high  bandwidth,  and  MPLS 

•  Solutions  Pavilions  on  Security, 
Convergence,  xDSL,  and  Linux 

•  Over  500  of  the  World’s  Leading 
Networking,  Telecommunications  and 
Internet  Technology  Suppliers 

There’s  only  one  conference  and  exhibition 

that  gives  you  the  most  up-to-the-minute 

information — NetWorld+Interop  99  Atlanta. 


You're  the  one  thinking  ahead,  moving  your 
business  forward,  and  securing  the  strategic 
solutions  that  will  get  you  there. 

NetWorld+Interop  has  always  been  ahead  of  the  curve  when  it  comes  to 
providing  strategic  IT  solutions  for  businesses.  Join  us  in  Atlanta— -we’ll  help 
you  discover  implementation  strategies,  new  technologies,  and  network 
management  ideas  to  support  your  business  goals  for  tomorrow. 

The  Executive  Interop  program — a  new  feature  at  NetWorld+Interop— is  a 
two-day  program  offering  high-level  content  and  unparalleled  networking 
opportunities.  Let  us  help  you  gain  the  clarity  of  vision  to  guide  your 
organization  into  the  next  century  through: 

•  Business-to-business 
electronic  commerce 

•  Web-based  customer  interaction 


Voice  over  IP  and  the  Internet 
Intranets,  l-VPNs  and  Extranets 


•  Next  generation  global  and 
metro  carrier  networks 

•  Integrated  broadband 
enterprise  networks 

•  Network  and  systems 
integration  services 


7D  ZIFF  DAVIS 

a  SOFTBANK 


©1999  ZD  Events  Inc.  All  rights  reserved. 

303  Vintage  Park  Drive,  Foster  City,  CA  94404 
PANAME 


INFRASTRUCTURE  FOR  TH  NEW  ECONOMY 

Register  Today!  Bring  the  whole  team  and  make  your  training  investment  really  pay  off! 
For  complete,  conference,  exhibition  and  pricing  information  visit... 

www.interop.com/Atlanta  or  call  1  -888-886-4057 


THE  HONOREES 


Wells  Fargo  &  Co.  San  Francisco 

Financial  services 

Webb  Edwards,  CIO 

Richard  Kovacevich,  President  and  CEO 

www. wellsfargo.com 
Assets:  $202B 
Employees:  102,000 

Whole  Foods  Market  Inc.  Austin,  Texas 

Retail  grocery 

Betsy  Foster,  VP  and  CIO 

John  P.  Mackey,  Chairman  and  CEO 

www.  wholefoods,  com 
Revenues:  $1.4B 
Employees:  14,200 

Xerox  Corp.  Stamford,  Conn. 

Document  processing  products,  systems,  services  and  solutions 

Patricia  A.  Cusick,  VP  and  CIO 

G.  Richard  Thoman,  President  and  CEO 

www.xerox.com 

Revenues:  $1 9.4B 
Employees:  92,700 

Yahoo  Inc.  Santa  Clara,  Calif. 

Global  Internet  media  company 

Timothy  Koogle,  Chairman  and  CEO 

www.yahoo.com 
Revenues:  $203M 
Employees:  803 

Yellow  Corp.  Overland  Park,  Kan. 

Freight  transportation 

Thomas  L.  Smith,  President  of  Yellow  Services  Inc. 

A.  Maurice  Myers,  Chairman,  President  and  CEO 

www.yellowcorp.com 
Revenues:  $3B 
Assets:  $1.1  B 
Employees:  29,700 

Contact  RHI  Consulting  and  receive 
your  FREE  1999  Salary  Guide. 


800-793-5533 

rhic.com 


DILBERT  ©  United  Feature  Syndicate,  Inc  www.dilbert.com 


We're  RHI  Consulting,  the  leader  in  technology 
consulting.  We  have  the  connections  and  the  experience 
to  find  the  most  qualified  IT  professionals  to  fill  your 
needs.  Both  contract  and  full-time.  A  strategic  mix  of 
contract  personnel  and  full-time  IS  professionals  lets  you 
maximize  every  budget  dollar  spent.  Because  we  are  a 
division  of  Robert  Half  International  Inc.,  the  world's 
leader  in  specialized  staffing  with  over  230  offices  in  the 
US,  Canada  and  Europe,  we  offer  more  choice.  With  one 
call  to  RHI  Consulting,  you’ll  get  the  kind  of  people  you 
need,  when  you  need  them. 

/////CONSULTING 

Technology  Professionals 

f  RHI  Consulting.  EOF 
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LEADERS  FOR  THE  NEXT  MILLENNIUM 


The  Eocperts 


HE  PANEL  OF  DISTINGUISHED  EXPERTS  FOR 


the  1999  CIO-lOO  includes  academicians,  analysts  and 
consultants  with  expertise  in  a  broad  range  of  industry 


and  technology  areas.  (See  Page  54  for  the  methodology  used  in  selecting 
the  CIO-lOO  honorees.) 

Eric  K.  Clemons 

Professor  of  operations  and  information  management,  area  coordinator  of  infor¬ 
mation  strategy,  systems  and  economics,  director  of  a  research  program,  The  Wharton 
School,  University  of  Pennsylvania;  member  of  the  editorial  boards  of  the  Journal  of 
Management  Information  Systems  and  the  Journal  of  Electronic  Commerce 

Thomas  H.  Davenport 

Professor  of  management  information  systems,  Boston  University  School  of 
Management;  director,  Andersen  Consulting  Institute  for  Strategic  Change, 
Wellesley,  Mass.;  regular  columnist  for  CIO 
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ILLUSTRATION  BY  JOYCE  HESSELBEKTH 


Whoever  called  the 
unknown  “great” 
never  managed  a 
corporate  network. 
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Introducing 

The  Symantec  Digital  Immune  System" 

As  enterprises  extend  beyond  four  familiar  walls  in  search  of 
greater  productivity,  each  system  is  exposed  to  new  potential 
problems.  Connect  all  those  potential  problems,  add  the  Internet, 
and  you  begin  to  sense  the  scope  of  the  threat  to  the  network,  and 
those  responsible  for  it. 

To  deal  with  the  known  and  unknown  threats  to  productivity 
inherent  in  today’s  corporate  IT  environment,  Symantec  has 
developed  a  Digital  Immune  System.  This  integrated  package  of 
best-of-breed  solutions  can  not  only  protect,  but  instantly 
respond  to  a  range  of  threats  to  the  network,  before  they  become 
serious  problems.  A  suite  of  intelligent  tools  to  keep  systems  at 
peak  performance,  the  Symantec  Digital  Immune  System  finally 
gives  IT  what  it  needs  to  succeed  in  the  face  of  growing  demands, 
limited  resources  and  the  not-so-great  unknown. 


SYMANTEC. 


Call  us  at  1-800-745-6054,  ext.  9CJ2 
or  visit  www.digital-immune-software.com 

for  information  and  a  FREE  Digital  Immune  System  CD  ROAl. 


Offer  valid  only  in  the  United  States.  Symantec  and  the  Symantec  logo  are  U.S.  registered  trademarks  and 
Symantec  Digital  Immune  System  is  a  trademark  of  Symantec  Corporation.  All  other  brand  names  and  trademarks 
are  the  property  of  their  respective  owners.  ©  1999  Symantec  Corporation.  All  rights  reserved.  9CJ2 


THE  EXPERTS 


I  .  . | 

Craig  Goldman 

President  and  CEO  of  Cyber  Consulting  Services  Corp., 
Mahwah,  N.J.;  served  as  CIO  of  Chase  Manhattan  Bank 
from  1991  to  1996;  member  of  the  executive  advisory 
boards  of  Intel  Corp.  and  Lotus  Development  Corp. 

Promod  Haque 

General  partner,  Norwest  Venture  Partners,  Palo  Alto, 
Calif.;  previously  CEO  at  Dimensional  Medicine;  serves 
on  the  boards  of  various  companies;  has  helped  form  or 
has  invested  in  over  30  companies  in  the  enterprise  soft¬ 
ware,  Internet  software  and  communications  sectors 

John  C.  Henderson 

Chair  of  the  MIS  department  and  director  of  the  systems 
research  center  at  Boston  University’s  School  of  Man¬ 
agement;  published  in  Management  Science,  Sloan  Man¬ 
agement  Review,  MIS  Quarterly,  IBM  Systems  Journal, 
European  Management  Journal 

Paul  M.  Horn 

Senior  vice  president  and  director,  IBM  Research,  Yorktown 
Heights,  N.Y.;  former  vice  president  and  lab  director  of  IBM 
Research’s  Almaden  Research  Center  in  San  Jose,  Calif.;  cur¬ 
rently  focusing  the  efforts  of  almost  3,000  IBM  researchers 
at  eight  labs  worldwide  on  deep  and  pervasive  computing 

Donald  P.Jacobs 

Dean,  Kellogg  School  of  Management,  Northwestern 
University,  Evanston,  Ill.;  conducts  research  on  banking, 
capital  markets,  monetary  policy,  corporate  governance, 
corporate  finance  and  international  finance 

Tom  Koulopoulos 

President  and  founder,  Delphi  Group,  Boston;  author  of 
five  books  on  information  systems;  member  of  the  Comdex 
Board  of  Advisors,  advising  corporate  clients  on  impact, 
investment  opportunity  and  direction  of  technology 

Arun  Maira 

Managing  director,  Innovation  Associates  Inc.,  an  Arthur 
D.  Little  Inc.  subsidiary  and  consultancy  in  the  field  of 
organizational  learning,  Waltham,  Mass. 


F.  Warren  McFarlan 

Professor,  senior  associate  dean,  Harvard  Business  School, 
Boston;  teaches  a  two-week  summer  executive  program 
and  a  second-year  MBA  course 

Diane  TunickMorello 

Research  director,  GartnerGroup  Inc.,  Stamford,  Conn.; 
expertise  in  IT  workforce  management,  including  reten¬ 
tion,  development,  employee  satisfaction  and  enterprise 
positioning 

- 1 

_  Joseph  G.Morone 

President,  Bentley  College,  Waltham,  Mass.;  author  of  The 
Demise  of  Nuclear  Power?  Lessons  for  Democratic  Control 
of  Technology  (Yale  University  Press);  serves  on  the  boards 
at  Albany  International  Corp.,  Inroads,  New  England 
Medical  Center,  Transworld  Entertainment  and  View  Corp. 

Anthony  J.Paoni 

Clinical  professor  of  information  technology,  J.L.  Kellogg 
Graduate  School  of  Management,  Northwestern  University 

| - 1 

GeneRaphaelian 

Former  consultant,  GartnerGroup  Inc.,  Stamford,  Conn. 

1  John  Sviokla  I 

Partner,  Diamond  Technology  Partners,  Chicago;  former 
associate  professor,  Harvard  Business  School,  Boston;  serves 
as  a  fellow  in  the  Diamond  Exchange 

|  | 

Bruce  Tulgan 

Founder  and  CEO  of  RainmakerThinking  Inc.,  a  workplace 
consultancy  in  New  Haven,  Conn.;  researching  the  work¬ 
ing  lives  of  Americans  born  after  1963 

David  Van  DeVoort 

Principal  consultant  and  leader  of  information  technology 
workforce  effectiveness  group,  William  H.  Mercer  Inc., 
Chicago;  specializes  in  strategic  human  resources  consulting 

Patricia  Wallington 

Former  corporate  VP  and  CIO  at  Xerox  Corp.,  Stamford, 
Conn.;  inducted  into  the  Women  in  Science  and 
Technology  Hall  of  Fame;  consults  part  time  for  Xerox 
Corp.  and  others 
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In  500,001  6.C.,  Og  creates  the  world’s  first  category  analysis. 


In  1999  you  have  Autonomy. 


Og  did  it  manually.  With  Autonomy's  knowledge 
automation  software,  however,  it  no  longer  takes  an  army 
of  dedicated  employees  to  identify,  tag  and  hyperlink  all 
the  information  that's  accumulated  since  Og's  time. 

Purely  from  reading  the  content  from  practically  any 
source,  Autonomy  understands,  tags  (including  XML-tag- 
ging),  organizes  and  prepares  your  company's  information 
for  distribution.  And  does  it  automatically,  on  the  fly. 

At  the  same  time,  Autonomy  automatically  builds 
profiles  of  users  and  then  automatically  matches  those 
profiles  to  the  information  users  need.  People  in  your 
company  with  similar  interests  get  together  quickly.  So 
things  can  happen  quickly. 

With  Autonomy,  for  the  first  time,  a  computer  can 


Knowledge  Automation  &  New  Media  Solutions. 


go  beyond  keywords  and  identify  concepts,  in  context 
and  in  almost  any  format,  from  both  internal  and  external 
sources.  These  sources  include  among  others,  Internet 
and  intranet  sites,  newsfeeds  and  internal  repositories 
containing  Lotus  Notes,  HTML,  word  processing  files 
and  PDF  files. 

Autonomy  has  found  a  way  of  making  computers 
understand  meaning,  pure  and  simple.  It's  the  kind  of 
understanding  that  gets  you  to  the  market  first.  For  more 
information  visit  our  website  at  www.autonomy.com  or 
call  us  toll  free  at  877.243.9955. 


Autonomy.^ 
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All  the  News  That  Fits 

Hannah,  40,  has  used  technology 
to  shape  newspapers  for  more 
than  20  years.  He  started  in  1977 
as  a  weekend  computer  operator 
at  The  Detroit  News  and  worked 
his  way  up  to  running  the  paper’s 
publishing  systems.  In  1986  he 
moved  on  to  manage  computer 
services  at  the  Milwaukee  Journal 
Sentinel ,  where  he  was  responsi¬ 
ble  for  business  development, 
operations  and  hardware  pur¬ 
chasing.  After  seven  years  in  Mil¬ 
waukee,  Hannah  drove  down 
past  Chicago,  hung  a  right  on 
1-80,  and  settled  in  Cedar  Rapids 
at  The  Gazette. 

Since  1993,  Hannah’s  toughest 
challenges  have  revolved  around 
making  the  paper  a  cross-media 
information  provider.  While 
many  other  newspapers  have  also 
identified  this  need,  few  have  ex- 


Executive  Counsel 


Edited  by  Tom  Field 


Lead  Time 


A  newspaper  CIO  helps  an  embattled  industry 
survive  and  thrive  in  the  21st  century 


The  year  1993  was  bad  news 
for  newspapers.  Readership  was 
down,  interest  in  the  Internet 
was  up  and  industry  analysts  be¬ 
moaned  the  inevitable  extinc¬ 
tion  of  the  printed  page.  Newspapers 
were  dinosaurs;  digital  was  destiny. 

Steve  Hannah  disagreed.  Hired  that 
year  as  vice  president  of  IT  at  The 


Gazette  Co.  in  Cedar  Rapids,  Iowa, 
Hannah  disbelieved  analysts’  doom- 
and-gloom  predictions  about  the  fu¬ 
ture  of  newspapers.  Today,  six  years 
later,  Hannah’s  leadership  and  use  of 
technology  have  defied  those  who 
would  send  newspapers  like  The 
Gazette  to  a  premature  burial.  While 
other  papers  nationwide  lament  a  con¬ 


tinued  loss  in  circulation,  The  Gazette 
has  held  firm  at  85,000  subscribers 
throughout  the  ’90s.  Furthermore, 
while  CIOs  at  larger  papers  consider 
reactive  measures  such  as  systems  inte¬ 
gration  and  retooling,  Hannah  is 
proactively  developing  e-commerce 
initiatives,  creating  techno-savvy 
employees  and  tailoring  every  morn¬ 
ing  paper’s  advertising  sections  to  meet 
individual  readers’  needs.  “We  have  to 
continually  look  to  increase  the  depen¬ 
dency  that  the  community  has  on  us 
and  improve  the  relationship  we  have 
with  each  other,”  Hannah  says. 

He’s  not  alone.  Nationwide,  at 
newspapers  large  and  small,  CIOs  such 
as  Hannah  face  an  increasing  number 
of  technological  challenges  to  keep  their 
products  viable.  And  they’ve  got  to  get 
the  newspaper  out  every  day  too.  The 
bottom  line?  “You  have  to  view  your¬ 
self  not  as  a  paper,  but  as  an  in¬ 
formation  provider,”  Hannah 
says.  “If  a  newspaper  views  itself 
as  ink  on  paper,  I  don’t  think  it 
will  survive.” 


CORNER  IMAGE  BY  CARL  TREMBLAY;  ILLUSTRATION  BY  GREG  COUCH 


When  we  say  Unicenter®  can  manage 
anything,  anywhere,  we  mean  it. 

As  this  Formula  One  MP4/1 2  car 
races  along  at  speeds  in  excess  of  210 
miles  per  hour,  pulling  G  forces  that  rival 
a  jet  fighter  plane,  it  broadcasts  hun¬ 
dreds  of  megabytes  of  critical  telemetry 
data  back  to  the  pit  crew.  They  use  it  to 
make  split-second  decisions  that  often 
mean  the  difference  between  victory 
and  defeat. 

Unicenter  TNG®  helps  the  West  McLaren  Mercedes  race 
team — one  of  the  winningest  teams  in  Formula  One  history — 
interpret  this  vital  information  through  Unicenter  TNG’s  sophisti¬ 
cated  manager/agent  technology,  and  a  revolutionary  3-D 
interface.  Everything  that’s  happening,  from  the  pressure  on  the 
left  rear  brake  pad  to  the  downforce  of  the  chassis  set-up,  can 


Unicenter  TNG's  Real  World  Interface ™  analyzes  critical 
performance  measures  such  as  front  and  rear  brake 
pressure  impact  on  car  speed 


be  monitored  and  managed  through 
Unicenter  TNG. 

By  looking  at  this  data  in  a  whole 
new  way,  the  West  McLaren  Mercedes 
race  team  can  now  make  smarter 
decisions  in  less  time.  In  a  business 
where  hundredths  of  a  second  can 
mean  the  world,  Unicenter  TNG  is 
making  a  difference. 

This  is  just  one  example  of  how 
Unicenter  TNG  today  is  managing  all 
kinds  of  non-IT  devices  for  all  kinds  of  organizations. 

Call  us  to  find  out  how  Unicenter  TNG  can  help  you  be 
more  competitive. 


Call  1-888-UNICENTER  or  visit  www.cal.com 


I® 


ASSOCIATES 

Software  superior  by  design. 


UnicenterTNC 


©1997-1 998  Computer  Associates  International,  Inc.,  Islandia,  NY  1 1 788-7000.  All  product  names  referenced  herein  are  trademarks  of  their  respective  companies. 
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panded  as  far  as  The  Gazette.  Because  the 
paper  is  the  flagship  medium  of  a  media 
conglomerate  by  the  same  name  (the 
Gazette  family  of  companies  includes  a 
local  TV  station,  several  agricultural  and 
advertising  publications,  and  the  Gazette 
Technologies  division),  Hannah  can  draw 


upon  content  from  any  of  the  company’s 
subsidiaries.  This  has  helped  The  Gazette 
offer  news  in  audio  and  video  formats  as 
well  as  online,  in  the  form  of  Gazette  On¬ 
line  ( www.gazetteonline.com ). 

The  Web  site  boasts  a  more  in-depth 
treatment  of  much  of  the  content  readers 
can  find  in  the  print  newspaper,  in  addi¬ 
tion  to  some  special,  Web-only  features. 
In  the  future,  Hannah  plans  to  restruc¬ 
ture  the  site  so  that  registered  users  can 
enter  their  preferences  and  choose  which 
kinds  of  stories  they’ll  see  every  time  they 
log  on.  Hannah  is  also  in  the  design  phase 
of  a  project  that  will  link  the  Web  site  to 
a  database  of  all  of  the  audio,  video  and 
text  clips  The  Gazette  Co.  has  to  offer. 
Through  a  simple  credit  or  debit  card 
transaction,  he  says,  site  visitors  will  be 
able  to  purchase  coverage  of  a  story  in 
any  format,  and  researchers  will  be  able 
to  purchase  blocks  of  time  in  which  to 
search  the  newspaper’s  archives. 

Hannah  also  foresees  digital  technol¬ 
ogy  that  will  enable  the  paper  to  incor¬ 
porate  breaking  news  into  an  electronic 
pager  service.  If  inclement  weather  forces 
area  schools  to  close,  for  instance,  an 
automated  system  will  notify  parents. 
Furthermore,  if  traffic  slows  the  evening 
commute,  readers  will  be  able  to  use  their 
cellular  phones  to  access  a  database  of 
alternate  routes. 

While  such  diversification  is  impor¬ 
tant,  Hannah  says  it  is  equally  important 
to  ensure  the  survival  of  the  newspaper 
itself.  In  order  to  keep  readers  interested 
in  what  arrives  on  their  doorsteps  every 
morning,  Hannah  plans  to  use  technol¬ 
ogy  to  customize  each  paper  to  the  needs 
of  its  reader.  To  do  this,  he’ll  use  a  data 


warehousing  application  that  his  staff 
began  developing  in  1994  and  which 
Gazette  Technologies  now  supports  and 
markets  to  the  newspaper  industry. 
Dubbed  Marketlnfo,  the  application 
makes  it  possible  for  customer  service 
representatives  to  learn  the  interests  and 


habits  of  the  newspaper’s  subscribers  and 
the  community’s  businesses. 

By  late  1999,  at  the  paper’s  new  pro¬ 
duction  facility  down  the  road  from  its 
headquarters,  page-inserting  machines 
will  call  up  information  from  the  Mar¬ 
ketlnfo  database  and  arrange  the  adver¬ 
tising  inserts  of  each  paper  according  to 
the  characteristics  of  each  subscriber. 
Those  readers  with  young  children 
might  receive  a  Toys  “R”  Us  advertise¬ 
ment,  while  senior  or  childless  readers 
might  not.  Senior  readers,  on  the  other 
hand,  might  receive  a  special  editorial 
section  about  pharmaceuticals,  while 
Gen  X  readers  would  receive  one  about 
home  electronics.  “We’re  a  mass-market 
publisher,  but  we  also  want  to  target 
down  as  finely  as  each  customer  de¬ 
sires,”  Hannah  says. 

News  Hounds  Learn  New  Tricks 

With  all  of  these  new  technologies  com¬ 
ing  down  the  pike,  many  of  The  Gazette 
Co.’s  900  or  so  employees  have  a  lot  to 
learn.  Hannah  says  the  challenge  of  train¬ 
ing  all  of  them  is  daunting  and  one  he 
takes  very  seriously.  He  lobbied  hard  for 
the  new  production  facility  to  have  a 
training  center,  just  as  the  previous  one 
did;  this  center  was  one  of  the  first  parts 
of  the  building  to  open  earlier  this  year. 
Several  times  a  day,  employees  are  shut¬ 
tled  there  to  learn  the  ins  and  outs  of  some 
of  the  hardware  and  software  they’ll  be 
using  in  the  months  and  years  to  come. 

Technological  change  is  something 
that  many  employees  have  trouble  adjust¬ 
ing  to,  and  employees  in  the  newspaper 
industry  are  no  exception.  However,  in 
this  case,  Hannah  says  the  training  cen¬ 


ter  has  helped  him  and  his  IT  managers 
communicate  to  Gazette  employees  that 
sometimes  such  overarching  change  is  for 
the  best.  Through  seminars  and  word  of 
mouth,  Gazette  employees  have  come  to 
realize  the  value  of  this  training  center  He 
describes  the  center  as  a  morale  builder 
for  employees  and  says  that  some  of  its 
classes  are  so  popular  that  employees  will 
wait  days  to  take  them. 

“We  have  brought  in  almost  every 
employee  and  said,  ‘It’s  OK  not  to  know 
something,”’  Hannah  says.  “We’re  keen 
on  education  as  crucial,  and  that  will 
continue  to  be  something  we  focus  on  in 
the  months  ahead.  We  have  to  pay  peo¬ 
ple  well,  but  we  also  have  to  create  an 
environment  where  they  feel  they  are 
growing.  That’s  important  no  matter 
what  business  you’re  in.” 

Education,  however,  can  go  only  so 
far.  Before  Hannah  can  teach  Gazette 
staffers  about  the  new  technologies,  he 
has  to  choose  which  technologies  to 
implement.  This,  he  says,  is  his  biggest 
challenge.  As  national  readership  figures 
slide  and  more  and  more  electronic 
information  competitors  enter  the  mar¬ 
ketplace,  Gazette  publishers  will  con¬ 
tinue  to  pressure  Hannah  for  technology 
that  keeps  the  paper  flexible  and  respon¬ 
sive.  Because  the  future  of  the  newspa¬ 
per  rests  so  heavily  on  technology, 
Hannah  deems  it  essential  that  the  IT 
department  be  viewed  as  a  change  agent 
and  a  department  of  vision. 

Specifically,  that  means  he  and  his  staff 
must  redouble  their  efforts  toward  mod¬ 
ernization.  Benchmarking  is  important, 
and  Hannah  says  he  constantly  reminds 
Gazette  IT  professionals  to  explore  what 
technologies  other  midsize  papers  are 
using  to  ensure  their  survival.  Hannah 
holds  himself  personally  responsible  for 
making  sure  that  whichever  technologies 
he  adopts,  they  are  the  smartest  and  most 
efficient  technologies  available — for 
today  and  tomorrow. 

“The  decisions  we  make  today  will 
dictate  how  we  can  respond  in  the  next 
couple  of  years,”  he  says.  “When  you’re 
talking  about  how  your  own  newspaper 
will  survive,  it  doesn’t  get  much  more 
important  than  that.”  HE1 

Matt  Villano,  a  New  York  City-based 
freelance  writer,  can  be  reached  via 
e-mail  at  mjv@whalehead.com. 


Nationwide,  at  newspapers  large  and  small,  CIOs  such 
as  Hannah  face  an  increasing  number  of  technological 
challenges  to  keep  their  products  viable.  And  they've  got 
to  get  the  newspaper  out  every  day  too. 
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The  fastest  way  to  impact 
your  e-business  mission  is  to 
get  more  out  of  technology 


Technology  you  own. 


Succeeding  in  e-business  means  rapidly 
extending  business-critical  applications  to  users 
worldwide.  The  fastest,  most  cost-effective  way 
to  do  this  is  to  leverage  your  existing  network 
and  technology — not  to  buy  new  hardware, 
expand  bandwidth  or  rewrite  applications. 

Today,  thousands  of  companies  are  using 
Citrix®  solutions  to  get  more  out  of  their  exist¬ 
ing  IT  investments.  They’re  meeting  e-business 
and  Y2K  objectives,  and  even  extending  the 
latest  HR,  ERP,  customer  billing,  productivity 
and  other  applications  to  users  anywhere, 
anytime.  Plus,  they’re  lowering  costs,  gaining 
efficiencies  and  improving  levels  of  service. 

To  learn  how  you  can  get  more  out  of 
your  IT  investment,  get  a  FREE  Tolly  Group 
white  paper  today. 


FREE  Total  Cost  of  Application  Ownership  white  paper! 

See  how  you  can  reduce  your  total  cost  of  application 
ownership  and  get  more  out  of  your  existing  IT  investment. 

Call  877.669.0235 


Now  everything  computes . 

CiTRIX 


©  Copyright  1990-1999  Gtrix  Systems,  Inc.  All  rights  reserved.  Citrix  is  a  registered  trademark  and  “Now  everything  computes.”  is  a  trademark  of  Citnx  Systems,  Inc. 


Checks  &  Balances 


MEASURING  THE  VALUE  OF  TECHNOLOGY  INVESTMENT 


Millennial  Alignment 

Forget  conventional  notions  of  aligning 
IT  with  business  objectives.  The  digital 
economy  of  2000  will  move  too  fast. 


BY  TOM  NICKLES 


Not  long  ago,  i  watched 
a  major  IT  initiative  fail  dis¬ 
astrously.  Oh,  it  wasn’t  a 
debacle  in  any  obvious  way. 
According  to  prevailing  IT 
management  theories,  the  company 
did  everything  right.  You  could  even 
call  the  results  highly  successful — if, 
that  is,  you  were  using  conventional 
benchmarks. 

Here’s  the  story:  In  the  mid-1990s, 
this  particular  company,  a  $7.8  bil¬ 
lion  Fortune  50  manufacturer, 
was  spending  upward  of  $100 
million  a  year  on  IT.  Then  it 
decided  it  needed  to 
standardize  its  IT 
operations  to 
complement  its 
increasingly  glob¬ 
al  business.  Noth¬ 
ing  unusual  here.  The 
company  began  an 
$80  million  reengineer¬ 
ing  effort  to  standardize 
its  financial,  marketing 
and  manufacturing  oper¬ 
ations  and  to  implement  a 
global  IT  infrastructure. 

Following  a  rigorous  re¬ 
view  of  methodologies 
and  related  costs,  the 
company  chose  a  leading 
enterprise  resource  plan¬ 
ning  (ERP)  package.  A 
detailed  return  on  invest¬ 
ment  (ROI  )  analysis — 
part  of  the  reengineering 
methodology — predicted 
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substantial  savings  due  to  increased 
operational  efficiencies  if  the  software 
was  used  throughout  the  enterprise. 

Yet  even  though  such  things  as  pro¬ 
jected  ROI  and  quality  checkpoints 
were  smack  on  target,  even  though 
everybody  said  they  were  satisfied  and 
even  though  the  completed  project 


Ay 


.. 


was  aligned  appropriately  with  the 
company’s  strategic  objectives,  it  was 
a  failure.  And  not  just  a  minor  failure, 
but  a  failure  with  enormous  negative 
implications  for  the  business. 

Why?  Even  as  it  reengineered,  the 
company  continued  to  lose  market 
share.  Shareholder  value  dropped.  Yes, 
profit  margins  remained  stable.  But  this 
was  1996,  and  the  World  Wide  Web 
had  just  emerged  as  a  commercial  force. 
The  company’s  competitors  were  using 
intranets  to  link  suppliers  and  cus¬ 
tomers  and  to  streamline  distribution 
and  manufacturing  operations.  While 
the  company  was  focusing  on  optimiz¬ 
ing  each  internal  process  in  its  supply 
chain,  some  competitors  were  trying  to 
eliminate  distributors,  and  others  were 
bypassing  traditional  distribution  chan¬ 
nels  and  outsourcing  other  components 
of  their  supply  chains.  The  company’s 
stable  margins  were  laughably  small 
compared  with  what  the  competition 
was  showing  to  be  possible. 

Stuck  in  the  '90s 

How  could  this  happen? 
The  fault  lay  in  a  busi- 
ness-IT  alignment  method 
that’s  wrong  for  the  times. 

Alignment  first  became 
an  important  issue  in  the 
late  1980s.  Back  then,  it 
meant  formulating  a  solid 
business  strategy  and  then 
inviting  the  IT  folks  in  to 
make  sure  it  could  be 
implemented  as  efficiently 
as  possible.  In  the  mid- 
1990s,  alignment  was  per¬ 
ceived  as  a  joint  effort 
between  business  depart¬ 
ments  and  information 
technology.  Planning  hori¬ 
zons  tended  to  be  long  term 
and  assumed  a  fairly 
straightforward  and  singu¬ 
lar  vision  of  the  competitive 
landscape.  It  was  assumed 
that  the  vision  could  be 
planned  for  and  the  success 
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Why  Didn’t  I  Use 
The  Argent  Guardian 
For  My  Critical  Servers? 


The  Argent  Guardian  Makes 
Your  Critical  Servers  Reliable 
In  Under  20  Minutes 


The  Argent  Guardian  is  the  world’s  most  scalable  monitoring  and  alerting  product,  using  either  local 
monitoring  agents,  or  a  centralized  monitoring  architecture  requiring  no  agents.  This  flexibility  means 
The  Argent  Guardian  can  easily  monitor  from  4  to  40,000  servers;  no  enterprise  is  too  small  or  too 
large  for  The  Argent  Guardian  to  automate  essential  monitoring. 


Remotely  Monitor  All  Y2K  Locked  Down  Servers,  with  No  Server  Changes 
In  centralize  monitoring  mode,  The  Argent  Guardian  is  perfect  to  monitor  locked-down  Y2K-tested 
servers  remotely,  without  having  to  change  the  monitored  servers  at  all  -  in  centralized  monitoring 
mode,  everything  is  done  remotely. 

Interfaces  to  All  Common  Email  and  Alerting  Systems 

The  Argent  Guardian  supports  all  common  email  and  alerting  facilities,  including: 

•  Microsoft  Exchange  •  SMTP 

•  Lotus  Notes  •  AlphaNumeric  Pagers  and  Beepers 

•  Microsoft  Mail  and  Messaging  •  Tivoli,  OpenView  and  Unicenter 

Centralize  Monitoring  -  See  the  Health  of  AN  Your  Servers  on  a  Single  Screen 

The  Argent  Guardian  shows  on  one  screen  the  health  of  all  your  monitored  servers,  and 
SNMP-compliant  devices,  displaying  at  a  glance  the  status  of  all  servers.  No  longer  will  a  server 
fail  without  anyone  noticing.  Outstanding  errors  are  highlighted  in  red,  blink,  and  sound  the 
system  alarm. 

Quick  to  Install,  Easy  to  Learn,  and  Low  Overhead 

The  Argent  Guardian  is  easy  to  learn,  with  no  complex  scripts  or  heavy  resource  footprints  and 
deployment  is  extremely  straightforward,  installing  in  under  five  minutes  with  no  reboots  and  no 
drivers.  A  full  set  of  pre-defined  templates  are  included  so  monitoring  can  start  in  under  20  minutes 
after  downloading. 

All  trademarks  and  registered  trademarks  are  acknowledged 


See  why  The  Argent  Guardian  is  the  new  world  standard  for  monitoring  and  alerting, 
call  860-489-5553,  Ext.  171  or  visit  www.ArgentSoftware.com 
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Checks  &  Balances 


of  the  plan  subsequently  measured. 

But  in  an  economy  that  is  becoming 
predominantly  digital  and  in  a  business 
climate  where  performance  is  valued 
more  highly  than  physical  assets,  fol¬ 
lowing  this  tried-and-true  method  no 
longer  guarantees  success. 

So  what  does  constitute  a  success- 


where  you  need  to  lead  and  where  you 
can  be  a  quick  follower. 

■  Apply  IT  to  make  the  best  use  of  your 
external  relationships  and  resources. 
Right  now,  the  digital  economy  is  hav¬ 
ing  the  greatest  impact  in  its  ability  to 
create  new  and  powerful  bonds  between 
customers,  suppliers  and  business  part- 


Three  months  is  probably  the  longest  length  of  time 
that  should  elapse  before  the  CIO  double-checks  his 
assumptions  about  where  the  business  is  heading. 


ful  alignment  strategy  at  the  millen¬ 
nium?  Take  Dell  Computer  Corp., 
for  example,  which  encourages  its 
customers  to  tailor  its  products  to 
their  individual  needs.  The  company 
allows  for  just-in-time  manufactur¬ 
ing  and  supports  Internet  communi¬ 
cation  with  suppliers,  customers  and 
service  providers.  While  his  competi¬ 
tors  were  concentrating  on  cutting 
costs,  CEO  Michael  Dell  integrated 
suppliers,  customers  and  distributors 
in  a  holistic  information  ecosystem. 
Customers  could  design  their  own 
machines,  down  to  specific  hardware 
components  and  installed  software. 
This  would  not  be  possible  without 
the  thorough  integration  of  business 
objectives  (what  do  our  customers 
want?)  and  IT  capabilities  (what  is 
possible  given  opportunities  offered 
by  emerging  technologies  and  prac¬ 
tices?). 

A  Brave  New  World 

So  what  do  you  have  to  do  to  achieve 
this  kind  of  integration  between  IT  and 
the  business? 

■  Measure  the  shareholder  value — not 
just  the  potential  ROI — of  each  initia¬ 
tive  and  align  it  with  your  strategic 
objectives.  Any  one  IT  investment  may 
promise  a  good  ROI,  but  tying  up  valu¬ 
able  financial  or  personnel  resources 
may  not  be  worthwhile  when  bigger 
issues  are  at  stake. 

■  Integrate  IT  into  the  business  strategy 
process.  That  is,  use  technology  not  just 
to  support  what  you  want  to  do  but  to 
enable  new  capabilities  and  initiatives. 
Decide  where  to  place  the  right  bets, 


ners.  More  than  outsourcing,  these  rela¬ 
tionships — with  companies  that  possess 
unique  market  channels  and  proprietary 
solutions — allow  a  company  to  play  a 
role  in  the  digital  economy. 

This  last  point  might  seem  the  most 
risky  to  traditional  people  within  man¬ 
agement:  After  all,  investing  in  technol¬ 
ogy  that  facilitates  relationships  rarely 
has  as  direct  an  ROI  as  technology  that 
serves  to  reduce  internal  costs.  Never¬ 
theless,  strategic  or  virtual  relationships 
in  the  digital  economy  are  the  keys  to 
success. 

Quadraphenia 

Try  to  see  double — and  triple  and  quad¬ 
ruple.  It’s  simply  not  possible  to  succeed 
with  a  singular  strategic  view  of  the 
future.  In  the  digital  economy,  it  will  be 
far  more  prudent  to  develop  scenario- 
based  plans  and  the  multiple  technol¬ 
ogy  strategies  that  align  or  enable  them. 
From  an  IT  perspective,  first  look  for 
commonality:  Are  there  some  things 
that  should  be  done  regardless  of  which 
scenario  comes  true?  Beyond  that,  it 
becomes  management  judgment. 

That  means  that  making  the  right 
bets  becomes  one  of  the  primary  func¬ 
tions  of  IT  strategy  development — and 
moves  IT  alignment  from  something  a 
company  does  once  every  few  years  to 
a  continuous  process. 

One  company  I  know  fine-tunes  its  IT 
alignment  by  revisiting  the  scenarios  and 
their  probability  every  month,  asking 
questions  such  as,  Are  certain  scenarios 
becoming  more  likely  or  more  unlikely? 
Should  we  continue  with  the  IT  projects 
that  hedge  our  bets?  How  much  do  we 


want  to  invest  consistently  with  the  like¬ 
lihood  of  a  competitive  move?  Do  we 
want  to  make  a  preemptive  strike?  I 
would  say  that  three  months  is  probably 
the  longest  length  of  time  that  should 
elapse  before  the  CIO  double-checks  his 
assumptions  about  where  the  business 
is  heading. 

All  of  this  sounds  daunting,  and  it  is. 
This  kind  of  strategic  process  manage¬ 
ment  takes  a  commitment  of  money, 
time  and  involvement  of  management 
at  the  highest  corporate  levels.  And  it 
requires  a  major  cultural  change 
because  traditionally  IT  solutions  have 
been  slow  to  evolve,  take  years  to 
implement,  are  subject  to  the  whim  of 
business  sponsors,  get  cut  when  eco¬ 
nomic  conditions  change  and,  even 
worse,  often  continue  after  it  becomes 
obvious  that  they  are  no  longer  valid 
for  the  way  business  is  currently  con¬ 
ducted. 

As  for  the  Fortune  50  company  men¬ 
tioned  earlier,  new  management  came 
in  and  challenged  the  direction  before 
sending  more  money — and  time — 
down  the  IT  drain.  It  regrouped, 
backed  off  globalizing  all  processes  and 
directed  attention  to  higher-value  areas 
that  extend  the  enterprise,  such  as 
strategic  sourcing  and  electronic  pro¬ 
curement.  It  then  took  its  key  IT  peo¬ 
ple — those  who  knew  the  business — 
and  challenged  them  to  find  ways  of 
working  with  business  people  on 
strategic  issues,  merging  technology 
and  business  opportunities  in  ways  that 
would  not  have  been  possible  without 
true  collaboration. 

In  the  digital  economy,  speed  and 
agility  are  paramount.  Business  success 
is  not  based  on  correctly  preparing  for 
one  future  but  on  developing  scenarios 
for  as  many  plausible  versions  of  the 
future  as  possible.  Remember,  every¬ 
thing  is  up  for  grabs:  distribution  chan¬ 
nels,  product  definitions,  competition. 
It’s  essential  to  devise  an  IT  strategy  that 
can  accommodate  this  increasingly  fluid 
business  planning  process.  BE] 

Tom  Nickles,  vice  president  of 
The  Concours  Group  in  Cambridge, 
Mass.,  specializes  in  e-business  strate¬ 
gies,  value  analysis  and  solution  design. 
He  can  be  reached  at  tanickles@ 
concoursgroup.com. 
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By  the  time  they  reach  the  eighth  grade, 

30%  OF  THEM  WILL  BE  ABLE  TO  HACK  INTO  YOUR  SYSTEM. 
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Reach  or  mil,  here  llic\  come.  Droves  of 
ac  live  minds  knoc  king  on  your  server's  door.  But 
Sendmail  Pro  r  un  protect  you.  It's  the  commerc  ial 
version  ol  the'  mall  transfer  agent  that  powers  75% 
ol  .ill  llic'  Internet  mail  servers  out  there.  You  > 
gel  the  reliability,  security  and  scalability  you  / 
need  to  grow  w  ith  the  Internet.  Along  with 


graphical  coni iguration  and  management,  and  the1 
latest  anti  spam  tools,  so  it's  easier  to  keep  your 
guard  up.  Add  our  service  and  support  programs 
and  you're  fully  covered  for  the  coming 
onslaught.  Be- prepared  for  the  test.  Get  ready 
by  c  alling  Sendmail,  Inc  at  I -B7-SI iNDMAII  . 


Or  visit  us  on  the  web  at  www.sehdmail.com. 
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IN  THIS  SECTION 


The  Customer 
Who  Would 
Be  King 


as  sales,  marketing  and  customer  support — and  create  a 
unified  data  store  in  the  same  way  that  enterprise 
resource  planning  (ERP)  software  has  allowed  them  to 
collect  and  codify  the  data  and  processes  associated  with 
back-office  functions  such  as  accounting,  inventory  and 
human  resources.  With  one  window  to  customer  infor¬ 
mation,  a  CRM-enabled  organization  can  provide  bet¬ 
ter  customer  service  by  giving  every  employee  the  com¬ 
plete  history  of  a  customer’s  needs,  problems  and 
purchases;  target  potential  sales  by  identifying  the  most 
lucrative  customers  and  designing  products  for  them; 
reduce  internal  costs  associated  with  redundant  data 
stores  and  mistakes  caused  by  misplaced  or  incorrect 
data;  and  highlight  suboptimal  processes. 

Although  these  sound  like  pie-in  the-sky  claims,  com¬ 
panies  are  reaping  benefits  from  CRM.  But  bringing 
CRM  software  into  your  company  isn’t  always  easy. 
Selecting  the  right  package  can  be  confusing;  the  field 
ranges  from  supereasy,  Web-based  data  mining  tools  to 


Will  software  help  you  crown 
them  or  give  you  a  headache? 


IN  1998,  GOVERNMENT  COMPUTER  SALES 
Inc.  (GCSI),  an  Issaquah,  Wash. -based  tech¬ 
nology  reseller  to  state  and  local  governments, 
stopped  looking  for  new  customers.  Instead, 
it  embraced  the  well-known  business  wisdom 
that  it  is  easier  and  less  expensive  to  sell  to  exist¬ 
ing  customers  than  to  acquire  new  ones.  The  com¬ 
pany  froze  the  number  of  state  governments  it  had 
contracts  with  and  started  concentrating  on  bet¬ 
ter  serving  its  customer  base.  As  a  result,  unit  ship¬ 
ment  sales  rose  by  22  percent  that  year  and  mar¬ 
keting  expenditures  dropped  by  almost  half. 

If  making  more  money  is  that  simple,  why  didn’t 
GCSI  adopt  this  business  strategy  sooner?  Because  it 
needed  better  intelligence  about  who  its  customers  were, 
who  were  the  best  ones  and  what  kind  of  relationships 
those  customers  had  with  the  company.  GCSI  got  that 
information  by  installing  a  customer  relationship  man¬ 
agement  (CRM)  system  from  Pivotal  Corp.  in  Vancouver, 
British  Columbia.  According  to  Bob  Quick,  director  of 
information  technology  at  GCSI, 
Pivotal’s  Relationship  software 
showed  one  crucial  fact:  Twenty  per¬ 
cent  of  GCSI’s  customers  accounted 
for  60  percent  of  its  revenues. 

CRM  software,  also  called  enter¬ 
prise  resource  management  (ERM) 
software  or  customer  interaction 
software  (CIS),  is  designed  to  uncov¬ 
er  exactly  this  type  of  information. 
IT  departments  can  aggregate  and 
automate  front-office  tasks — such 
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Bordering  on  “miraculous.”  Not  only  are  Compaq 
Deskpro  PCs  built  to  stand  up  to  anything,  you  can 
command  them  from  anywhere,  updating  drivers 
remotely  in  minutes  with  our  exclusive 
System  Software  Manager.  And  Deskpro 
delivers  what  may  be  the  best  price/performance  numbers  in  the  ceieron- 
industry — not  just  a  lower  cost  of  ownership,  but  a  better  return  on  investment. 
Which  means  they’re  far  less  taxing  on  your  resources.  (What  else  would 
you  expect  from  the  world’s  best-selling  brand?  ) 

Find  out  more  at  www.compaq.com/deskpro, 
contact  your  reseller  or  phone  1-800-AT-COMPAQ.  : 


- 


Compaq  Deskpro  EP  at  $1 ,029*  •  Intel'  Celeron '  Processor  400  MHz 
32  MB  SDRAM  •  4.3  GB**  SMART  II  Ultra  ATA  Hard  Drive 
Compaq  V500  15"  (13.8  "viewable)  monitor  •  3-year  limited  warrant)' 


COMPAQ.  Better  answers. 
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extensions  of  ERP  applications.  Inte¬ 
grating  it  can  be  expensive.  In  fact,  some 
companies  have  spent  more  than  $1  mil¬ 
lion  to  customize  and  integrate  CRM 
software  with  their  existing  infrastruc¬ 
tures.  And  few  can  report  hard  numbers 
for  return  on  investment. 

In  part,  the  slow  march  of  CRM 
through  front-office  departments  is  due 
to  the  software’s  fractured  ancestry. 
Several  technology  trends  are  converg¬ 
ing  to  create  the  CRM  marketplace. 
From  one  direction,  vendors  that  built 
their  businesses  by  automating  the  tra¬ 
ditional  sales,  service  and  marketing 
business  processes — companies  such  as 
Siebel  Systems  Inc.,  The  Vantive  Corp., 
Remedy  Corp.,  Clarify  Inc.,  Saratoga 
Systems  Inc.  and  SalesLogix  Corp. — are 
adding  to  their  existing  applications  in 
order  to  build  an  integrated  suite  of 
products  designed  to  manage  the  whole 
customer  life  cycle. 

These  established  vendors  are  running 
headlong  into  the  Young  Turks  of  CRM, 
who  launched  companies  based  on  the 
premise  that  the  Web  will  be  the  primary 
sales  channel  of  the  future.  These  Web¬ 
centric  CRM  developers  include  First- 
wave  Technologies  Inc.,  Pivotal,  Onyx 
Software  Corp.  and  Epiphany,  all  of 
which  have  designed  solutions  that, 
from  the  start,  cover  most  front-office 
sales,  marketing,  support  and  e-com- 
merce  activities.  With  their  products 
built  for  browsers,  they  often  have  a 
jump  on  their  more  established  com¬ 
petitors,  which  must  retrofit  their  soft¬ 
ware  for  the  Web.  At  Information 
Spectrum  Inc.  of  Annandale,  Va.,  Direc¬ 
tor  of  Web  Services  Bob  Nicholson,  a 
Department  of  Defense  contractor  who 
installed  a  Firstwave  system  in  January 
1999,  investigated  several  sales  man¬ 
agement  packages  before  he  settled  on 
Firstwave.  Each  of  those  products  had  a 
browser-based  module,  he  explains,  but 
it  wasn’t  typically  comparable  to  those 
that  were  Web-centric.  On  the  other 
hand,  the  newcomers  don’t  have  the 
advantage  of  an  installed  customer  base, 
which  is  why  they  tend  to  target  mid¬ 
market  customers. 

Creeping  up  on  both  the  expanding 
sales-force  automation  (SFA)  vendors 
and  the  rising  Web-based  CRM  compa- 


The  Notary  in  the  Machine 

How  to  make  sure  your  sensitive  records 
are  date-  and  time-stamped 


HE  PARADOX  OF  COM- 
puter  access  can  drive  a 
CIO  to  drink.  Half  the  time 
you’re  making  sure  that 
employees  have  access  to 
company  records,  and  the  other 
half  of  the  time  you’re  making  sure 
they  can’t  touch  them.  And  as  more 
intellectual  property  goes  digital — 
software,  music,  blueprints,  chemi- 
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cal  formulae — it  becomes  ever 
more  important  that  your  records 
are  secure  and  tamper-proof  so  that 
you  can  prove,  should  the  need 
arise,  that  a  concept  was  stamped 
as  yours  at  a  particular  point  in 
time. 

Surety.com  Inc.  believes  this 
kind  of  security  is  best  handled  by 
a  third  party,  especially  given  the 
fact  that  most  tampering  comes 
from  within  a  company.  “People 
need  to  rely  on  something 
to  substantiate  transac¬ 
tions,”  says  Rone 
Fewis,  Surety’s  vice 
president  of  busi¬ 
ness  development. 

“Anybody  can  tam¬ 
per  with  a  digital 
record.”  The  Res- 
ton,  Va.,  company 
(yes,  in  the  shadow  of 
the  Pentagon,  where 
security  is  everything) 
has  upgraded  its 
Digital  Notary  Service 
(DNS)  to  version  3.0,  with  an  eye 
toward  making  it  more  reliable 
over  the  Internet. 

Here’s  how  the  service  works: 
Users  download  Surety’s  client 
software  at  no  charge  from  its 
Web  site  ( www.surety.com )  and 
drop  the  document  they  want  to 
notarize  into  a  repository  window 
(users  can  also  get  an  API  for  inte¬ 
gration  into  applications).  The 


DNS  software  creates  what  the 
company  calls  a  “fingerprint”  of 
the  document  that  is  transmitted 
back  to  Surety,  where  it  is  logged 
and  stored.  Surety  stresses  that  the 
actual  contents  of  the  document 
never  leave  the  user’s  company. 

The  cryptography  of  the  system 
is  handled  by  a  hashing  algorithm 
(hashing  is  a  mathematical  process 
of  analyzing  the  bits  in  a  digital  file 
and  producing  a  value  that  is 
unique  to  those  bits);  the  hash 
value  goes  to  Surety,  which  returns 
a  record  for  the  document  listing 
the  date  and  name  of  notarization 
and  a  cryptographic  road  map  that 
will  enable  users  to  reconnect  to  a 
registry  at  Surety  so  that  they  can 
validate  the  information  in  the 
future.  As  a  way  to  safeguard 
against  collusion,  Surety  publishes 
the  hash  value  in  the  classifieds  sec¬ 
tion  of  The  New  York  Times  each 
week  under  Public  and 
Commercial  Notices. 
The  new  version 
compensates  for 
the  uncertainty  of 
the  Internet  by 
breaking  down  the 
notarization  and 
validation  process 
into  small  discrete 
components  in 
order  to  eliminate 
single  points  of  failure. 
Depending  on  volume, 
the  cost  ranges  from  13 
cents  to  $1  per  transaction. 

Surety  believes  its  DNS  system  is 
needed  wherever  intellectual  prop¬ 
erty  is  involved.  You  can  even  use  it 
to  snap  a  graphic  image  of  a  Web 
site  so  that  you  can  prove  subse¬ 
quently  that  something  was  once 
there  even  if  it’s  now  gone.  As 
Surety’s  Fewis  says,  when  it  comes 
to  lawsuits,  “He  who  has  the  best 
proof  wins.” 

-Howard  Baldwin 
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WORLDWIDE  LEADER  IN  SECURE  ENTERPRISE  NETWORKING 


Check  Point. 

With  more  than  22.000  VPN  installations 
and  millions  of  remote  VPN  users. 


As  the  market  leader  in  virtual  private 
networking.  Check  Point  offers  the  industry’s 
most  comprehensive  software  &  hardware 
solutions  for  deploying  remote  client-to-site 
and  site-to-site  VPNs. 

Check  Point’s  VPN-I  product  family  enables 
you  to  leverage  the  internet  to  extend 
your  corporate  network  to  remote  offices, 
mobile  workers,  key  business  partners  and 
customers  -  all  while  protecting  the  privacy  of 
your  data.  VPN-I’"  allows  you  to  establish  and 
deploy  a  single  enterprise-wide  policy  that 
encompasses  network  security,  traffic  control 
and  VPN  capabilities.  Support  for  industry 
standard  encryption,  key  management 
protocols  and  x.509  public  key  infrastuctures 
ensures  interoperability  with  partners  or 
multi-vendor  VPN  installations.  And  our 
centralized,  policy-based  management  letsyou 
control  it  all  from  a  central  point. 


Check  Point’s  VPN-I  solutions  tightly  integrate 
advanced  VPN  technology  with  FireWall-T  and 
FloodGate-l™,  enabling  unparalleled  performance 
scalability  and  flexibility  VPN-I  is  a  comprehensive 
suite  of  products  which  includes: 

•  VPN-I  Gatewty  software 
■  VPN-I  Appliances 

•  VPN-I  SecuRemote  clients 

•  VPN-I  Certificate  Manager 

•  VPN-I  Accelerator  Card 

All  of  our  products  are  backed  by  an  exper¬ 
ienced  professional  services  group  and  2-4x7 
worldwide  customer  support. 

Experience  counts.  At  Check  Point  we  have 
real  solutions,  right  now.  Check  out  our  VPN 
white  paper  at  www.checkpoint.com/vpn 


■  Network  Security 

■  Traffic  Control 

■  IP  Address  Management 

■  0PSEC  Alliance 

■  Integrated  Policy  Management 


Check  Point 

Software  Technologies  Ltd. 


CHECK  POINT  SOFTWARE  TECHNOLOGIES  LTD.  Check  Point,  the  Check  Point  logo.  0PSEC.  FloodGate-1 .  FireWall-1 
and  VPN  1  are  trademarks  or  registered  trademarks  of  Check  Point  Software  Technologies  Ltd 
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nies  are  the  ERP  vendors,  which  are  looking  to  give  the 
front  office  the  same  automation  and  integration  fea¬ 
tures  they  gave  the  back  office.  Their  strategy  often 
centers  around  acquisitions;  for  example,  Baan  Co. 
NV  bought  customer  service  vendor  Aurum  Software. 
What  these  vendors  can  offer  is  integration  with  their 
ERP  offerings,  although  that  may  take  a  while,  accord¬ 
ing  to  Chris  Martins,  a  senior  analyst  at  Boston-based 
consultancy  Aberdeen  Group  Inc.  “The  more  estab¬ 
lished  solutions  have  significant  investments  in  back¬ 
end  technologies  that  have  to  be  integrated,”  he  says. 

All  these  players  are  jockeying  for  a  slice  of  an  espe¬ 
cially  desirable  pie,  since  CRM  is  the  buzzword  du  jour, 
with  an  attractive  compound  annual  growth  rate  of 
41  percent  between  1997  and  2001,  according  to 
Aberdeen  Group.  A  1998  market  forecast  by  Aberdeen 
expects  software  license  revenues  for  CRM  to  hit  $4.45 
billion  in  2001.  Martins  says  CRM  is  growing  faster 
than  the  ERP  market,  and  Siebel  Systems  President  Tom 
Siebel  boasts  that  enterprise  relationship  management 
(his  term)  sales  will  surpass  ERP  sales  by  2002. 

The  smooth  adoption  of  CRM  is  also  being  im¬ 
peded  by  technical  problems  of  integrating  the  soft¬ 
ware  with  an  existing  infrastructure.  For  every  green¬ 
field  company  that  is  willing  start  from  scratch  and 
adapt  its  organization  and  processes  to  the  software 
such  as  Information  Spectrum — which  used  to  track 
its  bids  on  government  contracts  using  Excel  and  cre¬ 
ated  reports  in  PowerPoint — there  is  an  opposite,  such 
as  Ontario  Store  Fixtures  Inc.  of  Toronto,  which  man¬ 
ufactures  high-end  retail  display  systems. 

Two  years  ago,  Michael  Johnson,  a  senior  applica¬ 
tions  specialist  with  Ontario  Store  Fixtures,  bought 
Pivotal’s  Relationship  software  to  help  the  sales  force, 
and  the  software  was  just  what  the  company  needed. 
It  put  the  right  information  in  the  right  place  at  the 
right  time,  according  to  Johnson,  and  had  enough  busi¬ 
ness  value  to  stand  alone. 

Today,  however,  Johnson  has  an  integration 
headache.  Data  islands  are  out.  He  wants  to  build  a 
platform-independent,  single-window  interface  into 
Relationship,  into  the  company’s  ERP  installation  (J.D. 
Edwards’  One  World)  and  also  into  Outlook  messag¬ 
ing.  “We  want  to  standardize  on  as  few  systems  as  pos¬ 
sible,”  he  explains,  “but  these  systems  must  interoper¬ 
ate.”  His  strategy  is  to  build  a  middle  tier  based  on 
software  components  that  handles  the  information 
exchange  among  these  applications.  That  has  meant  a 
hefty  load  of  in-house  development  and  a  decision  to 
trim  down  his  ambitions  in  order  to  put  the  project  into 
production  within  six  months.  If  need  be,  he’s  willing 
to  eliminate  Relationship  from  his  environment  if  he 
can’t  get  it  to  interact  with  his  three-tier  architecture. 

Johnson’s  dicey  position  doesn’t  surprise  Robert 
Mirani,  director  of  CRM  strategies  at  Yankee  Group 
Inc.,  a  high-tech  consultancy  in  Boston.  “What  we’re 


Law  and  Order 

The  idea  of  controlling  what  your  employees  do  on  the 
company  network  or  the  Internet  might  seem  Orwellian,  but 
you  did  pay  for  the  stuff  and  you  want  to  have  some  say  in 
determining  how  it's  being  used.  San  Antonio,  Fla.-based  Evolutionary 
Vision  Technology  Inc.'s  i-PCTrac  is  designed  to  be  the  police  force 
that  maintains  law  and  order  on  your  networks.  This  access  control 
software  lets  you  decide  who  can  access  what  (whether  files,  folders, 
disks  or  information  on  the  Internet)  and  when.  It  also  lets  you  limit 
the  size  of  files  sent  across  the  network  so  that  you  can  manage  your 
bandwidth.  You  can  track  employee  productivity  in  terms  of  how  long 
they're  spending  on  particular  files,  in  particular  applications  or  surf¬ 
ing  the  Web.  (If  employees  are  spending  an  inordinate  amount  of 
time  in  one  application,  for  instance,  it  may  indicate  the  need  for 
more  training.) 

You  can  also  use  the  software  to  track  application  usage  and  deter¬ 
mine  whether  you  need  more  or  fewer  licenses  for  particular  products. 
I-PCTrac  runs  on  PCs  running  Windows  95,  98  or  NT.  The  product  costs 
approximately  $10,000  for  a  server  site  license  and  $200  per  PC.  For 
more  information,  call  352  588-2250  or  visit  www.i-pctrac.com. 


Virtual  Showroom 

Aspiring  to  a  one-to-one 

relationship  with  customers  but  don't 
have  the  budget  or  the  staff?  Who  does? 

Intravation  Inc.  in  Los  Altos,  Calif.,  has  developed 
an  interesting  way  to  make  it  look  like  you 
do.  Virtual  Sales  Center  is  Intravation's 
Java-based  software  that  allows  you  to  cus¬ 
tomize  Web  page  content — including  pro¬ 
posals,  presentations,  sales  contracts  and  ROI 
studies — for  specific  customers  or  prospects. 

The  software  consists  of  two  modules.  The 
Content  Engine  Module  lets  you  populate  information  in  a  set  of 
wizards  that  will  produce  a  portfolio  of  targeted  sales  material, 
pulling  data  from  numerous  sources,  including  custom  business 
modeling  programs  or  self-service  configuration  tools.  It  can  also 
enable  customized  delivery  of  the  resulting  content  via  the  Web,  e- 
mail,  FTP  server  or  networked  printer.  A  master  copy  of  the  material 
can  be  automatically  submitted  to  the  Virtual  Sales  Center's  Content 
Manager  Module  for  review,  storage  or  indexing. 

The  Content  Manager  Module  is  a  collaborative  environment  for 
developing  and  managing  sales  and  marketing  content  (including  the 
content  components  used  by  the  Content  Engine  Module).  It  lets  geo¬ 
graphically  dispersed  users  create  content  as  well  as  manage  access, 
version  control  and  the  process  of  creating  complex  proposals.  The 
server  software  runs  on  Windows  NT,  most  Unix  platforms  and  Java 
virtual  machines.  A  10-user  license  starts  at  $29,000;  volume  discounts 
are  available.  For  more  information,  call  650  961-6400  or  visit 
www.intmvation.com. 
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Nothing  outruns  Alpha. 


Better,  Faster,  Smarter. 


It’s  a  fact.  Everyone  knows  it.  There’s  no  disputing  it.  What’s  not  so  understood  is  how  easy  we’ve  made  it 
for  OEMs,  resellers  and  VARs  to  build  solutions  at  prices  never  before  seen  for  Alpha. 

At  Alpha  Processor,  Inc.  (API)  we  develop  technologies  and  infrastructure  centered  around  the  world’s 
fastest  64-bit  microprocessor  —  Alpha.  We’ve  recently  introduced  new  products,  such  as  the  UP2000 
dual  processor  platform  and  Alpha  Slot  B  packaging  technology  that  make  Alpha  a  perfect,  scalable 
solution  for  web,  database,  file  and  Exchange  servers  as  well  as  high-performance  workstations. 

With  speeds  as  fast  as  750  MHz  available  today,  combined  with  price  points  rivaling  the  most  powerful 
x86  enterprise  solution,  Internet  Service  Providers,  IT  Managers  and  Applications  Developers  will  find  it 
hard  to  resist  a  system  based  on  an  Alpha.  Or  better  yet,  a  dual  Alpha  system. 

There’s  never  been  a  better  time  to  own  an  Alpha  or  to  be  an  Alpha  VAR,  reseller  or  OEM!  To  learn  more 
about  API  or  our  new  and  exciting  technologies,  call  us  at  7  978  318-1 103. 


The  opportunities  coming  out  of  the  Linux  market  can  be  elusive. 
Let  Alpha  help  you  hunt  them  down  before  your  competition  finds 
l  "  v;T'  \  them.  For  your  free  copy  of  our  special  condensed  version  of 
u  Linux  for  Dummies ,  visit  our  web  site  at  alpha-processor.com. 


Nothing  outruns  Alpha. 

www.alpha-processor.com 
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seeing  in  the  integration  space  is  that  the  implementa¬ 
tions  are  usually  very  huge,  budget-breaking  projects 
that  fail  halfway  through  or  achieve  only  50  percent 
[success  rates],”  he  says,  or  they’re  vanilla  projects  that 
don’t  provide  enough  value. 

Genicom  Corp.  of  Chantilly,  Va.,  which  does  com¬ 
puter  and  network  installation,  services  business  and 
designs,  and  distributes  computer  printers,  used  EDS 
Corp.  as  its  systems  integrator  when  the  company  suc¬ 
cessfully  built  a  Vantive-based  CRM  system.  Genicom 
had  a  tough  integration  problem:  The  company  not 
only  needed  to  tap  into  a  planned  Oracle  database  but 
also  had  to  link  directly  to  the  business  partners  for 
which  it  provides  printer  repair  and  maintenance  ser¬ 
vices,  such  as  NASDAQ,  as  well  as  to  its  field  engineers 
at  customer  sites.  One  of  the  many  goals  was  to  get  an 
electronic  notification  of  a  live  trouble  ticket,  generate 
a  report  for  the  repair  person  that  included  all  the  rel¬ 
evant  information  about  the  applicable  service  policy 
and  service  process,  and  send  the  report  to  the  appro¬ 
priate  remote  field  office.  An  off-the-shelf  solution  was 
not  going  to  work. 

Even  though  CIO  Bill  Carney  expected  to  do  some 
work  to  tie  the  Vantive  and  Oracle  systems,  he  was  sur¬ 
prised  to  learn  how  much.  “The  two  companies  said 
they  worked  together  seamlessly,”  he  says,  “and  the 
points  where  they  worked  together  were  seamless,  but 
there  weren’t  enough  points.”  The  company  spent  six 
months  and  more  than  $1  million  to  customize  Vantive 
to  fit  its  services  model  and  to  integrate  with  Oracle. 

For  Carney,  the  effort  and  expense  was  worth  it,  and 
he  has  the  numbers  to  prove  it.  It  takes  20  minutes  less 
to  answer  a  service  call  than  it  did  prior  to  integrating 
the  system;  inventory  accuracy  is  up  by  20  to  25  per¬ 
cent;  and  billing  is  now  handled  by  computers,  with  a 
15  percent  improvement  in  accuracy,  resulting  in  fewer 
disputes  and  faster  payments. 

Other  CIOs  aren’t  as  definite  about  the  ROI  for  their 
projects.  Ontario  Store  Fixtures’ Johnson  reports  only 
soft  benefits  so  far — a  sense  that  internal  costs  are 
down,  sales  have  increased  and  customers  are  happier. 
At  the  moment,  that’s  enough.  What’s  driving  him  to 
adopt  CRM  is  not  the  bottom  line;  his  motivation  is 
to  give  everyone  in  his  company  the  information  nec¬ 
essary  to  serve  the  customer.  “It’s  about  making  the 
customer  everybody’s  business,”  he  says. 

Eventually,  he  may  be  able  to  quantify  his  ROI,  like 
GCSI  in  Washington.  For  a  22  percent  increase  in  unit 
shipment  sales  and  an  attendant  decline  in  costs,  many 
companies  would  be  willing  to  put  up  with  the  chal¬ 
lenges  of  CRM:  the  jumble  of  vendors,  difficult  inte¬ 
gration  projects  and  hard-to-measure  ROI.  BE] 

Amy  Helen  Johnson  covers  technology  from  the 
Silicon  Forest  in  Washington  state.  She  can  be  reached 
at  amyhelen@  pobox.com. 
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ET,  Phone  Home 

The  tether  of  connectivity  keeps  stretching  farther  out  to 
smaller  devices.  Application  development  for  laptops  was 
tough  enough,  but  now  you  have  to  create  applications  that 
link  wireless  mobile  devices  with  internal  systems  on  a  reliable,  real¬ 
time  basis.  Cerulean  Technology  Inc  in  Marlborough,  Mass.,  is  tackling 
this  challenge  with  its  Java-based  MobileFusion  development  plat¬ 
form,  designed  to  let  mobile  users  retrieve  and  manage  information 
from  legacy  and  e-mail  systems,  whether  they're  using  laptops  or 
handhelds  running  PalmOS  or  Windows  CE.  The  company  is  targeting 
application  development  needs  for  the  cable,  utilities,  HVAC,  logistics, 
health-care  and  financial  services  industries. 

The  software  incorporates  agents  that  automatically  detect  the 
client  device  and  transmit  data  in  the  appropriate  format  so  that 
users  don't  have  to  customize  the  application  for  different  devices. 

The  development  platform  runs  on  Windows  NT  and  integrates  with 
ODBC-compliant  databases,  POP-3  mail  systems  and  Microsoft 
Exchange.  The  software  costs  $750  per  user.  The  resulting  applications 
can  also  work  with  a  variety  of  public  and  private  networks,  including 
those  using  conventional  radio,  cellular  digital  packet  data  (CDPD) 
and  satellites.  For  more  information,  call  508  460-4000  or  visit 
www.cerulean.com. 

Graphics  for  the  Enterprise 

Moving  away  from  its  flowchart  roots,  Micro 
grafx  Inc.  in  Richardson,  Texas,  is  launching  its 
iGrafx  System  to  help  employees  throughout 
the  enterprise  communicate  visually  and  maintain  con¬ 
sistency  of  graphic  communications,  whether  users  are 
administrative  or  technical.  The  software  consists  of 
nine  modules.  IGrafx  Share  ($100  per  user)  gives  users 
drag-and-drop  access  to  enterprisewide  graphics  and 
content,  and  incorporates  tools  for  viewing,  marking  up,  and  sharing 
and  organizing  graphics  and  files.  IGrafx  Business  ($200  per  user)  com¬ 
bines  drawing,  diagramming,  image  editing  and  3-D  capabilities  to 
create  business  graphics  and  inserts  them  into  Microsoft  Office  docu¬ 
ments.  IGrafx  Professional  ($400  per  user)  lets  knowledge  profession¬ 
als,  managers  and  IT  professionals  create  high-quality  diagrams. 

IGrafx  Process  ($995  per  user)  lets  users  create  process  diagrams 
and  models  and  perform  simulation  and  what-if  scenarios.  IGrafx 
EnterpriseCharter  for  R/3  ($995  per  user)  is  a  diagramming  tool  for 
visualizing  and  documenting  SAP  R/3  system  implementations.  Other 
modules  include  the  iGrafx  Development  software  development  kit 
for  building  custom  graphics-driven  applications;  iGrafx  Designer,  a 
suite  of  graphics  tools  for  creating  technical  documentation,  Web 
graphics,  manufacturing  management,  and  marketing  and  sales  sup¬ 
port;  and  iGrafx  Deploy,  which  enables  IT  administrators  to  customize 
and  deploy  iGrafx  solutions  on  desktops  and  servers  throughout  the 
enterprise.  For  more  information,  call  972  234-1769  or  visit 
www.  micrografx.  com. 
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CABLE  &  WIRELESS 


On  our  global  Internet  backbone,  speed  is 
almost  unlimited. 

At  the  moment,  we  can  send  the  equivalent 
of  the  entire  works  of  Shakespeare  across 
the  Atlantic  in  the  time  it’s  taken  you  to  read 
this  sentence. 

And  we’re  planning  to  go  even  faster. 


Backbone  is  how  Cable  &  Wireless 
is  making  the  Internet  a  faster, 
more  reliable  place  to  do  business. 
Backbone.  You  either  have  it  or  you  don’t. 


STORY  INDEX 


IN  REVIEW 


An  index  of  ail  major  articles 
published  in  CIO  in  the  first 
eight  months  of  1999, 
including  a  cross-reference 

by  article  type 


DECEMBER  15,  1998/ 
JANUARY  1,  1999 

CIO 

Special  Issue:  The  Organic 
Enterprise 

1803.  "The  Organic  Root 
System"  (Page  38) — When  cold 
statistics  and  systems  thinking 
threaten  to  cloud  your  judgment, 
remember  this  simple  key  to  a 
long-lived  business  organism: 
People  and  culture  count  most.  An 
overview  by  Megan  Santosus 

1804.  "Pop  Quiz"  (Page  48)— 
Where  does  your  company  mea¬ 
sure  up  on  our  Organo-Metric 
Index?  By  Megan  Santosus 

1805.  "From  the  Ashes"  (Page 
56) — Sometimes  the  mark  of  a 
great  company  is  how  it  bounces 
back  from  defeat.  By  Gary 
Abramson 


1806.  "The  Renaissance 
Company"  (Page  66) — In  times  of 
turmoil,  Netscape  knows  the  key 
to  its  success  begins  and  ends 
with  its  people.  By  Polly  Schneider 

1807.  "A  Sense  of  Who  You 
Are"  (Page  80) — As  the  pace  of 
technological  and  corporate 
change  accelerates,  one  thing 
stays  the  same:  the  past.  And 
when  you're  strategizing  your 
company's  future,  that's  an  excel¬ 
lent  place  to  start.  By  Tom  Field 

1808.  "Getting  Together"  (Page 
92) — In  a  world  of  globalization 
and  rapid  change,  the  best  route 
to  business  goals  often  involves  a 
partnership.  By  Peter  Fabris 

1809.  "The  Corporate 
Skeleton"  (Page  100) — The  com¬ 
pany  fit  for  the  new  millennium 
needs  a  strong  frame  to  support 
its  heart  and  muscle.  By  Derek 
Slater 


n-Tr  0'‘” 


W i// 


survive  forT/Py 

beco»PostfoV?0n£haul? 

competitor. 


1810. 


"The  Knowledge  Factor" 

(Page  108) — Companies  in  the 
Information  Age  need  to  system¬ 
atically  manage  what  they  know. 
By  Perry  Glasser 

1811.  "The  Externalization 
Imperative"  (Page  120) — Success 
in  the  21st  century  will  require 
new  levels  of  corporate  candor.  A 
Meta  View  column  by  Dale 
Kutnick 


1812. 

"Remediation:  It's  Not  Just  for 
Cobol  Anymore"  (Page  126) — As 
the  Y2K  deadline  approaches, 
don't  overlook  PCs.  An  Emerging 
Technology  column  by  Peggy  King 

1813.  "BP's  John  Cross"  (Page 
136) — The  head  of  IT  at  British 
Petroleum  Co.  talks  about  the 
adaptive  company.  A  Shop  Talk 
column  by  Megan  Santosus 


190  C I O - 1  00  /  AUGUST  1  5,  1  999 


http://www.cio.com 


feS 


Iyniiii-iwnimiMr-i . rr~n . wmmmmam^ 

http://  www.arialsystems.com/ 


. . - 


i  ■■ 


YOU  CAN  HAVE  IT  ALL 

AND  MORE  TODAY... 


TM 


ArialView  Personnel/Skills  Directory  is  FREE 

for  a  limited  time.  Your  company  pays  only  a 
nominal  one-time  set-up  fee.  Discover  how  our 
powerful,  browser-based  solution  provides  instant, 
Intranet  access  to  all  personnel,  skills,  contact  and 
availability  information. 


And  there’s  much  more... 

ArialView  seamlessly  integrates  with 
HR  and  GroupWare  systems.  It  uses 
your  existing  TCP/IP  network  and  is 
NT-server  based.  Upgrade  the 
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TM  TM 

ArialConnect  and  ArialVoice  browser  . 

For  the  ultimate  tool  in  streamlined  communication 

TM 

and  collaboration,  there’s  the  ArialViewlR 
Total  Access  Network.  To  take  advantage  of  this 
limited  time  offer;  check  out  Arial’s  web  site  at 
www.arialsystems.com.  You’ll  find  your  needs  are 
at  the  top  of  our  list. 
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Arial  Systems  Corporation 

3  Hawlhorn  Pkwy,  Vernon  Hills,  IL  60061 
(847)  573-9925  mail  to:  info@arialsystems.com 
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Having  trouble  finding  IT  skills  these  days?  Operating 
in  an  unstable  or  costly  IT  environment,  and  managing 
a  staff  that’s  not  properly  trained?  Chances  are,  your 
company’s  IT  systems  are  something  less  than  efficient. 
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solution  by  providing  comprehensive  data  center  hosting, 
application  management,  EDI  and  network  services... 
all  with  a  single  point  of  contact.  At  reSOURCE  PARTNER, 
we  deliver  seamless,  end-to-end  outsource  solutions 
that  work.  It’s  that  simple. 
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Your  e-business  needs  a  strong  foundation.  You  need  Digex. 


Has  your  Web  site  been  stress  tested?  Does 
your  company  maintain  an  inventory  of  spare  server 
parts?  Do  you  invest  more  time  in  managing 
technology  than  in  growing  your  e-business? 

If  your  company  hasn’t  answered  these  and  other 
critical  questions  involved  in  running  a  successful 
e-business,  Digex  can  help.  Digex’s  only  mission  is 
to  deliver  secure,  scalable,  high-performance  Web 
and  application  hosting  solutions. 

Digex  customers — including  Nike,  American 
Century  Investments  and  Forbes — have 
outsourced  the  management  of  their  Web  site, 
extranet  or  intranet  to  Digex.  Why?  Because 


Digex  operates  enterprise-class  Web  hosting 
facilities  and  has  the  technical  expertise  available 
on-site  24x7  to  keep  your  e-business  in  business. 
We  continuously  invest  in  these  assets  so  our 
customers  don’t  have  to. 

To  build  a  solid  foundation  for  your  e-business,  call 
Digex  at  1-888-Digex03  or  visit  www.digex.com. 


Digex  keeps  e-business  in  businessSM 

©  Digex,  Inc.  1 999 
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It’s  a  whole  new  network  out  there.  While  you  need  to  cut  budgets,  your  IT  manager  needs  to  give  more  users 
access  to  your  IBM  mainframe,  AS/400  and  UNIX  hosts.  Fortunately,  we’ve  got  the  solution.  Introducing  Hummingbird 
Enterprise  Now!— the  only  complete  connectivity  solution  for  your  network— today  and  tomorrow.  Enterprise  Now! 
redefines  connectivity  by  offering  the  highest  performing  Web-to-Host,  Terminal  Emulation,  Thin  X,  PC  X  Server  and 
NFS  solutions  available— all  with  a  single  Enterprise  Client  License  and  comprehensive  Professional  Services.  Best  of 
all,  Enterprise  Now!  includes  HostExplorer,  HostExplorer  Web,  Exceed,  Exceed  Web  and  the  NFS  Maestro  family, 
which  give  you  network  connectivity  today  without  restrictions  on  the  shape  of  your  network  tomorrow-  saving  you  time 
and  money.  For  the  solution  you  can  count  on,  trust  Hummingbird,  the  world 
leader  in  enterprise  connectivity  solutions. 

Enterprise  Now!,  Exceed,  Exceed  Web,  HostExplorer,  HostExplorer  Web,  and  NFS  Maestro  are  trademarks  of  Hummingbird 
Communications  Ltd.  3Com  is  a  registered  trademark  of  3Com  Corporation.  Palm  V  is  a  registered  trademark  of  3Com 
Corporation.  Iridium  and  the  Iridium  Logo  are  registered  trademarks  and/or  service  marks  of  Iridium,  L.LC. 

©1999  Hummingbird  Communications  Ltd. 


To  win  an  Iridium"  Satellite  Phone  or  a  3Com®  Palm  V™  Visit 
our  Web  site  at  www.hummingbird.com/nc/enterprisenow 


Tel.:  (416)  496-2200 

Fax:  (416)  496-2207 

Email:  info@hummingbird.com 

www.hummingbird.com/nc/ciocontest 


You  had  to  cut  your 
IT  manager’s  budget. 
Again. 

And  he’s  got  more 
connectivity  demands 
than  he  can  handle. 

Now  here’s  a 
solution  you  can 
both  count  on... 


Enterprise  Now! 
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DESIGN  FOR  SAP  R/3 


You  facilitate  the  implementation  of  SAP  R/3 
while  achieving  a  successful  business 
transformation. 


SYSTEM  ARCHITECTURE 


You  formalize  your  information  system 
architecture,  consistent  with  your  business 
processes. 


With  all  the  MEGA  Tools,  you’ll  produce  and  maintain  a  consistent 
documentation,  and  automatically  generate  an  Intranet  web  site 
of  your  entire  organization. 

MEGA  International  is  a  consulting 
and  software  publishing  company. 

More  than  500  companies,  in  21  countries, 
use  MEGA  International  software  products 
to  improve  their  Business  Process  and 
Information  System  projects. 


MEGA 

International 
[  The  Business  IV/lodeling  Company  ] 

www. mega.com 

Call  us  at  1  -800-920-MEGA  (6342)  or  Email  us  at  info@us.mega.com 


Microsoft 
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on  Provider 

PROCEDURE  DESIGN 


You  analyse  and  improve  your  processes, 
and  you  easily  write,  document  and 
maintain  your  procedures. 
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in  their  tracks.  A  Netrepreneurs 
column  by  Jamie  Beckett 

1921.  "The  Bots  Are  Back" 

(Page  26) — A  new  generation  of 
intelligent  agents  could  transform 
online  shopping,  giving  an  edge 
to  buyers  and  indigestion  to  mer¬ 
chants.  The  Main  Attraction  col¬ 
umn  by  Scott  Kirsner 

1922.  "Office  Depot  Clears  the 
Aisles"  (Page  30) — Open-door 
marketing  at  the  office  supplies 
retailer.  A  By  Design  column  by 
Sari  Kalin 

1923.  "Government  Witness" 

(Page  62) — As  political  deal  mak¬ 
ing  moves  to  chat  rooms,  the  pub¬ 
lic  tries  to  log  in.  A  Gray  Matters 
column  by  Brett  N.  Dorny 

1924.  "In  the  Palm  of  Your 
Hand"  (Page  66) — Microbrowsers 
are  a  work  in  progress.  A  Power 
Source  column  by  Kimberly  Patch 
and  Eric  Smalley 

1925.  "Don  Tapscott:  The 
Opportunity  Gap"  (Page  76) — 
New  ways  to  create  wealth  in  the 


digital  economy.  A  Back  Talk  col¬ 
umn  by  Art  Jahnke 
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1926.  "The  CIO  Starter  Kit" 

(Page  38) — Ten  tools  every  new 
CIO  needs  to  succeed.  By  Mindy 
Blodgett 

1927.  "Holding  Patterns"  (Page 
54) — Call  centers  can  be  poked 
and  prodded  to  provide  maximum 
efficiency.  But  will  it  cost  you  your 
customers?  By  Derek  Slater 

1928.  "Prepare  for  Takeoff" 

(Page  66) — Think  you  know  how 
to  run  a  pilot  project?  Before  you 
crash  and  burn,  think  again.  Better 
yet,  follow  our  checklist.  By 
Christopher  Koch 

1929.  "Cold  Shoulder  in  a  Hot 
Market"  (Page  32) — Everyone 
says  the  IT  job  market  is  so  hot 
that  anyone  with  the  right  skills 
can  get  a  senior-level  job. 

Everyone  may  be  wrong.  An 
Executive  Counsel  column  by 
David  Rosenbaum 

1930.  "Fighting  Fragmen¬ 
tation"  (Page  72) — Avoid  incon¬ 
sistency  that  alienates  customers. 

A  Forrester  View  column  by  Bob 
Chatham 

1931.  "A  Change  of  Interface" 

(Page  78) — Speech  recognition 
fosters  better  customer  service 
through  self-service.  An  Emerging 
Technology  column  by  Bill  Roberts 

1932.  "Abbott  Laboratories' 

Lee  Jones"  (Page  88) — The  chal¬ 
lenge  of  being  a  nontechie  CIO.  A 
Shop  Talk  column  by  Christopher 
Koch 
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1933.  "When  the  Boss  Says 
'Simplify'"  (Page  30)— These 
days,  CEOs  don't  expect  too  much 
from  technology  investments:  just 
compelling  business  benefits  at 
bargain-basement  prices.  By 
Daintry  Duffy 

1934.  "Romper  Ranch"  (Page 
38) — Where  serious  fun  is  the  root 
of  innovation.  By  Todd  Datz 

1935.  "Revolutionary  Soldiers" 

(Page  54) — Companies  that 


encourage  breakthrough  research 
understand  that  innovation  means 
more  than  designing  the  perfect 
fly  swatter.  By  Perry  Glasser 

1936.  "On  the  KM  Midway" 

(Page  62) — Consultants  clamor  for 
companies'  attention  and  KM  dol¬ 
lars.  But  who's  offering  what?  By 
Gary  Abramson 

1937.  "Fast,  Cheap  and  Out  of 
Control"  (Page  28) — E-mail's  volu¬ 
minous  indiscretion.  A  Reality 
Bytes  column  by  Lew  McCreary 

1938.  "Pretty  Slick"  (Page  72)— 
Technology  helps  Jiffy  Lube  with 
its  first  priority— bringing  cus¬ 
tomers  back.  A  Handshake  column 
by  Lauren  Gibbons  Paul 

1939.  "Recycle  Here"  (Page 
78) — Product  and  service  ideas 
that  fade  to  commodities  can 
flower  again.  An  Intellectual 
Capitalism  column  by  Gary 
Abramson 

1940.  "What  Is  ERP?"  (Page 

86) — This  software  system  aims  to 
be  the  backbone  for  your  whole 
business.  A  Learning  Curve  col¬ 
umn  by  Derek  Slater 
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CIO  Field  Report:  Australia 

1941.  "Thunder  Down  Under" 

(Page  34) — They're  independent, 
they're  inventive,  and  now  the 
Australians  are  unleashing  ideas 
upon  the  global  marketplace.  An 
introduction  by  Howard  Baldwin 

1942.  "Australia  Unbound" 

(Page  40) — Its  founders  were  ban¬ 
ished  to  an  isolated  continent. 
Today,  Australia  is  turning  self- 
sufficiency  into  IT  ingenuity.  By 
Polly  Schneider 

1943.  "Small  World,  Big 
Business"  (Page  48) — If  your 
company's  wish  list  includes 
global  effectiveness  and  local  effi¬ 
ciency,  these  Australian  CIOs  have 
some  best  practices  to  share.  By 
Howard  Baldwin 

1944.  "Politically  Direct"  (Page 
54) — Public  sector  innovation  is 
not  an  oxymoron  in  Australia, 
where  the  government  is  using  IT 
to  create  communities  and 
improve  citizens'  lives.  By  Polly 
Schneider 


1945.  "A  Code  Day  in  Hell" 

(Page  30) — Like  much  corporate 
policy  governing  vendor  relations, 
code  escrow  agreements  are  prac¬ 
tically  worthless.  There's  a  better 
way  to  get  what  you  want.  A  Fine 
Print  column  by  Wayne  D.  Bennett 


1946.  "Millennial  Fruitcake" 

(Page  60) — As  pessimistic  pundits 
predict  Y2K  gloom  and  doom,  this 
observer  is  anticipating  nothing 
less  than  insanity.  A  Think  Tank 
column  by  Tom  Davenport 

1947.  "Looking  for  Security's 
Suite  Spot"  (Page  64) — 
Protecting  your  enterprise  from 
intruders  isn't  getting  any  easier. 
An  Emerging  Technology  column 
by  Peter  Ruber 
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1948.  "Choose  Your  Medicine" 

(Page  30) — Three  Web  startups 
are  trying  to  grab  a  piece  of  the 
online  drugstore  market.  By  Sari 
Kalin 

1949.  "The  X-Files"  (Page  40)— 
The  truth  is  out  there:  Extensible 
markup  language  delivers  on  its 
promise  to  simplify  searching  and 
integrating  Web-based  informa¬ 
tion.  By  Susan  E.  Fisher 

1950.  "Bid  Business"  (Page 

46) — The  Web  puts  a  new  spin  on 
one  of  the  oldest  ways  to  buy  and 
sell  in  the  marketplace.  By  Louise 
Fickel 

1951.  "Can  Crime  Pay?"  (Page 
22) — APB  Online  hopes  to  earn 
some  honest  bucks  on  the  Web.  A 
Netrepreneurs  column  by  Anne 
Stuart 
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Your  Stakeholders: 

“Did  you  read  on  the  10-k 
where  IT  had  to  write  off  the 
whole  three  million  this  quarter 
for  that  failed  project?” 


PlanView  optimizes  the  staffing  of  multiple  projects. 
Consider  your  staff's  skill  mix  and  TRUE  workforce 
availability  when  scheduling  projects  and  other  work! 

WHEN  YOU  OVERLOAD  YOUR 
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Managers,  employees  and  others  in  the  enterprise 
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and  self-administer  employee  information. 

•  Manage  multiple  projects  with  powerful  middle-tier 
software.  Planning  engines  calculate  critical  path; 
earch  engines  find  qualified  people;  scheduling 
redefine  resource  priorities.  PlanView  notifies 
on  changes  in  schedules  and  availability. 

contributors  and  other  stakeholders  collabo- 
web-based  tools  for  statusing,  document 
I,  and  portfolio  management. 

i  Each  role  has  a  unique,  dynamically  built  web  portal 
customized  for  their  needs  and  authority. 


•  Your  employees  self-administer  status  on  their 
projects,  update  their  skills,  schedule  vacations,  etc. 


Call  us  or  visit 
our  website  to 
request  a  free 
CD  Demo! 
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Millions  of  Customers. 
Billions  of  Transactions 
Trillions  of  Dollars. 


A  multi-billion  dollar  transaction  can  occur  between  any  two  points  on  the  globe  in  less  time  than 
it  takes  you  to  read  this  sentence.  Or  not.  Keeping  your  transactions  moving  around  the  world  requires  the  right 
investment  in  your  network’s  design  and  management.  At  AT&T  Solutions,  we  concentrate  on  networking-centric  platforms 
that  enable  our  clients  to  electronically  bond  with  their  clients  around  the  globe.  When  your  mission-critical  needs  require 
a  sophisticated  networking  platform,  AT&T  Solutions  is  ready  to  invest  its  experience  in  your  company’s  future. 


No  one  manages  global  networks  better  than  AT&T  Solutions.  No  one. 
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1952.  "Get  Fewer  Hits"  (Page 
24) — Make  your  Web  audience's 
visits  shorter — and  sweeter.  The 
Main  Attraction  column  by  Scott 
Kirsner 

1953.  "Holiday  Inn  Customers 
Sleep  Easier"  (Page  56) — Even 
Goldilocks  could  be  happy.  A  By 
Design  column  by  Sari  Kalin 

1954.  "Sign  on  the  Digital 
Line"  (Page  58) — As  intranets 
become  extranets,  digital  certifi¬ 
cates  tighten  security.  A  Power 
Source  column  by  Fred  Hapgood 


1955.  "Lawrence  Lessig — 
Animal  Farm  Revisited"  (Page 
68) — The  Harvard  professor  dis¬ 
cusses  the  pull  of  the  herd.  A  Back 
Talk  column  by  Sari  Kalin 
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CIO  Section  1 

Special  Section:  Summer 
Leadership  Curriculum 

1956.  "Lessons  in  Leadership" 

(Page  34) — Learn  what  it  takes  to 
be  an  enterprise  leader  in  your 
organization.  By  Warren  Bennis 

1957.  "Stranger  in  a  Strange 
Land"  Part  1  (Page  38)— For 
CaliMed  CIO  David  Shepard,  a  new 
CEO  brings  a  seat  at  the  board- 
room  table.  His  new  role  as  an 
enterprise  leader  comes  with  great 
rewards — and  great  risks.  By 
Richard  Pastore 

1958.  "The  Call  to  Enterprise 
Leadership"  (Page  50) — To  take 
advantage  of  the  critical  role  IT 


plays  in  business  today,  the  CIO's 
mission  needs  to  be  more  broadly 
defined.  And  so  does  the  CIO.  By 
Christopher  Koch 

1959.  "Absolute  Power"  (Page 
58) — New  enterprise  systems 
management  frameworks  make 
controlling  distributed  computing 
environments  as  easy  as  connect¬ 
ing  the  dots.  By  Derek  Slater 

1960.  "Not  to  the  Swift"  (Page 
28) — Looking  to  get  ahead  in  your 
career?  The  best  strategy  just 
might  be  to  stay  put.  An  Executive 
Counsel  column  by  Matt  Villano 

1961.  "Smooth  Sailing  in  the 
Channel"  (Page  68) — Automating 
partner  relationships  can  shorten 
selling  time.  An  Emerging  Tech¬ 
nology  column  by  Alan  S.  Kay 

1962.  "TransCanada  Pipelines' 
Russ  Wells"  (Page  80)— One  CIO 
discusses  his  experience  in  merg¬ 
ing  IS  departments.  A  Shop  Talk 
column  by  Christopher  Koch 
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Summer  Leadership 
Curriculum  (Continued) 

1963.  "Seen  the  Light?"  (Page 
26) — Companies  learn  the  hard 
way  that  overemphasis  on  tech¬ 
nology  can  undermine  customer 
strategies.  By  Gary  Abramson 

1964.  "In  CIOs  We  Trust"  (Page 
34) — Information  executives  are 
anxious  to  hear  their  CEOs  say 
those  very  words.  By  Perry  Glasser 

1965.  "Taking  an  Option  on  IT" 

(Page  46) — Real  options  theory 
evaluates  technology  investments 
by  linking  them  to  the  financial 
market.  By  Martha  Amram,  Nalin 
Kulatilaka  and  John  C.  Henderson 

1966.  "For  Goodness  Sake" 

(Page  54) — A  new  breed  of 
CEOs — chief  ethics  officers — are 
policing  right  and  wrong  in  the 
workplace.  By  Jennifer  Bresnahan 
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1967.  "The  Price  Is  Right"  (Page 
24) — Free-PC.com's  computer 
giveaway  is  a  hit,  which  ticks  off 
privacy  groups  to  no  end.  A 
Reality  Bytes  column  by  Megan 
Santosus 
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1968.  "Data  Waste"  (Page  64)— 
This  year  corporate  America  may 
waste  nearly  $21  billion  on  online 
information.  An  Intellectual 
Capitalism  column  by  Leonard  M. 
Fuld  and  Kent  Potter 


1969.  "That's  the  Ticket"  (Page 
68) — Ticketmaster  brings  the  con¬ 
cert  hall  to  your  desktop.  A 
Handshake  column  by  Carol 
Hildebrand 

1970.  "Remote  Possibilities" 

(Page  72) — Outsourcing  remote 
access  can  reduce  costs.  But 
where,  and  by  how  much?  A 
Checks  &  Balances  column  by 
Kiran  Narsu 

1971.  "What  Is  E-Commerce?" 

(Page  82) — E-commerce  is  the 
most  recent  step  in  the  evolution 
of  business  transactions.  A 
Learning  Curve  column  by  Derek 
Slater 
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Summer  Leadership 
Curriculum  (Continued) 

1972.  "Sense  and  Sensibility" 

(Page  28) — Who  are  IT's  newest 
leaders  and  why  should  you  care? 


Because  she  may  be  your  next 
boss.  By  Polly  Schneider 

1973.  "Stranger  in  a  Strange 
Land"  Part  2  (Page  40)— 
CaliMed's  CIO  knows  he's  sup¬ 
posed  to  help  turn  the  company 
around.  But  how  to  do  it?  By 
Richard  Pastore 

1974.  "Making  a  Federal  Case 

of  IT"  (Page  48) — IT  executives  in 
Washington  have  the  same  chal¬ 
lenges  as  their  private  sector 


counterparts — and  then  some.  By 
Tracy  Mayor 

1975.  "The  Net  Changes 
(Almost)  Nothing"  (Page  24) — 
Despite  all  the  hoopla  surround¬ 
ing  the  Internet,  some  things  in 
life  are  destined  to  remain  analog. 
A  Think  Tank  column  by  Tom 
Davenport 

1976.  "Confessions  of  a 
Software  Salesman"  (Page  58) — 
Or  how  to  avoid  getting  stiffed.  An 
Expert  Advice  column  by  Wayne  E. 
Pollard 

1977.  "Ethernet  in  the  Sky" 

(Page  62) — New  wireless  options 
extend  the  enterprise.  An 
Emerging  Technology  column  by 
Dan  Sweeney 

1978.  "United  Airlines' 
Passenger  Demand  Forecasting 
System"  (Page  72) — United  maxi¬ 
mizes  profits  by  filling  seats  with 
as  many  full-fare  passengers  as 
possible.  A  Working  Smart  column 
by  Alice  Lesch  Kelly 
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1980.  "Leaders  of  the  Pack" 

(Page  16) — These  50  best-of-the- 
best  Web  sites  aren't  just  good 
looking:  They're  also  good  at  what 
really  counts.  By  Anne  Stuart 

1981.  "Deliverance"  (Page  22)— 
It's  8  o'clock — do  you  know  where 
your  UPS  package  is?  Finally,  you 
can  find  out.  By  Art  Jahnke 

1982.  "On  the  Inside,  Looking 
Out"  (Page  28) — This  year's  50/50 
intranets  are  developing  double 
vision — serving  customer  sets 
both  behind  and  beyond  the  fire¬ 
wall.  By  Lew  McCreary  and  Tim 
Horgan 

1983.  "Overdrive"  (Page  36)— 
GM  revs  up  its  intranet  portal  to 
transport  information  to  100,000 
employees  worldwide.  By  Sari 
Kalin 


Special  Issue:  3rd  Annual  50/50 

1979.  "A  Short  History  Long  on 
Change"  (Page  14) — Do  you  have 
a  strategy?  An  introduction  by 
Lew  McCreary 


1984.  "1999  Winners"  (Page 
42)— Navigate  Web  waters  with 
our  detailed  chart  of  innovation, 
function  and  design. 


1985.  "The  50/50  Directory" 

(Page  68) — Here's  our  honor  roll. 
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Summer  Leadership 
Curriculum  (Continued) 

1986.  "Going  Steady"  (Page 
32) — CIOs  increasingly  are  relying 
on  a  single  PC  vendor  in  an  effort 
to  reduce  costs  and  complexity. 
But  as  in  any  exclusive  relation¬ 
ship,  both  sides  need  to  make 
some  concessions.  By  Lauren 
Gibbons  Paul 

1987.  "Is  IT  Safe?"  (Page  40)— 
Probably  not.  Why?  Because  the 
most  sophisticated,  technolog¬ 
ically  advanced  security  system  in 
the  world  cannot  protect  your 
company's  data  if  the  people  in 
your  organization  won't  use  it.  By 
Mindy  Blodgett 

1988.  "Diagnosis:  Information 
Sickness"  (Page  52) — Confused? 


Losing  things?  Having  difficulty 
communicating?  Those  are  all 
symptoms  of  what's  become  an 
epidemic  in  the  health-care  indus¬ 
try.  The  Internet  may  be  a  cure.  By 
Christopher  Koch. 


1989.  "Stranger  in  a  Strange 
Land"  Part  3  (Page  62) — 
CaliMed's  CIO  has  hit  a  wall  in  exe¬ 
cuting  his  turnaround  strategies. 
What's  he  missing?  By  Richard 
Pastore 
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America's  secret  weapon.  We  will  find  what  you  thought  couldn't  be  found. 
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your  favor;  consider  this:  Most  initiatives  don’t  fail  because  of 
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They  fail  because  of  people. 
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Intel  International  Science  and  Engineering  Fair. 
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their  research  projects  at  the  Intel  International  Science  and  Engineering  Fair.  As  the  world’s  largest  pre-college  science 
competition,  the  Intel  ISEF  brings  students  together  to  share  ideas  and  interact  with  some  of  the  world’s  leading  scientists. 

The  fair,  celebrating  its  50th  anniversary,  provides  over  $2  million  in  scholarships  and  awards  to  students,  plus  the 
grand  prize,  a  trip  to  attend  the  Nobel  Prize  Ceremonies  in  Stockholm,  Sweden.  By  recognizing  these  students,  we  hope 
to  encourage  and  inspire  their  spirit  of  exploration  and  discovery.  To  find  out  the  names  of  this  year’s  winners,  or  how 
to  participate  in  the  next  Intel  International  Science  and  Engineering  Fair,  visit  www.sciserv.org.  And  to  learn  more 
about  Intel's  commitment  to  science,  math,  engineering  and  technology  education,  visit  us  at  www.intel.com/education. 
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Just  one.  And  every  day,  project  management 
practitioners  manage  to  change  our  world  for  the 
better.  Without  them,  there  would  be  no  Golden 
Gate  Bridge,  no  Mars  Pathfinder,  no  Internet. 

Since  1969,  the  Project  Management  Institute 
has  been  building  professionalism  among  project 
leaders,  program  administrators  and  technical 
advisors  by  establishing  standards,  organizing 
educational  opportunities  and  developing  a  global 
credentialing  program  which  has  certified  more 
than  10,000  project  management  professionals. 

We  urge  you  and  your  organization  to  join  us 
in  advancing  project  management  worldwide.  Start 
by  visiting  our  website  at  www.pmi.org/cio.htm. 


FOUR  CAMPUS  BOULEVARD,  NEWTOWN  SQUARE,  PA  19073-3299  USA 

800-831-6605  •  +610/356-4600  •  Fax:  +610/356-4647  •  www.pmi.org/cio.htm 

£1999  Project  Management  Institute,  Inc.  Alt  rights  reserved.  PMI  is  a  federally  registered  trade  and  service  mark;  "PMP"  and  the  PMP  logo  are  federally  registered  certification  marks- 
and  the  PMI  logo,  "PMBOK"  and  "Building  professionalism  in  project  management."  are  trademarks  of  Project  Management  Institute,  Inc. 
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IN  FUTURE  ISSUES 

The  Future  of  the  Internet 

Two  hundred  universities,  government  researchers  and  high-tech  companies 
have  come  together  with  the  University  Corporation  for  Advanced  Internet 
Development  to  change  and  challenge  the  future  of  the  Web.  Read  what 
Internet2,  the  research  and  development  consortium,  has  in  store  for  you  and 
for  your  business. 

Plan  Your  IT  Initiatives  Now 

As  a  CIO,  long-range  planning,  including  handling  user  requests  and  imple¬ 
menting  technology,  is  becoming  an  important  part  of  your  job.  Read  a 
roundtable  discussion  with  five  leading  IT  executives  who  can  advice  you  on 
how  to  do  it  well. 


EXECUTIVE  PROGRAMS 

Anatomy  of  IT  Partnerships:  Exploring  the  Heart 
of  the  Enterprise 

Oct.  3-6, 1999  •  Hyatt  Grand  Cypress  •  Orlando,  Fla. 

Take  the  pulse  of  your  organization  at  the  next  CIO  Perspectives  conference. 
The  globalization  of  markets,  technological  advancements  and  new 
market  opportunities  are  changing  your  organization’s  ability  to  compete 
alone.  Join  other  CIOs,  CIO  and  our  corporate  hosts  to  dissect  successful  IT 
relationships. 

Contact  CIO  at  800  366-0246  or  www.cio.com/conferences. 


THE  CIO  CONSULTWARE  SERIES 


IT  Staffing  Strategies  for  CIOs:  IT  Standards  Strategies  for  CIOs,  v.  2.0 

Our  newest  release  examines  current  trends  and  practices  for  evaluating,  setting,  publiciz¬ 
ing,  implementing,  monitoring  and  updating  standards.  Learn  how  leading  companies  re¬ 
cruit,  develop  and  retain  IT  staff  successfully. 

Price:  $2,295 

Intranet/Internet  Strategies  for  CIOs 

Learn  how  other  organizations  are  managing,  using  and  deriving  business  value  from 
intranets  and  the  Internet. 

Price:  $1,495 

Implementing  IT  Strategies  for  CIOs 

Shorten  the  planning  cycle  and  create  a  process  that  works  for  your  entire  organization. 

Price:  $2,295 

For  more  information,  visit  www.cio.com/consultware  or  contact  Dot  Caspersen  at 
800  726-3090  or  research@cio.com. 
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The  Research 
Starts  Here 

The  CIO  Executive 
Research  Center 

www.cio.com/forums/executive 

This  center  contains 
information  and  insights  about 
the  role  of  the  CIO. 


Knowledge  Management 
Research  Center 

www.cio.com/forums/knowledge 

Find  out  how  to  learn  what 
other  people  in  your 
organization  know. 


Human  Behavior 
and  the  Web 

www.cio.com/forums/behavior 

Does  technology  change 
the  way  people  act  in 
the  workplace? 


ERP  Research  Center 

www.cio.com/forums/erp 

Learn  how  ERP  and  supply  chain 
management  help  integrate 
companywide  information. 


Y2K  Research  Center 

www.cio.com/forums/y2k 

Visit  our  site  for 
wide-ranging  resources 
on  the  Y2K  challenge. 
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Newer  Technology  Partnering 

UNCOVER  BUSINESS  REQUIREMENTS  ♦  STRUCTURE  A  TACTICAL  PLAN  ♦  INTEGRATE  TECHNICAL  APPLICATIONS 
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“ft’s  how  we’ve  built  Fortune  client 
relationships  for  nearly  two  decades”. 
—  Jeffrey  R.  Senger,  President 

Our  clients  know  how  we  earn  trust. 
They  know  we  deliver  on  our  word  and 
consistently  satisfy  our  commitments. 

It  happens  after  taking  the  time  to 
understand  your  needs, ‘what  your 
concerns  are’; ‘what’s  on  your  wish 
list’;  what’s  your  overall  vision’.  We’ll 
collaborate  with  you  to  resolve  the 
requirements,  the  plan,  the 
implementation.  No  strong  arm, 

“your  solution  . . .  your  future”. 

But,  if  you  need  a  strong  partner 
to  leverage  open  systems  and  smooth 
platform  transitions  using  newer 
technologies,  let’s  build  trust,  let’s  talk. 

800.967.0156 

www.sencoinc.com 
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♦  INFORMATION  TECHNOLOGY 

♦  MANAGEMENT  CONSULTING 

♦  EDUCATIONS  TRAINING 


IDG  is  the  world's  leading  IT  media,  research  and 
exposition  company.  Founded  in  1964,  IDG  had  1997 
revenues  of  $2.05  billion  and  has  more  than  9,000 
employees  worldwide.  IDG  offers  the  widest  range  of 
media  options  which  reach  IT  buyers  in  75  countries 
representing  95  percent  of  worldwide  IT  spending. 
IDG's  diverse  product  and  services  portfolio  spans  six 
key  areas  including  print  publishing,  online  publishing, 
expositions  and  conferences,  market  research, 
education  and  training,  and  global  marketing  services. 
More  than  90  million  people  read  one  or  more  of  IDG's 
290  magazines  and  newspapers,  including  IDG's 
leading  global  brands — Computerworld,  PC  World, 
Network  World,  Macworld  and  the  Channel  World  family 
of  publications.  IDG  Books  Worldwide  is  the  fastest- 
growing  computer  book  publisher  in  the  world,  with 
more  than  700  titles  in  38  languages.  The  ".  . .  For 
Dummies"  series  alone  has  more  than  50  million  copies 
in  print.  IDG  offers  online  users  the  largest  network  of 
technology-specific  Web  sites  around  the  world  through 
IDG.net  ( http://www.idg.net ),  which  comprises  more  than 
225  targeted  Web  sites  in  55  countries  worldwide. 
International  Data  Corporation  (IDC)  is  the  world's 
leading  provider  of  information  technology  data,  analysis 
and  consulting,  with  research  centers  in  over  41  countries 
and  more  than  400  research  analysts  worldwide.  IDG 
World  Expo  is  a  leading  producer  of  more  than  168 
globally  branded  conferences  and  expositions  in  35 
countries  including  E3  (Electronic  Entertainment  Expo), 
Macworld  Expo,  ComNet,  Windows  World  Expo,  ICE 
(Internet  Commerce  Expo),  Agenda,  DEMO  and  Spotlight. 
IDG's  training  subsidiary,  ExecuTrain,  is  the  world's 
largest  computer  training  company,  with  more  than  230 
locations  worldwide  and  785  training  courses.  IDG 
Marketing  Services  helps  industry-leading  IT  companies 
build  international  brand  recognition  by  developing 
global  integrated  marketing  programs  via  IDG's  print, 
online  and  exposition  products  worldwide.  Further 
information  about  the  company  can  be  found  at 
www.idg.com. 
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use(IT)to  change  your  business. 

i 


How  can  IT  change  the  way  you  do  business?  Talk  to  Keane.  We'll  help  you  plan, 
build  and  manage  a  total  business  solution,  starting  with  a  business-transforming 
web  strategy.  Keane's  e-Solutions  combine  expertise  in  business  analysis, 
creative  design  and  advanced  technologies  to  help  you  fully  leverage  the  power  of 
the  Internet.  The  results:  New  revenue  streams,  dramatically  lower  costs  and 
higher  value  to  customers  and  shareholders.  In  total,  a  unique  competitive  edge. 
Call  Keane  at  1 -888-KEANE-44.  We'll  help  you  compete  in  today's  e-marketplace. 

©solutions.® 

www.keane.com 


KEANE 

we  get  @  done. 


Outsourcing 


Data  Warehousing 


CRM  Solutions 


Tech  Data's 
H.  John  Lochow 
on  Business- 
to-Business 
E-Commerce 


What  does  it  take  to  be 
successful  in  business-to- 
business  e-commerce? 

Companies  need  to  do  solid 
architectural  planning 
upfront,  think  through  their 
IT  infrastructures,  build  a 
good  support  team  and  be 
ready  to  change  it  within  a 
short  period  of  time.  In  the 
past,  Tech  Data  has  devel¬ 
oped  systems  that  we  said 
would  last  five  years,  10 
years,  even  15  years.  But 
today,  because  of  the  Web, 
we’re  changing  them  in 
three  to  six  months  and 
reevaluating  architectures 
twice  a  year.  Many  CIOs  are 
not  prepared  for  this. 

We  also  recognize  that  our 
reseller  customers  [typically, 
computer  retailers]  have  to 
compete  with  the  companies 
in  their  lines  of  business.  Our 
customers  want  to  see  how 
we  take  and  process  orders  to 
make  sure  we  are  delivering 
products  to  them  as  efficient¬ 
ly  as  possible.  As  a  result,  we 
have  to  create  cost-effective 
interfaces  between  us  and  the 
manufacturers  that  sell  to  us. 

What  is  your  internal 
architecture  for  support¬ 
ing  B-to-B  e-commerce? 

We  have  a  Web-based  e-com- 
merce  application  that  allows 
businesses  to  order  products 
| such  as  PCs,  monitors,  print¬ 


ShopTalk 
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tV 
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Spotlight  On: 


ers]  from  us.  Through  our 
EDI  transaction  set,  we  pro¬ 
vide  and  can  customize  and 
build  machine-to-machine 
interfaces  between  our  sys¬ 
tems  and  [those  of]  our  cus¬ 
tomers.  We  also  have  an  API 
set  that  allows  our  customers 
to  program  interfaces  direct¬ 
ly  into  our  order-entry  sys¬ 
tem.  We  offer  a  toolkit  that 
allows  customers  to  create 
their  own  Internet  product 
catalogs  with  their  logo. 

The  transactions  go 
through  Tech  Data’s  EDI. 
Web  orders  are  processed 
on  more  than  one  net¬ 
working  technology  and 
are  directly  linked  to  the 
mainframe  via  propri¬ 
etary  technology. 

How  has  e-commerce 
changed  the  relationships 
Tech  Data  has  with  its  cus¬ 
tomers? 

We  still  conduct  75  percent 
of  our  business  through  the 


H* John  Lochov^  executive  vice 
president  and  CIO  of  Tech  Data 
Corp„  Clearwater,  Fla. 


— >  Distributes 
technology  products  to  com¬ 
pute!’  resellers,  assembles 
systems,  and  provides  technical 
support  and  e-commerce 
solutions  and  other  services 
t°  its  reseller  customers 
►  Bio  Previously  group  vice  presi¬ 
dent  and  CIO  of  Bell  Canada; 

CEO  of  Bell  Sygma  Inc,  Bell 
Canada's  IT  subsidiary;  and  Bell 
Sygma  international,  the  tele¬ 
com  company's  commercial 
software  developer 

’  Cha,,en9«  Planning  for  growth 
and  finding  more  efficient 
avenues  to  take,  process  and 
deliver  orders 


call  center.  Even  if  we  did 
100  percent  of  our  business 
through  e-commerce,  we’d 
still  talk  to  our  customers. 
We  want  to  maintain  these 


relationships  and  provide 
quick,  low-cost  ways  for  our 
customers  to  order  products. 

Our  customers  can  now 
shop  for  products  through 
our  online  catalog,  get 
prices  and  place  orders 
through  the  Web.  Or  they 
can  call  their  account  rep  to 
place  an  order,  armed  with  a 
lot  more  data  [that  they’ve 
researched  online],  and  the 
transaction  takes  less  time 
than  if  they  had  done  all  the 
research  and  negotiation 
over  the  phone. 

How  can  e-commerce 
companies  differentiate 
themselves? 

Through  innovation. 
Simply  enabling  a  “siloed” 
e-commerce  infra¬ 
structure — an  infra¬ 
structure  that  exists 
on  its  own  and  is  not 
tied  to  other  business 
processes — is  not 
enough.  Companies 
need  to  incorporate 
e-commerce  with  the 
call  center  and  the 
logistics  and  order- 
fulfillment  systems. 

You  also  need  to 
keep  moving  ahead 
with  your  infrastructure. 
When  I  come  out  with  a 
new  release  of  our  sys¬ 
tem,  I  immediately  have 
to  have  the  next  two  or 
three  releases  in  the 
queue  because  my  two  or 
three  major  competitors 
are  going  to  do  the  same 
shortly  after  me  and  vice 
versa.  It’s  a  continuous 
game  of  leapfrog.  I’m  con¬ 
stantly  looking  at  and  evalu¬ 
ating  their  offerings  to  glean 
ideas  and  make  my  own 
infrastructure  better. 

-Meridith  Levinson 
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Rational  C learC ase®  v  | 

Protects  Your  Most  Important 
Development  Investments.  \ 

Only  Rational  ClearCase  accurately  versions,  protects,  and 
retrieves  those  assets  as  they  change  over  time.  Your  sensitive 
web  artifacts,  missioivcritical  data,  even  bug  fixes  are  all  within 
reach  in  just  seconds.  Rational  ClearCase  tampcr^proofs  software 
projects  so  they  can't  he  lost,  overwritten,  or  sabotaged.  Plus,  only 
Rational  ClearCase  automatically  resolves  conflicts  as  it  brings 
different  project  development  streams  together  —  greatly  improv- 
ing  team  efficiency.  Best  of  all,  it's  scalable,  unifying  teams 
oi  developers  across  continents  and  platforms.  Secure  your 
assets  with  Rational  ClearCase,  ranked  the  market 
share  leader  in  software  configuration  manage' 

__  _  ment  in  a  recent  report  by  IDC.*  Visit 

our  website  for  the  full  storv. 


Rational 

unifying  software  teams 


1  -800-728-1  21  2  •  www.rational.com/tools/clear/ 


*  Rational  \talus  «  CIhuCum  for  Sofuaart  Configuration  Mana^mniit  LiutLr shift,  (ll)C,  \ohmIht  JVifS) 
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The  future  belongs  to  objects. 

Jasmine™  is  the  future  of  objects. 

It’s  the  first  complete  and  pure  object  solution. 

It’s  not  a  hybrid.  It’s  not  hype. 

Jasmine  is  real.  A  proven,  complete  object-oriented  database  and 
development  environment.  So  now  you  can  buiid  the  next  generation 
of  multimedia  business  applications  and  run  them  everywhere: 
client/server,  Internet,  intranet,  and  extranet. 


INFORMATION  IN 

HARMONY 


With  built-in  multimedia  and  internet  support,  Jasmine  has  it  all.  A  pure, 
object-oriented  database.  Drag-and-drop  development  environment.  Distributed 
object  delivery.  Efficient  database  multimedia 
storage  and  manipulation,  and  efficient 
delivery  through  streaming  and  caching.  The 
industry’s  easiest  development  environment 
lets  you  use  all  your  favorite  tools:  built-in 
VB  integration,  native  Java  support,  and 
C++  support. 

Unlike  hybrid  or  partial  object  solutions, 

Jasmine  actually  works. 

So  you  can  shorten  your  time  to 
market  and  gain  a  distinct  competitive  advantage. 

If  that  sounds  good,  pick  up  the  phone  right  now.  Because  Jasmine  is 
ready  today. 

Are  you? 
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Gall  1-888-7 JASMINE  for  your  FREE  Developer  Edition  CD 

or  visit  www.cai.com 
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Software  superior  by  design 
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